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PICTURE COURTESY OF BRITISH TRAVEL ASSN. 


Promote the Pageantry of the Coronation Dear 


















Ao Ul ELMIRA, NEW YORK 


5 eC a 111 EAST WATER STREET . 
EA EA bio ua 


IE WELERS yn 
SILVt RSMITHS 


November 13, 1952 
com 25'S herrif. 
ee ig Map ae AS ae 
a it hs 


jotome 
ped us indeed in our 
Sel}; 


Dowd 
International Silver CO- 
& Eawards Div. 


T've been iooking for an opportunity for 
on the "Holmes & 


thing S° doggone 
elementary devil why it 


has never been put out vefore- It's terrific, 
4% has helped us indeed in our selling: 
International silver CO- is indeed to be 


complimented ° 
cordially yours ; 


vy. Furman 
Merc handis ing Manager 


LLPERT'S-ELMIRA, INC. 


HOLMES & EDWARDS DIVISION 
INTERNATIONAL SILVER COMPANY 


MERIDEN, CONN. 


Please ship: __DW Chest M___(Mahogany)...B 
Knife and fork samples all Regular——o! Viande and Regu- 


lar__-. 92-piece Service for 8 in Romance.- -Regular— 
or Viande—- Soups: Round Bowl— 


__(Blonde). 


Cream_—Dessert—- 
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SNAP-ON 


CARRING GUARDS 


A NEW OVER-THE-COUNTER ITEM 
WITH A READY-MADE DEMAND... 


A NECESSITY FOR 


ERY WOMAN WITH EARS 


| ‘Comfysafe’ EARRING GUARDS are hollow-formed discs of stainless 
Steel that snap onto the screw ends of earring fasteners. They pro- 
vide a non-slip grip that holds securely with only light pressure on 
the ear. NO MORE LOST EARRINGS, NO MORE PINCHED EARS! 
Every woman has been wishing for something like this, and will eagerly 
part with fifty cents for the comfort and safety ‘Comfysafe’ EARRING 
GUARDS will bring. You can sell her a set with every pair of earrings 
she buys, and for every pair she now owns. They fit all screw type 


earrings. 
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Each pair mounted on a tent folder 
(shown actual size) that will stand in ° 
your showcase. Dozen pair to a card | as 
(right) designed for self service. Price pot Bb 
to the Jeweler, $3.00 per card. Retail Ea ath = 


jest ep at 
50c pair, exempt from Federal tax. 





Licensed Manufacturer 


CHEEVER, TWEEDY & COMPANY, INC. A. SAUER & COMPANY 


North Attleboro, Massachusetts KON-ITE BLDG., CINCINNATI 2, OHIO 
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Which watch selling season 
lasts twelve months? 





You KNOW THE ANSWER: birthdays! As a Elgin Watch. These same watches also 
prime-mover of gift watches, this “‘season”’ appear in Elgin full-color magazine ads. 
accounts for about every 5th watch sold. In addition, count on week-in, week-out 
As good as that is, it can be even bigger TV advertising. 
and better! That’s why Elgin is leveling Elgin will supply everything you need 
a month-in, month-out major promotion —including a display, newspaper mats 
at the birthday gift market. and folders—to make birthdays a year- 
Two ads every month in LIFE for one round traffic builder. So be ready to start 
full year! Each ad features a best-selling with the March 16 issue of LIFE magazine. 





For what’s new in the 
watch business, watch 
Only Elgin has the 
heart that never Elgin National Watch Company ®° Elgin, Illinois 


breaks, the guaranteed 
DuraPower Mainspring 
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4. Reasons to use | Source “is 


for Pesfec Ri ings and Findings 


INCOMPARABLE VARIETY 
5 UNLIMITED SUPPLY 
3. SUPERIOR DESIGN 
4. METICULOUS CRAFTSMANSHIP 


ek . si A ey P = = 
: : Suk Be Sank. : 2 ww erfect Rings and Findings in 
100] Gelato mm &-9,@m £-1i (oh mola a Aalhi- 


909 SERIES qe % Ok ME eR 1 Gold, Palladium and 10% Iridium 
M/M SIZES § : . 6% 7 7% 8 8% Platinum (when available) from 
ol arelame--Wm -)(-lrelal- ae Mee laltiilhi-le mete] ob 


ply, are your assurance of superior 
sows 
* 
et 


MdlaleMmulolslthicleastig- Mm Ais mo Mm ola- 


fo hZe)ae]eli-mm olgehiimmaelalel-o 


946 SERIES : : %  % (BME U-1 Ye SPECIFY K&B DIE STRUCK RINGS 
M/M._ SIZES - eC: 23 AND FINDINGS... AND BE SURE 


THE LEADING 
RING FINDING MANUFACTURERS 


: : FF : eK ( <%) = : 
No. 161 (%-%)ct = No. 163 i No. 176 1 ct 


FOR QUALITY LADIES’ & GENTS’ STONE RINGS — IT’S 

FALCON STONE RING MANUFACTURING COMPANY, Inc. 
| Os A DIVISION OF KARLAN & BLEICHER 
L . INC. “a, 


Parleet ng/ nds 


eee Raeay 
188 WEST FOURTH STREET NEW YORK /4NWY¥ OFFICES IN CHICA AND LOS ANGELES 
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MR. SLIM 
by Simmons 








MSS-2244 Men’s Set (SSTK- 
224 Tie Clip — SSCL-224 Cuff 
Link) 

Set price $11. 25 plus tax — 
Suggested Keystone 
SSTK-224 Tie Clip — $3.75 
plus tax — Suggested Keystone 
SSCL-224 Cuff Link — $7.50 
plus tax — Suggested Keystone 


MSS-2274 Men’s Set (SSTK- 
227 Tie Clip — SSCL-227 
Cuff Link) 

Set price $12.25 plus tax — 
Suggested Keystone 
SSTK-227 Tie Clip — $4.75 
plus tax — Suggested Keystone 
SSCL-227 Cuff Link — $7.50 
plus tax— Suggested Keystone 


Here are two fast-selling men’s sets... 

perfectly matched cuff links and new, slimmer 

tie clips for the new, slimmer ties. 

Nationally advertised . . . selling on sight, these two 
quality sets are the hottest profit makers in the 


° ® ' » 
trade. Are you getting your share: as advertised in Zaquire 


é 
S, ae company 
ATTLEBORO, MASS. 
MAKERS OF QUALITY GOLD FILLED JEWELRY FOR 8O YEARS 


SOLD THROUGH A SELECTED LIST OF WHOLESALE JEWELERS \y, RV @ 
Canadian Distributor: JACK W. LEES, 44 King Street West, Toronto, Ontario 
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PLAIN, 
CHANNELED 


| and 
BLANKS 


You will find in our ring blank line a 
complete assortment of shapes and styles 
enabling you to secure whatever you 





















may need from a secure source. More- 
over, we carry manufacture forward to 
a point where only a minimum of labor 
is needed to turn out the finished piece. 
Included, are plain blanks in all shapes 
and widths, rim rings for wide orna- 
mental bands channeled and azured 
tings for any size diamonds, fishtail, 
| | and fancy rings. All these are made in 
jewelry palladium and gold, and will be 
: made in 10% iridio-platinum when this 
is available. Segmental and fancy rings 
may be had in jewelry palladium-gold 








combinations too. 


113 ASTOR Sis, NEW ARK. 3,25. J 


San Francisco 





New York 


Chicago 
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This EXTRA Band 
costs you nothing 


AIRTEX—Marvel’s Open Link Design 
Retails at $9.50, F.T.I. 


Price of the complete package. 
$27.35. Selling price, $76.20 
including federal tax. This big 
profit making offer good for a 
limited time only. 

These bands will be nationally 
advertised in the June Esquire 
magazine, as gift suggestions 
for Father’s Day, Graduations, 
Weddings and Anniversaries. 


all bands 1/20 12K Gold Filled with 
non-corrosive stainless steel back 


+ Assortment“A” 


Order through your wholesaler, or 
write us direct and include his name. 


“A Watch is Right at Any Time... with a Band” 


MARVEL JEWELRY MFG. CO. - 46 CHESTNUT ST. - PROVIDENCE, R.I. 
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DIAMOND RING SETS onc | LN Vis 
WITH FULL-CUT eee AP Trek E Se o , ae 64 
CENTER DIAMONDS fp BIT Bec SS A Soe a | 

At These Low Retail Prices 


FROM $36.50 RETAIL ~h » 
FROM $79.50 RETAIL SST 


FROM $99.50 RETAIL 
FROM $149.50 RETAIL 
FROM $199.50 RETAIL 


OTHER SETS FROM $300 UP 


Princess Rings and a 







varied line of Diamond 






Wedding Rings, set part- 
way and all around... 
Fishtails, Channels, Double- 
Row and Wide Wedding Rings. 














NSS 


We manufacture one of the most complete 


lines of Seamless Gold Wedding Rings for 


the bride and groom, at popular prices. 






RINGS ENLARGED 
TO SHOW DETAIL 





SN ad NEWSPAPER MATS AVAILABLE 





DIAMOND RINGS 


A 


BRISTOL SEAMLESS RING COMPANY «+ 71 NASSAU STREET, NEW YORK 7, N. Y. 
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WHY SPECIAL PACKAGING 
SWISS WATCH PARTS YOU ORDER 


See how these aluminum packages protect 
parts better—help speed your repair service | 








© First step : 


is taken on this newest machine for packag- 
ing Genuine Swiss watch repair parts. Each 
replacement is sized to the factory specifica- 
tions of the original movement. Note plastic 


protector which prevents even the operator's 
breath from condensing on parts. 





Close-up 

Y shows metallic container (center) as parts 
are being inserted. Ina split second, machine 
will automatically seal on a protective cover, 
which clearly identifies parts inside. Thus, 
they are protected against damage, dust and 
moisture from the factory .. . 





#... Right to your workbench! 


And it’s so easy to order parts you need for 
any Swiss watch, by using your Official Cata- 
logues of Swiss Repair Parts. Your parts ar- 
rive like this—clearly marked, tightly sealed, 
yet costing no more than ordinary parts! 





© | . * « e ; Rs 99 
“For the gifts you'll give with pride—let your jeweler be your guide 
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and identify 
for higher profits 


© Complete confidence 


is the “extra” that comes in each Official 
package. For only Genuine Swiss replace- 
ment parts are made for the exact movement 
you specify. And their perfect fit makes your 
Service Department more economical, effi- 
cient—and profitable! 





Remember— 


you pay no more for genuine 
Swiss parts in factory packages. 


The WATCHMAKERS 
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EANS SO MUCH IN THE GENUINE 





... And special advertising 
means so much, too! 


Here's “your” April advertisement. Your 
customers will be seeing it in glowing 
full color next month in the country’s 
leading magazines. 


And they'll read again about the qual- 
ity merchandise in your showcases— 
along with the quality service and coun- 
sel they can get only from you, the 
Quality Jeweler. 











Why evervone who values time 


deserves a fine Swiss watch... 


Ehen vow see s beautiful tomepreee, y an be pr 
sure it has a bre jeweled lever Swi mowrement For ther + 
ore te every fine Swine watch than beaut) 

There s a distinguished heritage of | raftamanship over WO years oid 

There - unmatched shill and fine pre isin workmanship 

that make the hne Swiss watch the worlds dandard of accuracy 

fauthtul «ervice and valur No wonder seven out of ten 

powelers wear fine Swiss watches themseives 





tour poweder will show you “The Inside Story of 
The Watchmakers of Suwrtrerland te Fine Swene Warch” end explem «het makes 


«schee © superior, so casy to service. 








oe TIME IS THE ART OF THE swiss 
‘= aie 








It’s advertising that forges 
one more strong link between 
you and the community 
you serve so well! 








OF SWITZERLAND 
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No. 1521 
(Special Connector) 
G.F. $3.75 
S.S. $2.55 


No. 1501 
(Special Connector) 
G.F. $3.75 
S.S. $2.55 


No. 1520 
G.F. $3.75 S.S. $2.55 









, , Satie ge! 
RATT LESSEE Ae | 
Sida : 














Fi a At 


yi / \\\! 


t. 


Cs 


aT 


AMAT 


abbas TT Te 


he 
ng 


*¥renk oT? 
eet Méeduaa 


Be 


+ 


4 
. 
- 


a 


Leerer el 


\! 


ty 


BH} 


sohda. 
{-~ 

















The attraction is irresistible when you use 
this new Dennison case to draw attention 
to your fine rings. It is ultramodern beauty 


at its best — simple and appealing. 



















8150TX is made of transparent plastic polished to a 
jewel-clear finish. Inlays are shimmering fabric pat- 
terns with a brocade effect, in silver, gold, turquoise, 


wo rings at just the right angle for window or 
isplay. Cover cushions are white rayon satin. 


hinge. 





: A complete line of boxes and cases, 


> ¢ nd su pplies. 
eee A 


a 
Peet 


: A wide range of specially designed 


aM elry boxe’ ; and cases. 
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JEWELIIE. 


A new Superior 14 Karat White Gold 
and Palladium Metal. Possesses un- 
usual workability for Rings, Watchcases, 
Bracelets, etc. Contains No Nickel—Stamps 
and casts exceptionally clean 


SUPPLIED IN ALL FORMS 


“TRADEMARK APPLIED FOR 


SETTINGS and SHANKS 
Im PALLADIUM and GOLD 


SERIES 485 SERIES 570 








HONESTY > ACCURACY 
KARAT ° REFINERS & SMELTERS P JEWELERS 
GOLDS FOR HALF A CENTURY PALLADIUM 


Send us your Sweeps, Filings and Scrap 


JOSEPH B. COOPER & SON 


25 West 47th St. © Phone JUDSON 2-3095 e New York 19, N. Y. 
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UNRIVALLED FOR BEAUTY 





UNEXCELLED FOR CRAFTSMANSHIP 
UNSURPASSED FOR VALUE 





Hand Carved 


ATL 
Viittily 


Matched Wedding Ring Sets 



























Designer Fred Barel has added to his ex- 
tensive line several new hand carved origina- 
tions that are more beautiful than ever ... more 


exciting than ever ... more irresistible than ever. 


Brilliantly conceived and created in the re- 
nowned Fred Barel tradition, BAREL BRIDAL | 
Matched Wedding Ring Sets are outstand- j 
ing for their exceptional quality and au- 








thentic originality...the exclusive choice of 
discriminating people from Coast to Coast. 


exclusively 


designed by Sold Directly To The Retailer By The Manufacturer 
Mats Available Free Upon Request / 


ZZ 4 Gare? _ 24-Hour Service On All Special Orders / 


BRIDAL RING CO., Inc, ° 87 Nassau Street * New York 38, New York 
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Most Sales- Stimulating Fashion Idea in Watch Bands 

















Since the Expansion ! 


; 4 
' | , Ss J] | 4 | 


Now! In Handsome New 1953 Versions! 





- New Luxuriously Rich Inlays 
- New Panel Designs 





New!! Ebonex® or Leather Inlays 


Last year’s outstandingly successful watch band 
— The Chesterfield — now more handsome... 
more luxurious than ever...in a wider selection 
of inlays. Here are the finest genuine leathers 
with all their character, texture and rich color. 
Here is the gleaming beauty of jet Ebonex—an 
exclusive J-B feature. Order Chesterfield —the 
best value in men’s expansion watch bands. 





BLACK EBONEX INLAYS 
No. 9011 (illus.) Cross-link, gold-filled™.............. Retail F.T.1. $10.95 ~ 
































No. 8022 Same as above, in stainless steel.................. Retail $6.95 

No. 9010 Same as 9011, without cross-link........Retail F.T.1. $10.95 GENUINE ALLIGATC 
No. 8021 Same as 8022, without cross-link.................... Retail $6.95 Gold-Filled”™........ Retail F.T.1. $10.95 St 

No. 4002 (illus.).........0.0.0..... Rust Alligator 

No. 4000 ; Brown Alligator 

I aicccieiisnactaceisiual Black Alligator 

Cross-link Gold-Filled*........Retail F.T.1. $10.95 

' No. 9000 (illus.)................. Brown Alligator 

/-B bands are sold only No. 9004 (iIIUS.)...ccc... Rust Alligator 

through authorized wholesalers eRe Black Alligator 





OBY-BENDER, INC. 161 AVE 


4 
7 






Firat Jn Coles Appeal f 


er 


accenting the functional importance of 









fands with smart new masculine design..." 


Fashion Academy 











- New Luxuriously Rich Inlays 
- New Panel Designs 









GENUINE ALLIGATGINLAYS CHESTERFIELD DISPLAY 
(J-B No. 140) 


Gold-Filled™......................... Retail F.T.1. $10.95 Stiess Steel... cscs Retail $6.95 . 
No. 4002 (illUS.)........s.os Rust Alligator 8001 (illus.)............. Black Alligator FREE — with 
bbc aiemeiummenbadiel Brown Alligator sesseseseseseesseeeseee: BEOWN Alligator 8 watch bands 
seeenuannnnnnnnnnensentns Black Alligator Cim-link Stainless Steel..............Retail $6.95 


Cross-link Gold-Filled*........Retail F.T.1. $10.95 


N No. 9000 (illus.)................. Brown Alligator 
) e No. 9004 (illus.)................... Rust Alligator 


\ an issbniidnccicalaa Black Alligator 


ACOBY-BENDER, INC., 161 AVEBE OF THE AMERICAS, NEW YORK 


ssonanaeldtiiienidasanill Brown Alligator 
aiultnimidcaads Black Alligator 


5-12 Kt. gold-filled top shells, stainless steel backs 


"..-e-endowed with definite 


fashion personality..." 


Fashion Academy 


a dramatic new conception In ladies’ expansion bands 


Never before have you seen a band like this except in 
14Kt. gold. You'll agree it is as elegant as the finest 
custom band...and it has the added advantage of 


being an expansion. 


Golden Penny — Yellow or white gold-filled* Retail F.T.1., $8.50 
No. 2030 — End-0-Matic End 
No. 2031 — Special End for Round Watches 


*1/15-12 Kt. gold-filled top shells, stainless steel backs 


PENNY AND COIN DISPLAY 
ne Get this beautiful velvet ' , 
ey display FREE. You pay | No. 203] 
only for the bands. 


All J-B Bands come in regular, short, long, extra short and extra long lengths. 





",.-ewatch bands of bold, 
distinctive styling with 
richly masculine features..." 
Fashion Academy 


Brilliantly styled with handsomely curv- 
ing high beveled edges... has all the 
expensive look of a custom watch band. 
As a watch band of singular character .. . 
it’s the watch band to watch in ‘53! 


Golden Coin (7020) — Yellow, pink or white 
gold-filled* Retail F.T.I. $9.95 


*1/15-12 Kt. gold-filled top shells, stainless steel backs 


CO 


MONTEREY 





Dustinetty Lyfforent. magnificently 
masculine...a truly distinguished watch 
band! Like all J-B expansion bands, the 
gold-filled top shells are 1/15-12 Kt. 
Extra gold for extra value...extra wear 


—an important extra selling point! 


Monterey (7008) — Yellow gold-filled* only. 
Retail F.T.1. $8.95 


© January 1953 — Jacoby-Bender, Inc., New York 13, New York 
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How can you make them come in? 


Remember the old vaudeville skit 
about the store owner who had a 
long hook for pulling in customers? 


You have such a hook today—and 
it isn’t free goods, a fire sale, or a 
troupe of performing monkeys! 

It’s the powerful attraction of 
known and trusted brand names.The 
selling “‘plus’’ that makes brand 
name products seem to say... 


‘“Come in. Take me home. I am 
exactly what you’ve been looking 
for. You know my name, my price, 
my quality. You know that when 
you buy me, your satisfaction !s as- 
sured by my maker, through the re- 
tailer who sells me. So don’t hesitate. 
Buy me now, with confidence.”’ 

It’s not surprising, is it, that today 
more and more retailers are using 
the magic salesmanship of brand 
names to step up store traffic, to 


make more sales more easily, and 
to build their reputations as they 
build their businesses. 

Why don’t you write for free ma- 
terial that can help you, establish 
your store as a top brand names store 
in your community? 


BRAND NAMES FOUNDATION 


INCORPORATED 
A Non-Profit Educational Foundation 
37 West 57 Street, New York 19, N.Y. 


Win national recognition with a Brand Name Retailer-of-the-year Award! 
% 
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KOMEIT 


KOMFIT Bands are thin as a dime, completely 
‘flexible, instantly adjustable to wrist size. 





The KOMFIT Standard WR wide 





% : 2: 
' Se ME Mk Se eS ee ae 


o Gold Filled Trim (yellow only). . $10.60 1 4/108—Ali 14 Kt. Gold 





| KI11—Stainless Steel Lining with 1/20-12 Kt. . $K711—All Stainless Steel.......... 


csers oe 50 


$144.00 









_.KINT=Stainiess Steel Lining with 1/10-14 Kt. 
 . Gold Filled Trim (yellow only)...............$16.20 











with 

| C-O-N-T-R-O-L-L-E-D $-T-R-E-T-C-H 
by Exclusive FORSTNER Expansion Feature 
>, 


Py, It pulls out to slip on easily! It snaps back to 
Bon 


wf, 


™ “> hug wrist snugly without pinching! 
“uy ls "Patents Pend. 
a) 


eS 







fe 


» 







Lady KOMFIT 


K800 $6.50 


(yellow or white) 


Stainiess Steel Lining 
1/20-12 Kt. Gold Filled Trim 


U.S. PATENT NOS. 
2.015.308 
2.484.333 
2.333.048 






he 


The KOMFIT Grand 5” wide 


-K801—Stainiess Steel Lining with 
1/20-12 Kt. Gold Filled Trim ‘2 | 
(yellow only) oo... ojcesecees SIM. 

SKBO1—All Stainiess Steel...............$7.00 











627-1 /20-12 Kt. Goid Filled 
{yellow or white) .....0.0...... $8.40 


individually Boxed 


ALL PRICES KEYSTONE 


JEWELRY’S NAME FOR QUALITY 





FORSTNER CHAIN CORPORATION, IRVINGTON 11, NWN. J. 
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Square snake chain... 
designed for masculine 
appeali</ 

fe 







Boldly modern diagonal | 
stripe background of a 
brilliant red, blue, or 
black enamel 


wéH-dressed | 





eevee EMBLEM JEWELRY 


[&R’s New & 


LS styled for today’s wear... 


created for today’s sales! 


HERE'S a really excitingly original line of men’s jewelry... 
one that you will be as enthusiastic about selling as we are. 

Styled to conform with the trend to narrow ties, the tie 
slide is featured with a new square snake chain, a direct 
appeal to the buyer for something different and masculine in 
mind, with the cuff links handsomely fashioned to match, 
all in 1/20 12K.G.F. 

Available with a selection of 14 popular I&R emblems 
handsomely mounted on a distinctively patterned die-struck 
plaque with bold diagonal stripe background in a choice of 
red, blue, or black enamel. 





PRICES Savane SuaKe Tie CHAIN—red, blue or black Each set packaged in our attractive snake-skin style box. 


7.50 ea. Keyst . 
iui Order through your wholesaler today, and get this new, 
1/20 12K.G.F. $9.50 set Keystone Ili li disnl 
Tre CHAIN AjiD CuFF Link SETS fast-selling line on display. 
1/20 12K.G.F. $17.00 ea. Keystone 





rea$ Dn 


Emblem Marufacturers Since 1861 * THROUGH YOUR WHOLESALER 
CHICAGO e PROVIDENCE e- SAN FRANCISCO 


OM Pany 
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Guise 
scaled for 
Women’s sizes. 


























No more lost sales through 
customer walkouts with Bretton’s 
exclusive MEAS-UR-RIST that instantly 
tells you the right size band to 
select... assures your customer of 
perfect, personalized Bretton fit. 










Saves watch sales, too! Since Bretton 
rates highest with America’s leading 
watchmakers, chances are the watch 
you’ve sold carries a Bretton band. 
You can replace the band the customer 
7 - iy ees — - wants—on the spot—in the correct size— 
® never too oose! =| 2CSti‘_—SCSéfrrom one of Bretton’s five size ranges. 


Once again you get the direct benefit of Bretton’s 
new direct-to-retailer policy! If you haven’t heard from 
your Bretton representative, write to us today. We’ll rush you a 


supply of MEAS-UR-RISTS for your staff—absolutely FREE! 


We are prime contractors in the defense effort. 





BRUNER-RITTER, INC., 630 Fifth Avenue, New York 20, New York 
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CLOCKS WITH THE EIGHT FAMOUS ,\essions FEATURES 


New Thin Movement —finest craftsmanship in electric time. : 
Lubricone— exclusive lubrication, longer life. : 
Hush-h-h-h! Not a sound —that’s Sessions. 
“Cordklamp”— hides excess cord neatly, out-of-sight. 
Unbreakable crystals—one wipe and they’re clean. 
Decorator colors, decorative designs. 

Fully guaranteed under a new service plan. 
Handsome gift packaging— great sift year round. 


CONES Ue WN im 


THE SESSIONS CLOCK COMPANY, Forestville, Connecticut 
In Chicago: Merchandise Mart Plaza In San Francisco: Western Merchandise Mart 
In Canada: The Frank Martin Co. (Exclusive Sales Agent), Toronto, Ontario 
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STOP TRAFFIC WITH 
THIS DISPLAY UNIT... 


Permanent — steel on sturdy frame — 
revolves at touch of finger—displays 16 
clocks—handsomely finished—44” high 
—takes less than 1% square feet of 
counter space. If you prefer wall loca- 
tion, it has bracket for hanging. 







Set it on your 
counter shelf! 


Hang it 


Secs 
Fee c ten: woe 


Hang it from 
an island 
display! 


It sells—saves space 


—saves time! 


YEARS AHEAD IN ELECTRIC TIME 


FOR MARCH, 1953 











ck Deal 
CLOCK TOWER 








essions 





KC S—— 


DOESN’T COST YOU 
A CENT BECAUSE... 


The bonus of 4 famous Sessions Teapot 
Clocks you get FREE not only pays for 
this permanent Sessions self-selling 
display, but you realize a bonus profit 
15% above your normal profit. LOOK— 


Retail value of your 4 FREE Ses- 


sions Teapot Clocks $19 80 


Cost of Sessions Clock Tower 
Display unit, only $15 85 


Bonus profit to you.... $395 


For full details, 
see or write 


cSessions or 


your distributor 
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NATIONALLY ADVERTISED 


Pao 


INTERLOCKING 


BRIDAL SETS 





PROVEN! PROVEN ! 


NATIONAL ADVERTISING Our organization is 
on a larger scale than considered 
ever before has been the largest of its 
scheduled in kind in the 
many media. field. 


24 


Youre SURE with a TRIED 





“We will do our utmost to carry you forward with larger diamond ring volume in 1953” 


THE JEWELERS’ CIRCULAR-KEYSTONE 











: 
4 
{ 
a ; 
t 


It takes years to 


- perfect a good inter- 


locking bridal set. We © 
are proud of that 
accomplishment. 


TRIED! 


Styling and finish 





has made our product 
number ONE in the 
field for 


many years. . 


PROVEN ! 
Our 


combination 

of assets to 
you is 

unbeatable. 


























and PROVEN Product! 


SURE! 
Confidence 
and dependability are 
vital ingredients in 


the products 
you sell. 








TRIED 


Our line of engagement 
and wedding rings is 





acclaimed the most 
outstanding in 100 
years of history. 


PROVEN ! 


Benefits we have made 
possible for the jeweler in 
the past will only be matched 
or surpassed by what 
we will do in the 
future. | 


FOR MARCH, 1953 





Many costly 
obstacles usually con- 
front new inventions. 

We've cleared 
them all. 


TRIED! 


We are now preparing 
our greatest dealer 
advertising and pro- 

motion campaign to benefit 


every jeweler in America. 


SURE! 
SALEABILITY is 
your first consideration 
in buying, and is our 


strongest 
assef. 


TRIED! 


New DISPLAYS 
with unprecedented 
eye-appeal are 
being 
distributed. 





Sold through authorized distributors 


FEATURE RING COMPANY, Inc. 


126 W. 46th STREET 


New York 36, 


Mm. ¥. 
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why get stuck 
with repairs 
when you can sell : 


one-way watches ? 


ae ne eee ay 
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When a just-sold watch comes hack for 
adjustments—it takes away part of your profit! 
So why not concentrate on selling One-Way 
Watches? CROTON NIVADA GRENCHEN’S | 
self-winding AQUAMATIC stays sold, because | 
its movement is 23%* more accurate than the 
average, its self-wind mechanism is foolproof, 
its exclusive 4-screw back case locks out 
moisturet and dust. You won’t see that 
AQUAMATIC again—except for its regular 
overhaul, or a legitimate, profitable repair. 
But you'll see many other AQUAMATICS 
moving across your counter, as you become 
self-wind headquarters. Write for CROTON’S 
complete self-wind promotion plan. 
Illustrated: The Rectangular Aquamatic, 

first self-wind in this modern shape. 10K gold 
filled top, steel back case. $65.00 fed. tax incl. . 


CROTON 
NIVADA GR 


the leading name in self-winding watches 





ee NS Pe 
i 





a at ee ee, 















CROTON WATCH CO., INC. 48 WEST 48 STREET, BNEW YORK 19, N. Y. 
®acCORDING TO AN INDEPENDENT TEST tAS LONG AS§§§ CRYSTAL IS INTACT, CASE UNOPENED 
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PHS el S we We coming on 


HAawaods Color Calendar 















EXPANSION Caer GRACES 


Pils él | IISeHTS 


To lead the season’s fashion, Leading 
Lady expansion cuffs are gaily in- 
serted with bars of color — such as 
coral, turquoise or white plastic, and 
other colors in imitation leather. 
Bracelets are massively styled, yet 
feather-light — plated with gold or 
rhodium, backed with stainless steel. 
Ask your wholesaler to show you the 
complete line. 


















Through Leading 
Wholesalers Only 














NEW YORK LOS ANGELES MIDDLE WEST SOUTH CABLE 
Lou Jacobs Al Trachman Sig Horovitz Bill Richards ADDRESS 
580 5th Ave. 448 So. Hill St. Home Office Home Office Harwood 
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#855K6000 
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SPECIAL 
DEAL 
855K 6000 
8 
BRACELETS 
& TRAY 


(Assorted for 
boys, girls, 
men, women.) 
Your Cost 
$30.00 
Suggested 
Retail 
$78.70 





STERLING SILVER with Rhodium Finish 


Heavily Made + Hand Tooled « Finely Polished ¢ Fully Guaranteed 


Elco makes it easy for you to sell Idents to the all persons, for any occasion. You can't get 
entire family. Get this Special Deal, including better Idents than "Elco". And with this Special 
bracelets of all sizes and push Idents as gifts for Deal you're sure of extra profits. 


In stock for immediate delivery. Order a supply today. 
NEW MATS AVAILABLE ON REQUEST 


MILGLO JEWELRY MFG. COMPANY 
302 Fifth Avenue, New York 1, N. Y. 


Chicago: H. Charmack, 36 South State St., Chicago, Ill.: Pacific Coast: M. J. Newman, 57 Post St., San Francisco, Calif. 





THE JEWELERS’ CIRCULAR-KEYSTONE § 











ar 

















It's Here! 





the low-priced Ronson Lighter you've been asking for... 


“ ONSON WINDSOR 






to retail at 5 5 5 0) 


® Opens a brand new Mass Market among the 
millions who want a Ronson under $6.00! 


© Provides you with a new opportunity for trading up! 





Gracefully contoured in 
rich, gleaming Lumarith. 
Chromium-plated fitments. 
4 handsome Gem-Tone finishes: 


4 DEEP RUBY 
4 TURQUOISE 


4 BLACK ONYX 
4« EMERALD GREEN 


Imagine—even at this new low price, the 
Ronson Windsor has the famous Ronson 








HERE’S AN EXTRA FEATURE! 
Shown above, examples of personalized Ronson Windsors. Names, mono- 
grams, insignia, emblems or inscriptions can be applied with the New 
Hermes Engravograph. Engraving can be filled in with contrasting colors. 








precision craftsmanship that your customers 


acknowledge the best...and naturally, the The Ronson Windsor is being heavily ad- ° 
one-finger, one-motion safety action built vertised in magazines and TV spots in key 

for enduring service. Just “press, it’s lit!... cities. Tie in! Write Ronson for details on 

release, it’s out!” free dealer aids... today. 


New “Traffic-Builder’’ Assortment and FREE DISPLAY UNIT 


which features the 


ORDER IT FROM YOUR RONSON DISTRIBUTOR! 
DISPLAY IT!...and you'll sell... SELL... SELL! 


This handsome easeled display box is yours without 
extra cost when you buy the new “Traffic-Builder” 
Assortment of 12 Ronson Lighters—comprising 

6 of the new $5.50 Ronson Windsors and 6 assorted 
“trade-up” models. Helps you increase ‘store traffic... 
make more sales...trade up to higher-priced Ronsons! 


It pays you to promote 





new Ronson Windsor 





RONSON ART METAL WORKS, +» NEWARK 2, NEW JERSEY 


FOR MARCH, 1953 
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or the jewelry trade, we supply millions 


of feet of machine-made chain every 
year — because jewelry chain is indispensable. 
And because we are proud our product is 
indispensable, we make the best we know 

how — to increase the salability of your 


wares. None better is made anywhere! 


Chain enhances the appeal of all jewelry styles. 
Thousands of basic types and designs have been 
developed. Ask your manufacturer’s advice in 
selecting the most appropriate chain to contrib- 
ute originality to your jewelry designs. 





MACHINE CHAIN MANUFACTURERS ASSOCIATION 


ATTLEBORO, MASS. * PROVIDENCE 5, R.w~ 1. © MAPLEWOOD, N. J- 
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Add An Extra 


ONSON WINDSOR 













to the 


e@ Add a monogram or name 


in contrasting color for 


sales appeal. 


e Add engraving to avoid 


refunds. 


Only tracer guided engraving 
is suitable for plastics. That 


is why — 





does such a beautiful job on 


Ronson Lumarith Lighters 


Get a New Hermes—and pay out of profits. Time payments arranged. 
Send for descriptive folder. 


NEW HERMES ENGRAVING MACHINE CORP. 


13-19 University Place, New York 3, N.Y. 
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This spring, push the Clock Radios that offer 
you a host of helping hands . . . ZENITH! 


Zenith makes sales easy for you with the 
most complete and merchandiseable line 
of Clock Radios in the business. Priced for 
step-up selling, from $34.95 to $74.95* retail. 
Backed by an all-out promotion program 
that will send your Zenith Clock Radio sales 


soaring. 


/ Man. 
FO agg NUN 
Mwre 





POWERFUL NATIONAL COLOR ADVERTISING! 


Full-color pages in these mass magazines: 


Saturday Evening Post . . . March 21 Issue 
. « « « « « « March 24 Issue 


re 
Holiday ......... .. . April Issue 


Full-color pages for the big Farm Market: 
. May Issue 


. June Issue 
. May Issue 


Country Gentleman 


Farm Journal. ... . 
Progressive Farmer 


illuminated Island Display! 


Displays 5 Zenith Clock 
Radios, visible from any 
direction. Alternating 


flasher units light up the 3 
top sections. Lithographed 


in full color. For use in 
your window or , 
anywhere in your 
store. Crder one 
from your Zenith 
distributor today. 


*Prices slightly higher in Far West and South 


OZ 
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‘Helping Hands - 


FOR YOUR BIG SPRING PUSH 
ON CLOCK RADIOS 
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Feature these Clock Radios in your 


Newspaper Mats! Radio Spot Com- 
Zenith ‘‘Merchandise Mart’’! (If 


WW mercials! Zenith furnishes a wide 
selection to bring prospects into you don’t have this buy-appealing 
your store and help you profit Zenith display unit order one now 
during this promotion. from your Zenith distributor. ) 
The more you have to offer, the more sales you’ll make. When it 
comes to Clock Radios, you have the most to offer with Zenith! 


EN! TH 
The royalty of television and RADIO” 


ZENITH RADIO CORPORATION, Chicago 39, Il. 
Backed by 34 Years of ‘‘Know-How’’ in Radionics® 
exclusively. Also makers of fine hearing aids. 





COPR. 1958 
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"Clock Charm This is ‘*UNITIME: 


—beautifully . 9 United’s New Exquisite Clock-of-the-Hour ! 

interpreted by Yule, NO. 999 UNITIME: Exposed, centrally featured and brilliantly 

jeweled pilot-ring rotates rhythmically, simulating the balance 

he outstanding quality features, wheel principle of a fine watch. Exciting on-view pulsating action 

accompanied by the action-inter- attracts and stimulates purchase desire. Precision electric movement. 

est and color brilliance of their exquisitely Clearly readable dial. Exquisite glass-enclosed case. Gleaming “gold- 

designed leaders, have won United a position of plated” metal pedestal, frame and base. Size: 9%” Height, 8%” 
nationwide popularity. And, since each new creation Width, 6%” Depth. Individually box-protected. 


now becomes your TIME for sales and profit, 
United invites you to make the most of both! Approximate Retail Price 929.95 
Pius F.E.f. 


TEES LT ETNIES IO IEEE np ARR ir eRe EE TABOR RRR NPS 


See Complete Line! 


- 

: ... C LO Cc 4 Cc oO RP. Designers and Manufacturers of Electric Clocks 
7 A Division of United Metal Goods Mfg. Co., Inc. Lamps OCwWD 

: 379-385 DE KALB AVENUE - BROOKLYN 5, NEW YORK Chromium Giftware 
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Keep pace with TIME! 


Today Everyone desires 
the masterpieces of Yesterday 


Modernized with electric movements, United’s 
beautifully inspired designs accurately inter- 
pret clockcraft’s most treasured classics. Each 
United masterpiece is timed, up-to-the-minute, 
for spirited sales and generous profit! 














nial 
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‘Chis is ENCHANTE 


Today’s and Tomorrow’s most Treasured Heirloom! 


NO. 975 ENCHANTE: 400 Day Style Anniversary Type Clock. A famous 
French masterpiece, interpreted for modern enjoyment and posterity—by 
United. Precision electric movement. Brilliant 24 K “gold plated’’ finish. 
Gracefully grouped 4-sphere pendulum action. Requires no leveling. Shat- 
terproof, clear-plastic dome. Artistically decorated face. Chenille ringed 
edging. Individually box-protected. 


13 in. high, 7% in. wide Approximate Retail Price $16.99 
Plus F.E.1. 


No. 980 “PERPETUA”. As above, with oscillating, horizontal pendulum movement.Approximate Retail Price $19.50 Pius Fé 


Cc L  @ [ K Cc @) & P. Designers and Manufacturers of Electric Clocks 


| 4 
Since 1905 
A Division of United Metal Goods Mfg. Co , inc Lamps ©O%#D 
ULle 379-385 DE KALB AVENUE + BROOKLYN 5, NEW YORK Chromium Giftware 





NATURAL QUESTIONS 
WHEN A MAN IS SELLIN 
A STORE OR STOCK 


To many men, good name is as 
strong a consideration as dollars in- 
_volved when they go out of business. 
This recent case in point will interest 
you. We had given our cstimate on a 
liquidation sale, which in our way of 
doing things, would include a cash 
guarantee to the full amount. A 
competing firm, inspired by our in- 
terget, ty ict our ake Not for a 





promise i is a eae ery, from a well- 
founded estimate backed by cash, 
But two, and even more im portant, 
| he was going to remain in his com- 
munity for the rest of his life. He 
; wanted « every echo of his sale to be 
as pleasant as the reputation he had — 
earned through the years. One more 
reason to think of Gordon Brothers 
if you ane to go out of business! - 




















Write, wire or phone your other 
questions. 50 years of experience 
are behind Gordon Answers! 
(Gordon Brothers established 1903) 
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don't trust 
your naked eye 


veboe PE ae 


Let Your Own LOUPE 


prove the PERFECTION of f Lonpe-tested 
LOVE BIRD \DIAMOND RINGS 


Would you rely on your naked eye 
to determine the color, cut and 
clarity of your diamonds? 


Every LOUPE-TESTED LOVEBIRD Diamond Ring 
is carefully loupe inspected to guarantee diamond 
perfection. An unconditional guarantee, without 
evasion, certifies this exceptional quality. 


Examine a LOUPE-TESTED LOVEBIRD Diamond Ring 
° ad ate . through your own Loupe. You will then share the enthusiasm 
Pe of other thousands of jewelers who are now successfully 
Ono no” 


~ 


and profitably selling LOUPE-TESTED LOVEBIRD 
Diamond Rings. Franchises are still available. 


<r 


j INC. 


630 FIFTH AVENUE. NEW YORK 20. N. Y. « 
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It Takes the Extraordinary to 


e GET ATTENTION 
e STIMULATE BUYING 
e YIELD REAL PROFITS 


ES TENMADE 
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Miss Woodiand 


n No. 3450 


woodland for ” 


WOODLAND Expansion Watch Bands 
for men and women, with tropical hard- 
wood links in a variety of exquisite colors. 


Mermaid 

No. 3F6 

Genuine 
Mother-of-Pearl 


GENUINE MOTHER-OF- 

PEARL Expansion Watch Bands 

for men and women, in irides- 

cent white or grey. 

Miss Woodland and Mermaid 

models also available with bar- 
No. 3F5 $10.75 No. 3447 $14.50 lug ends for sports watches. 


No. 3F6 $12.75 No. 3450 $10.95 U.S. Design Pat. No. 163,982 
Other Patents Pending 


dalet: ie liteltte i= 


Federal Tax 


KESTENMAN BROS. MFG. CO. + PROVIDENCE 3, R. I. 
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Hoodman & Go 


The Blue Lodge Mason and 

Scottish Rite set rings in lOk 

VWs yellow and white gold with gen- 
erous diamonds... die struck, 

iene finely enameled shanks, are 
ON REQUEST a perfect example of our new 
: Economy Line...a series that 
afford the jeweler a good profit 

on fast moving merchandise. 

Order today. 
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Makers of Fine Jewelry Since 1904 


42 W. WASHINGTON ST., INDIANAPOLIS, 4 IND. 
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the jewelry 
every smart woman 


wants most--* 
¢ top fashions 
f these & 
he ocean § depths. 
g-knotted necklaces. 
earrin acelets and charms ~ ® 
with that famous Deltah look-of luxury: 

and Bracelets created in} 20-12K gord-filled 
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Feautifully Cultured peatt necklace, $37.50 
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BUILD TOP VOLUME wit, 
ASSORTMENT «| 
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AMERICA’S GREATEST DIAMOND RING VALUE 






























When it comes to promotion specials, you can't beat BERLAND for PRICE... for VALUE... 
for ASSORTMENT! Only BERLAND offers you such a tremendous variety of promotion 
specials at such low, low prices — engagement rings and bridal sets, total weight sets, 


friendship and dinner rings, men's rings — all in 14 Kt. yellow or white gold 






with carefully selected fine quality diamonds. Feature a full assortment 









of BERLAND promotion specials NOW... 






and reap the extra sales these 






low-priced beauties bring! 















All rings enlarged 
to show detail 


+7003 $528 


Fancy friendship _ 
ring, 23 diamonds 









NOW AVAILABLE; Limited 
number of valued BERLAND 
franchises. Write for c¢ 


- plete information, 
+6900 $88 


approx. 4 ct. total 


weight set — 12 dia- a i. 
monds, plus full-cut : | 
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AMERICAS GREATEST 
‘PROMOTION SPECIALS— 
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GREATEST RING EVENT IN OUR HISTORY 


~ Loveland 


DIAMOND RING SETS 


Selected to give you... 


More diamonds. 
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elers and Diamond Importers for Half a Century 


TO KEEP THE 


CUSTOMERS 
COMING — 


Use these 
tested mats 
thatare _ 
packed with 
sales punch! 
Write for 

your set today! 


Important Volume Leader! 
Outstanding Value Leader! 


Berland’s Fancy Cut Set 
#6936 $7O 


Diamond set to give appearance of large 
emerald-cut stone! Approx. 4 ct., illusion 
type setting. Matching gold wedding ring 
faceted to look like 3 baguettes. 


Also available in % ct. and 1% ct. sets. 


#5309 $23 


6 diamond set — full cut 
center stone 




















JEWELRY THAT WILL MAKE SALES HISTORY!) 


PROUDLY PRESENTS ITS NEW 


SPORTSMAN’S LINE 


for the important 
Spring selling 


season! 


You'll pile up big sales of jewelry from Anson’s Sportsman’s Line! 
The boxes are so handsome, so attractive, they help to cinch your 
sales. Each box has a different sports-design lock — a genuine golf 
tee, a miniature metal stirrup, a wooden peg at the end of a fish line. 
These boxes have dual uses—as jewelry cases or as fly boxes. Not 
a thing’s been overlooked to make bigger and better sales for you 


— be sure you don’t overlook Anson! 


~~ 











SPORTSMAN’S UNIT NO. 10/53 (order by number), contains one each of 6 different 
sets. 3 retail at $7.50 and 3 at $10.00. The display pad is covered with a simulated turf 
material. Your cost is $26.25. Place your orders with your nearest Anson distributor. 


Anson helps you sell the Sporitsman’s Line with 
hard-hitting commercials by that super- 
salesman, DAVE GARROWAY, on NBC-TYV’s 
great morning television show, ““TODAY”’. . . 
seen on a complete network of 38 stations! 


JEWELRY FOR MEN ANSON, INC., 24 Baker Street, Providence, Rhode Island 
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“RHYTHM” 
by Granat 


Wed-Lok* 
Diamond Ring 
Ensembles are 
priced from 
$100 to $2500 
(retail) 


. : : Rings enlarged 
is more than a trademark. It is an important TREND oo shaw dhatash 


in diamond ring design—for the day is fast ap- 
proaching when it will be difficult to sell a 
bridal duette without a LOCKING device. 
Why? Because Wed-Lok* combines beauty with 
FUNCTION. Gone is the discomfort of conven- 


tional rings that separate, twist and wear out. 
Wed-Lok* provides the thrilling answer to “ring 
obsolescence.”’ Click... and Wed-Lok’s lifetime 


: va locking device brings both Engagement and Wed- 
Maniflediling ies atl ding Ring into perfect alignment. No friction. No 
separating. No turning. No hidden diamonds. The 
114 GEARY STREET result? Greater beauty. Greater comfort. Greater dia- 
TAN TRACES © = CAMFORUA mond security. AND LONGER RING LIFE. No won- 
der from Maine to California Wed-Lok* is rapidly becoming 
the number one choice of your customer—the American Bride. 
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Datetasiny of styling in good taste— 


fine quality—priced modestly—value you recog- 


nize. No wonder Seidman creations meet with 


instant favor among progressive jewelers. 


SEIDMAN & COMPANY 


MANUFACTURERS 


31 WEST 47th STREET 
NEW YORK 19, N. Y. 
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EARRING MANUFACTURER 
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SOOTHER SPECIALS 
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Display the exquisite, 1953, 
Jems line on the profit-tested The Jems Feature Presentation Display that sets the stage for Jems earrings and 


seasonal and gift-event promotions of other jewelry in your stock. Here, indeed, 
is proof positive that JMS helps you merchandise not only the fabulous Jems earring 
line that builds enormous store traffic, but also helps you sell monthly specials as 
well, identified by 12 removable seasonal plaques (including Birthdays, Anni- 
versaries, Weddings, Christmas, etc.) 











Jems Vanity Display, complete 
with merchandise array and 
tilting mirror. Today, more than 
ever, this earring bar is a must 
with aggressive retailers every- 


where. SEE YOUR WHOLESALER TODAY. Find out how you can obtain these pow- 


erful Jems sales aids, free of extra cost, with a qualifying purchase of Jems earrings. 








Year after year, jewelers are realizing that tying-in with the Jems line is the most 


my / : FOR YOUR profitable move they can make. 
fl" CUSTOMERS 
WATCH THIS SECTION EVERY MONTH FOR NEW, EXCITING JEMS CREATIONS 


The bri 
@ brightest idea in Packaging | These Jems fashion-leaders are only a few from the magnificent 





—the stunni lastic Sh 
unning plastic Shadow collection available through your wholesaler. They are designer -styled 


Box that doubles as a vanity 
picture frame. to lead the field by far. 








All 10K gold. Available in pierced post or wire and in French backs. 








WORLD'S LARGEST MANUFACTURER OF PIERCED EARRINGS 
IAAC B ciiihdins Rhode AA amutactuvines Oa 256 Liberty St. 











as advertised in full color in Harper’s Bazaar, March 








SUIT BY PHILIP MANGONE; HAT BY JOHN FREDERICS 


CORONATION GEMS... tributes to a great tradition in golden Trifanium. 
ORB SET: Pin, about $20: Earrings, about $12.50. cRowN set: Pin, about $15; Earrings, about $10. 


SCEPTRE SET: Pin, about $15; Earrings, about $10. Plus tax. Not authentic unless stamped with the name Trifari. 
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VENDOME blaine 


A great name for Stainless Stee! 


























Always a 
SELL-OUT! 


Sensational Promotion 


in STAINLESS STEEL... 


@ Leading retailers across the country 
who have featured the Homestead 
Pattern in Everbrite Stainless Steel 
report sell-out results from every pro- 
motion . . . These sets present out- 
standing beauty—unbeatable value— 
and guaranteed quality—at strikingly 
low prices .. . Plan your promotion 
... Order now! 
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4-360/24—-HOMESTEAD SET 
24 piece service for 6 


6 Tea Spoons 6 Soup Spoons 
6 Dinner Forks 6 Dinner Knives 
Solid handles Solid handles 


Your Cost... $360 set 


4-586 /24 — 24 piece set service for 6 
With hollow handle knives and serrated 


blades. 
Your Cost... $597 


© Minimum shipment 6 sets 
® Order on your firm letterhead 







Sets packed in 
attractive cartons 
(below); counter or 
\ window cards fur- 
mm nished, 
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A. COHEN & SONS CORP. 


a7 WESY Z2af@ ST., NEW FORK 10, N. -¥. 


LOS ANGELES OFFICE: FANCY GOODS DIVISION: ATLANTA OFFICE: 
215 W. 5th S$T., LOS ANGELES, CAL. 47 W. 23rd ST., N. Y. C. 321 PEACHTREE ST., N.£. ATLANTA, GA. 
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eth Thomas builds your sales with 
these 5 watches featuring: 
NEW MOVEMENT ‘he Rotor. the Seth Thom 


rotor movement is protected against wear by a Beryllium- 
copper sleeve and against shock by the new slotted winding 
weight. This mass, the driving force, is slotted near its pivot 
to make it slightly flexible and shock-absorbent. Beryllium 
copper—smooth and hard as tool steel—makes the ideal bear- 
ing for this full-swinging motion wind. 


The cross-hair quartering of the dial enhances its distinc- 
tive appearance. This unusual watch is featured this Spring 
in Seth Thomas National advertising. 17], Incabloc. 10K GF 
water-resistant case. Padded alligator strap. A handsome 
sales builder at $71.50' retail. 


N iD W S TYLE No. 1531C is the very latest creation to be 


added to the Seth Thomas* line. Its striking beauty will add 
grace and charm to milady’s wrist. 17], 5 ligne, 14K gold, 
white or yellow. Thick-domed crystal. With cord. An out- 
standing retail value at $65.00", or with matching expansion 
band at $71.50". 
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Her Majesty. Inspired by a 
queen’s coronation, this 
coronet-shaped beauty key- 
notes one of Seth Thomas’ 
National advertisements for 
Spring. 17J, 5 ligne movement. 
10K GF case. Our #1520S, 
choice of yellow or white gold 
with silk cord, retail $55.00*. 
Yellow only with double snake 
chain band, retail $59.50°. 


25181-S. This fast-selling 
automatic now Carries a 
new lower price of 
$49.50*. Features the ex- 
clusive Seth Thomas Rotor 
movement in an all-stain- 
less-steel water-resistant 
case —17J, anti-magnetic, 
Incabloc. Sweep second 
with luminous hands and 
hour dots—Gray calf strap. 








45160-S. This popular 
youth model makes an 
ideal confirmation or 
graduation gift. 17], 
10K rolled gold plate 
case, stainless steel 
back. Light calfskin 
strap. New retail price— 
$29.75 and only 
$33.75? with expansion 
band. 




















Write today for our new watch catalog. 


SETH THOMAS 


Sf Dhamusten. Connectitut 


the newest in fine watches 


*Reg. U.S. Pat. Off. 
tIncludes Fed. Tax. 
(Prices subject to 
change without notice) 
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Division General Time Corp. 
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ENGAGEMENT and WEDDING RINGS 





slalale Moll MoM icoh Meola alileLMelilomzel(aim Zell arate 
tomer's eyes go unerringly to the Courtney rings. 
IN at-ti ame] d-Xoh(-] amm ol-Yoll]  ammolalo Mmm allolal-Tamm lal iglal tome Zell0l- 
always invite a closer examination. 

mo) aan QXol0] a fa1-> Ame dl ile | ol d-Mam aloo (- MEE (oMMo(-lanlolalo 
attention. Carefully selected diamonds of fiery bril- 
liance. Precious metal mountings of exquisitely de- 
tailed workmanship. Creative designs that stir the 
Taateleliatenitelar 

Courtney rings are sold when you display 
them—and they stay sold. Concentrate on Courtney! 


All Courtney rings are available in 14K yellow or 
white gold. 


“OUR FAIR NAME IS YOUR GREAT ASSET” 





JOHN J. COURTNEY & CO. 
452 Fifth Avenue, New York 


Diamonds are Vallolgel-te. 
'O show detail. 
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is no 
silent 
salesman! 


| You don’t have to sell the Cricket— 
2 it sells itself! Just ring it for your 
customer—and, in 7 cases out of 10, 

you ll make the sale! 





Invaluable to executives, travelers, [| 
business men, all busy men. Keep a 
Cricket on your wrist—show it—ring it 
: —and you'll ring up sales, easily! 
Gold-filled, stainless steel back 71.50 
: Stainless steel... .....2.+ +. 99.00 
14K gold, stainless steel back . 975.00 
eee err ss 210.00 


Available with expansion bracelets—also . 
with black or white, 14K gold dials. 


Other Vulcain Grand Prix watches from 
71.50 to 5000. Sold and serviced 
throughout the world. 


All prices include Fed. Tax 
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GLORY—14K gold lady’s bracelet watch, 
17 jewels... 190. 


VULCAMATIC — automatic, waterproof, 
17 jewels, In ladies’ and men’s sizes. 
Stainless steel... 86. 

Gold-filled ... 86. : 
18K gold... 198. i 





. - 





VULCAIN WATCH COMPANY, INC. 630 Fifth Avenue, New York 20, N. Y. West Coast: Herbert A. Wood, 649 South Olive St., Los Angeles 14, Cal. 
Midwest: Paul H. Samuels, 55 East Washington St., Chicago 2, Il]. Southwest: Wm. E. Grinnell, 3324 Lovers Lane, Dallas 5, Texas. 
Canada: Norlé Ltd., 637 Craig Street, West, Montreal, Quebec. 
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than the enthusiastic pride of the owner... 






and no rings are shown with greater 
enthusiasm than those bearing the mark of 


Genuine Orange Blossom. 


For generations the name Orange Blossom has 
spelled “dependable quality” to jeweler and 
customer alike. T hey are the BETTER rings 


sold by BETTER jewelers everywhere. 


Beautiful styling and fine quality at popular 





prices means more business for 


Orange Blossom dealers. 


Some franchises available for alert. ethical dealers. 





TRAUB MANUFACTURING COMPANY 
1934 McGraw Ave., Detrort 8, Mich. 
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ILLUSTRATED ARE A FEW OF THE MANY 


AW TO MA IDIE 
Mtilily Chains 


Superbly Fashioned in 
1/20-12K. Gold Filled £2 
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AUTOMATIC CHAIN CO. | 


PROVIDENCE © RHODE ISLAND 
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.WORLD’S ONLY SPECIALIST 
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IN “WORRY-FREE” WATCHES! 





= WORLD'S ONLY 
COMPLETE LINE 

O} a) 8 oe OE Ce 
WATERPROOF,* 

SHOCK-RESISTANT, 
ANTI-MAGNETIC WATCHES. 
OVER SO DIFFERENT 

STYLES FOR MEN & WOMEN! 


FROM $4975 £ 1.4. 


LT FORT ) 


@ Thinnest Self-Winding, Waterproof* watches made. 
@ Smallest Self-Winding, Waterproof watches made. 
@ Greatest advertising program in America devoted exclusively 


to Self-Winding, Waterproof” watches. 


i you waut to sce rection... See Wide 


LOUIS AISENSTEIN & BROS., INC. - Sole U.S. Distributors: To : 40th a, New York I 


*MIDO REMAINS WATERPROOF EVEN AFTER CLEANING AND ADJ TMENT. PROVIDED THEY ARE SERVICE i 
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Distinctive 





Features of Ballou Findings Protected by Letters Patent 


Jewelers’ Choice 


The broad base of this Ballou catch is an exclusive, patented feature. 
Manufacturers like it because it can be soldered easier, quicker, and 


more securely. Retailers like it because it stands up better in use. 


B. A. BALLOU & CO., INC., PROVIDENCE, R. I. 
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Question: 
Many watch ads talk about accuracy. But which 


watch offers proof ? 


Answer: 
OMEGA. The true indication of wrist watch accu- 
racy is observatory competition. At all three 
great international observatories— Kew Ted- 
dington in England, Geneva and Neuchatel in 
Switzerland — Omega has consistently achieved 
the highest records of precision accuracy. 


Question: 
Which watch has been called upon again and 
again to time the Olympic Games? 


Answer: 

OMEGA. In 1932 at Los Angeles, in 1936 at Berlin, 
in 1948 at London, in 1952 at Helsinki, Omega 
was selected official timekeeper of the Olympic 
Games — by unanimous consent of all competing 
nations! So incredibly precise was Omega’s per- 
formance last summer at Helsinki that, for the 
first time in the history of watchmaking, the 
Olympic Committee awarded Omega the coveted 
Olympic Cross, in recognition of outstanding 
timekeeping achievement. 


wiz for WV atch Experts 


Question: 


Which ladies’ watches alone feature leading 
designers’ originals ? 


Answer: 


OMEGA. Every Omega lady’s watch is an exclusive 
model. Many are designed by famous artists in 
the European style centers, where some of the 
most beautiful watches in the world are created. 
These gifted craftsmen endow Omega ladies’ 
watches with the elegance that has made them 
distinctive for beauty as well as accuracy. 


Question: 


Which watch has gone further than any other to 
protect the jeweler’s security ? 


Answer: 


OMEGA. With its special, controlled distribution 
policy, Omega offers dealers the maximum pro- 
tection against unfair trade practices and the 
broadest cooperation of dealer aids. The Omega 
dealer is actually a member of the Omega family. 
Every effort is made to protect his investment of 
Omega watches. Every endeavor is made to in- 


sure his profits. 


WORLD RENOWNED ( SYMBOL OF ACCURACY 





NORMAN M. MORRIS CORPORATION, 655 MADISON AVENUE, NEW YORK 21, NEW YORK 
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WILL WANT TO WEAR 


SHOCK- RESISTANT * DUST PROTECTED » WATERPROOF* 


Created for millions of active Americans who want 
a watch that can take plenty of punishment yet keep 
accurate time... the BEN HOGAN offers outstanding 
sales opportunities. Promote it as the ideal Father's 
Day gift ... the perfect all-occasion watch. Backed 
by extensive advertising in Life and other magazines. 
Plan your tie-in now! 


V-CONIC escapement with Armalloy 
bearings means Timex is strong 
where conventional watches are 
generally weakest. Unique cone- 
shaped balance staff is shock-re- 
sistant. Standard beat movement, 
can be timed on your Watchmaster. 


Backed with 
ONE-YEAR GUARANTEE 


* Stays waterproof as long as crystal, crown and back are intact 
and, if removed, expertly replaced. 
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WHETHER THEY PLAY 
OR WATCH...IT’S THE WATCH MILLIONS 
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GIFT-BOXED in smart dual-purpose, 
zipper case of simulated leather. 
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for the Gift-Minded : 


Tap the Growing Demand for 





the Popular Jewelry-Type 







WATCH 





AN EXCITING WATCH FASHION 


OTHER’S DAY PROMOTION 


Here's a stunning jewelry cre- 
ation and wrist watch in one 
... beautifully styled and at- 
tractively priced! Featuring 
the shock-resistant V-Conic 
movement; backed by the 
sales-winning ONE YEAR 
Timex guarantee... bracelet 
Re a? watches are a natural for 

«of Mother's Day and through- GIFT-PACKED in an exquisite, simulated 
the-year gift promotions. leather dual-purpose jewel box, gold-stamped. 













Retailing at 


14%» 


plus federal tax 


UJ Sell More ... Profit More... With 


THE UNITED STATES TIME CORPORATION 
TIME} World’s Largest Manufacturer of Wrist Watches + 500 FIFTH AVENUE, NEW YORK 34, N. Y. 
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THE aM FITS 


IN AT ANY PARTY 


X 


As a grill, its large capacity keeps cooking 
pace with big appetites ... quick change the 
grids and you’re ready to bake four large 
waffles at once! Automatic heat control gives 
just the amount of cooking you want for 
waffles, sandwiches or meats. 


Make the most of this versatile appliance 
... sell it the year ’round. It’s a natural for 
entertaining ... it’s a natural for profits! 















Repeat Performance 


Esa Maxtvell 


world-famous authority on entertaining 


Get in on the Party—see your distributor today! 















is still rolling up sales for the 


Hundreds of thousands of women have 
proved Elsa Maxwell the First Lady of Party-giving. 
Dealers who were in on this tremendous Cook-a- 
matic promotion found that everywhere women 
wanted to know how to make entertaining easier. 
They came in to get Elsa Maxwell’s FREE book 
and stayed to buy Cook-a-matics. And the Party’s 
still on! GET IN ON IT NOW! 


Bring in customers with 
Elsa Maxwell’s FREE Book 


Women are clamoring for this interesting book 
written especially for the Cook-a-matic promotion 
by Elsa Maxwell. It’s packed with new ways to 
give successful parties, special recipes, games, 
party ideas. OFFER IT FREE and build a line of 
traffic right to your Electric Housewares section. 


LANDERS, FRARY & CLARK, NEW BRITAIN, CONNECTICUT 
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It isn’t only because 
they're waterproof ...and 
will remain waterproof 
as long as the crystal 


is intact... 


It isn’t just because 
they’re thin, hand polished, 
mirror-lapped and styled 
to meet the most 
discriminating standards 
of taste... 


And it isn’t merely 
because of the hydraulic 
compression method 
which we pioneered 

in this country. 


But total up all these 
reasons. Add the 
acceptance of these 
American-made I.D. cases 
by leading importers, 
manufacturers, retailers 
and consumers. Include 
our 43 years of experience 
which is your guarantee 
that our cases are 
worry-proof. And then 
you ll know why I.D. 
waterproof cases are 
preferred over all others. 











| WHAT MAKES 


I. D. WATCH CASE CO.. IN oo Serving Watch Manufacturers and Importers Exclusively Since 1910 


General Office and Factory: 137-11 90th Avenue, Jamaica, L. I. © JAmaica 3-8700 


Y. OFFICE: Jeseph Dinstman, Paul Korman, 580 Fifth Ave., Tel. PL 7-6373 * CHICAGO OFFICE: William Bart, 29 E. Madison St. * LOS ANGELES OFFICE: Leonard J. Rav 
West Sth St. * EASTERN AND CANADIAN REPRESENTATIVE: Dave Kay, 93 Nassau St., N. Y¥. * SOUTHERN REPRESENTATIVE: Jack Kay, 93 Nassau St., N. 





I. D. WATERPROOF CASES 
THE NO. 1 CHOICE? 





























































































































































































































































CERTIFIED 
WATERPROOF! 


A famous independent testing 
laboratory (name on request), 
after putting the new improved 
I.D. Waterproof cases through 
the most exacting tests 
possible, certified 
these cases to be 
waterproof! 






















1.D. Waterproof Cases — and Only I.D. Cases | 
use NANCA Shatterproof and Craze-proof C rysti 
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**| COMPARED CALVERT WATCHES WITH 


Yewme/ Feury, : WELL-KNOWN BALTIMORE i ene 


WATCH EXPERT 4aG¢.” 
















HIGHER-PRICED TIMEPIECES AND | 
FIND THAT CALVERT WATCHES HAVE 


ALL 7 HIGH PRICE FEATURES” j 


| DUST-PROOF CROWN (,235%5. 
]  GLUCYDUR BALANCE 

NIVAROX HAIRSPRING : 
TEMPERED STEEL LEVER ay 
| RUBY PALLET FORK JEWELS ese 
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These SEVEN features that distinguish fine watchmaking are 
found in CALVERT WATCHES. Yet CALVERT WATCHES are 
priced much LOWER! For sales .. profits .. and customer 
satisfaction—sell NATIONALLY-advertised CALVERT WATCHES. 
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681 FIFTH AVENUE * NEW YORK 22, N.Y. 
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EXCLUSIVELY DISTRIBUTED BY 


1. ALBERTS’ SONS, INC. S. H. CLAUSIN & CO., INC. A. C. POSSIN CO. 
Boston—Syracuse Minneapolis—Spokane Milwaukee 


BALDWIN-MILLER CO. Salt Lake City E. W. REYNOLDS CO. 
Indianapolis | THE GERWE BROWN CO. Los Angeles—Phoenix 
Cincinnati—Dallas San Francisco—Honolulu 
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HER JEWELS... 


AcorGfo” 


yd OF COURSE! 
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Us See 
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DEBRA PAGET, 


co-starring in the 20th Century-Fox Technicolor film 


“STARS & STRIPES FOREVER” 





Maytair ”/ 


See these beautiful Corocraft 
masterpieces at your favorite store, 
or write Coro, inc... New York 1. 














scinneeren 
©3983 Cora, inc., Design Pat. Pend. U.S. Pat. Off. 


AS SEEN IN GLAMOUR MAGAZINE .. . 


One of a series of full-color pages featuring Hollywood's favorite stars wearing 
Coro Jewelry. Tie-in with Coro’s exciting national advertising for MORE SALES. For further details, 
write Advertising Department, CORO, INC., 47 West 34th St., New York I. 





WORDS THAT MEAN 
BIGGER WATCHBAND SALES FOR YOU! 





Watch APEX for ‘53! 
The accent’s on CONTOUR FIT! 


CONTOUR FIT means style 
... comfort... all ways. It 



























offers you an exclusive, 
nationally advertised watch- 
band feature that sells on 
sight. 


Watch APEX for ‘53! 
The accent’s on STYLE! 

Here are five new magnifi- 
cent APEX watchbands. Every 
APEX watchband is precision _ [| => : ; 
made and guaranteed. See =z = =z = 
the APEX line today for men a 4 
and women. It’s a must for 







=> 


\ 


as 
= s 
= | Sa = 


No. 1713 Keystone List $11.90 Retail Price $14.95* 





js Ss 


your watchband department. 


1/10-12K GOLD FILLED TOP 


Patented Universalok ends fit all 
models 52” to 74”. Snaps on in a 
jiffy . .. remains securely locked. 


Attractively gift-packaged 











Perfect fit and 
comfort all ways 


ASK YOUR WHOLESALER 


I Nao ACCESSORIES CO., INC. 


GREENWICH, CONN. 
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TOP 
35.00 : 
27.00 : 
; 


14 KT- GOLD 
RETAIL $1 
FED. TAX 


pi CZ.O6 


eager sTEEt ae ¥ Aa 


AIL g112-50 
£0. poe 22.50 


ALL S 


@ INC aBLOC-INCAS Tt AR 


. SELF-WINDING 


@ WATER RESISTANT 
5 POSITIONS 


e ADJUSTED nae) 











4 } 
weber 
advertised j 


Sve Mou, 


FIFTH AVENUE; NEW eal 22, N-Y: . 





7 
IT’S _— PUTTING SALES 
GHT IN YOUR HAND! 


RODANIA 
buyer ea ‘ — the self-wi : 

7 sil ; indin ; 
tising cten e as ex a — with the 25-je 
asking you rang in LIFE Magazin —" extra quality ae | movement tha 
extra sales eccne Diace moe 1953. More “ - greatly pilrerec are watch 

y RODANIA’S r order with you omers than ever bef its adver- 
outstanding sales met ee today ba ore will be 

” eal and advertisi secure thos 

tising. 7 




















All watche 
s produced at tf 
he RODANI 
A factory in Switzerland Sold 
= Sold throu 
gh Whole 

salers Only! 

y: 


RODANI 
A WATCH 
COMPANY 
, INC. e 7 
45 FIFTH AVE., NEW YORK 
22 e Tele 
phone Plaza 
9-6345 
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PREVENTS TARNISH 


The EMCO Silvercase was designed as a 
result of increasing demand for a practi- 
cal yet inexpensive silverware container 
lined with the famous Pacific Silver Cloth, 
the cloth that prevents tarnish. 





Although light-weight and compact, it 
will hold an amazingly large number of hi 
pieces of silver flatware and can be tucked . 
away into a small compartment or 
drawer. 


It is attractive and durable and will give 
years of tarnishproof protection to flat- 
ware in sterling or silverplate. Like other 
Eureka products, the EMCO case is un- 
conditionally guaranteed. 









SILVER CLOTH 
“Reefs Sdluer Sright”™ 


Available with light 
or dark washable 
leatherette covering. 




















‘sel 

SINCE 1926 
rec 
55 
| ' an 
MANUFACTURING COMPANY, INC. I 
TAUNTON, MASS. F 
e 
Makers of quality Rolls, Bags, Cases and P 
Chests for Silverware. Write for illustrated hs 


Catalog. 









Write for particulars. Our suggested retail 
price of $3.95 makes the EMCO an excellent 
value with ample mark-up for the retailer. 
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IT'S THE Busy Tine THAT MEANS BUSINESS FOR YOU! 


At’s the POLISHOOK LINE that gives you a more complete It’s the POLISHOOK LINE that sells on sight, because YO 
selection of RINGS than ever before! ...made possible by our buy it right! ... Proven, pre-tested and merchandised to fit yo 
ecent great expansion. In addition to our thriving, family-owned needs. Our amazing, new automatic “Inventory Control” set-ug | 
35-year-old ring business, we also own and operate the entire plant eliminate your owning too many rings in any one price range! Yq | 
and equipment of the famous old ring firm of SKW. buy only what you need, at the price you know it can be sold. : 


ilt’s the POLISHOOK LINE that assures you savings by “direct 


dealing” with us—the manufacturer. Assures you better values, finer 
;styling in ONE complete line, from BABY RINGS to DIAMOND 
FAND WEDDING RINGS... backed by power-packed FREE ad “INVENTORY CONTROL” Set-Up 
mats, window displays and plenty of “over-the-counter” selling ideas! that supplies you ONLY best-selling rings 


A. POLISHOOK « SON cone 


MANUFACTURERS OF ‘EVERYTHING IN RINGS’ SINCE 1898 
216 East 45th Street. New York 17,N.Y. VAnderbilt 6-1664-5-6-7 


ere about our amazing new, automatic plan 








VOLUPTE pose tit 








Style 11-340 
“ROPE OF GOLD,” 
3°’ square, silver 
color, engine- 
turned design 
with applied 
golden rope 
ornamentation. 


Nationally Advertised in 


LIFE and the NEW YORK TIMES 
for MOTHER'S DAY 


Cash in with Volupté’s Mother’s Day 
advertising . . . stock and display these 
special gift compacts. 


COMPACTS CARRYALLS 


64 


in Your Mother’s Day Gift Sales 


with this exciting assortment of 


Mother’s Day compacts 


Style 50-326 
“FLEUR,” 
enamel and 
rhinestone 
floral on black 
background. 


Style 33-320 
“TIME ON 
YOUR HANDS,” 
2'' round, enamel 
design on white 
background. 


Mothers Day means big gift sales—and 


sift sales mean more compact business for you. 


Write, wire, phone for details of Volupte's 


complete Mother's Day promotion. Do it Now! 


VOLUPTE 


REFLECTS THE PRETTIEST FACES 
347 Fifth Avenue, New York 16, N. Y. 


CIGARETTE CASES 


LIGHTERS PILL BOXES 
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OU'LL FIND 
CKAGE TIE THAT'S 


PRINT-AD-STRING 


CHICAGO PRINTED STRING CO 


CHICAGO: 2300 LOGAN BLVD. NEW YORK: 225 FIFTH AVENUE 





Prestige Package Tie 


Tied with PRINT-AD-STRING, your pack- 
ages compliment your customers and carry 
the personality of your business onto the 
streets and into the homes. Your attention to 
the details of secure, attractive wrapping 
builds for your business the confidence and 


appreciation you want customers to have. 


PRINT-AD-STRING is yours alone—de- 
signed in your own color scheme and Carry- 
ing your name, address, slogan, trade mark. 
PRINT-AD-STRING ts made of long, strong 
cotton fibers, won't stretch, won't slip or snap 
in the knot, stays flat, won't dent the edges 


of packages. 


Available to PRINT-AD-STRING 
users, this convenient double-blade 
dispenser, at nominal cost. 


® TRADE MARK REG. U.S. PAT. OFF. 


op PG 


_ wn 
ww < 


CHICAGO PRINTED STRING CO. 
2300 West Logan Bivd., Chicago 47, Illinois 


Gentlemen: At no cost or obligation to me please 
[_] Send me your Print-Ad-String Package Styling Kit. 
{_] Have your Package Stylist call on me. 


ES ER ek Get this Package Styling Folder... Mail the coupol 


Fill out and mail the coupon. We will mail you out 
Package Styling Kit. It shows with actual samples 
the range of colors and imprint treatments possibe 
State 7 with PRINT-AD-STR , 


Company... 











Just the thing to freshen your Menus 


: dlorsy a Codhisk, Badl 


age. Dice potat 
over Boil slow 








ORIGINAL 


AUTOMATIC ELECTRIC DEEP FRYER 


The Dulane Fryryte is a “‘natural” for the Lenten season! Here’s a time 
when menus get monotonous, when housewives have problems of re- 
stricted diets—and when nothing takes on glamour like a fish in a Dulane 
Fryryte. Women are looking for the speed, convenience, vitamin retention 
that the new Dulane Fryryte gives them. And here you have all the free 
sales helps that you can imagine, to take advantage of the situation. 





FREE: Mats, Spot Displays, z 
and Window Streamers g 3 DAIGiNAL te | 
Give you real opportunity for sales and ye . Zs ryry | 


profits during the Lenten season. The pert, DEEP FRYER 
plastic, traffic-pulling Dolly Dulane 
Aprons are only $11.00 a hundred. 





auromartic ececTaAic 


THERE’S STILL TIME-YOU’VE GOT TIL APRIL 4 


* wt Eun 

Pernt NK sn ci , , ; 

Sasneeas wees I i One thing about the Lenten season—it gets better as it goes on. People 
"s F . crave variation in their meals the longer they’re without it! So start now 

to promote the new Dulane FRYRYTE with its exciting new features. Sell 

strongly the fact that the original FRYRYTE deep-fries over 100 dishes—and 

can be used for roasting, baking, etc. too. 

SEND IN YOUR ORDER NOW FOR THESE DRAMATIC SALES HELPS. 


DON'T WAIT—DO IT NOW 


COLOR-RANGE DIAL Fill in your 


Distributor’s name 
An eye-catching sales point! and mail to him. 
Dial lights in red, yellow or 
blue to indicate right heat for 


Ld 
* 





Gentlemen: Please rush me the following merchandise for my 
csiaiiiaibateasnie Lenten Promotion— 
y - .... LENTEN NEWSPAPER MATS _ .... HUNDRED APRONS 


.... WINDOW STREAMERS ($11.00 per hundred) 
~— ae — : - £ XC LUS | VE .... MODEL F-4B FRYRYTES -... MODEL F-5 FRYRYTES 
Po kN r 7,» SAFETY DRAIN-LOK j --:: SPOT DISPLAYS 


ee Dealer’s Name... ssccccceccccesccsccesssesescenesees 


$ apveanste 1H Fastest, safest! Positive acting 


drain permits easy filtering of Address. . SerTT TT TTT TT TTT Tt 


shortening; quickly converts City eeeeee Zone. eeeee State eeeeeeveeeee0ee 
- RIVER GROVE, ILL. unit for baking, roasting, etc. 


Aibeniian G8 oc ccccceeeeceseeeeecesceccoocceeeosooeeses. 
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The power of LIFE 


in Pasadena, California 


Mr. Durward Howes and his son, Mr. Durward Howes 
3rd., head up one of the leading jewelry firms in South- 
ern California. 

During the past 83 years, their organization, the B. D. 
Howes & Son Company, has branched out into four rich * 
trading areas. Their present locations include two stores 
in Pasadena, one on Wilshire Blvd., Los Angeles, and 
one in Santa Barbara. 

In 1952, Howes was selected as one of America’s lead- 
ing jewelers for fine diamonds by “Diamonds U.S. A.” 

Mr. Durward Howes is past president of the Ameri- 
can National Retail Jewelers Association. 

Mr. Durward Howes 5rd. is the past president of the 
Southern California Retail Jewelers Association. 

They say: 

4l , , , — 
We are constantly impressed with editorial impact 
of LIFE and its consequent advertising power. Thus 
we are alert to every opportunity to tie in with 
LIFE-advertised merchandise. We consider it only 
good business.” 
Durward Howes 


Durward Howes 3rd. 


First in circulation 
First in readership 


First with retailers 


9 Rockefeller Plaza, New York 20, N. Y. 
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Size 61/2" x 9%” 


NEW COMPLETELY REVISED 
SECOND EDITION 


JEWELERS’ 
DICTIONARY 


“Knowledge is Power”. Every jeweler will find 
profit-making power in the knowledge of terms and 
terminology of the jewelry trade which are authori- 
tatively explained in this, the completely revised 
Second Edition of THE JEWELERS’ DICTIONARY. 


Everyday expressions, as well as obscure and little 
known terms can be understood and fluently used 
after consulting this profusely illustrated volume. 





Diagrams and explanations of the many methods 
of cutting precious stones will enable you to identify 
and explain the origin and value of modern and 
antique jewelry. Exploded views of modern watches 
will help you sell watch repairing at a better price. 


Selling points on karat quality, rolled gold plate and $6.00 
electroplated articles are backed up with the authority of 

the printed word, compiled by experts in these fields. Post Paid 
Terms in allied fields such as china and glass are also 


explained in detail in easy to understand language. HARD COVER BOUND 
IN RICH BLUE CLOTH 


In one comprehensive volume, THE JEWELERS’ DIC- : 
TIONARY contains an invaluable wealth of information— WITH GOLD STAMPING 


indispensable to the jeweler, watchmaker, gemologist, 

advertising man; in short, to anyone seeking information ORDER TOD AY 

pertinent to the jewelry and allied fields. | : 
FOR IMMEDIATE DELIVERY 











AUTHORS 


Dr. Frederick H. Pough 
Curator of Gems and Minerals of the 
American Museum of Natural History 
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THE JEWELERS’ CIRCULAR-KEYSTONE 


100 E. 42nd St., 
New York 17, N. Y. 


Please send me a copy of the revised JEWELERS’ 
DICTIONARY. Enclosed find $6.00 


John J. Bowman 
Director of 
Bowman Technical School 


C. M. Hoke 
Consulting Chemist 
Jewelers’ Technical Advice Co. 


is enclosed 


is enclosed 


Check or money order must 
accompany all orders. 


DO NOT SEND CASH 


VAPUOUROGUCEAEAESGGGQHEQHCRCROGGCCCEEREUCUCCERERRGGRGEEECRRCOSECRGCRSLESRSROSE, I 
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JEWELRY... 


FROM THE LAND OF “THE KING AND I,” 


Exotic exampies of S.amese Slivercraft... 
as new and exciting as the Rodgers and 
Hammerstein musical! An exclusive line 
of imported costume jeweiry for men and 
women... all bearing authentic Siamese 
oiat-14-10n¢-1] a-yam -7- 1010 4-10) 4-s-1-1an Gl aloae. 
colorful legend. Figures hand- engraved 
on soiid silver. A whole new idea in 
costume jewelry, combining ancient 
O) dT-10) &] motat-ldanme san dammaniolel-1aamm-ve)olelicndler-helelar 
Destined to create exciting comment 
wherever worn or shown. 











at ee EES Sen ot ie ee ® r 


Prices range from 


oS to $30 Keystone 


Complete sample selection $25.00 and up. 
Specify items desired. 
COMPLETE SELECTION AVAILABLE FOR: ; -@- 


WOMEN:  Bracelets...Necklaces... 
Earrings, both drop and 


3 ; 
; 
button styles...Brooches F ~ F E 


MEN: Tie Bars . . . Cuff Links JEWEL CREATIONS 


AUER ALIN EAT ETOP RIO ETE * 


bob henfield, inc. 


promotion jewelers 
2ND FLOOR © HIPPODROME BUILDING ANNEX 
OURS EXCLUSIVELY CLEVELAND 15, OHIO * PHONE: MAin 1-255) 


aid tk ukaiiaticata 


Feature America’s Greatest Assortment of Costume 
Jewelry Promotion Specials by Bob Henfield 


FOR MARCH, 1953 
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billfolds 


for those who “buy the best” . . . for 


those who ‘“‘sell the best’’ 





Beautifully handcrafted in a 





wide range of the finest leathers, 
rich in color and texture. 
Designed and created exclusively 


for Jewelers. 

















Sold through wholesale jewelers only. 
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Suggested Retail 
Price $10.95 


co the door to plus profits. The Raycine 3-piece 

hair cutting set is a natural for more and better 
all-year extra profit business . . . gives you a great, new 
unlimited market. Hair never stops growing and by 


cutting children’s hair at home your customers will 





RAYCINE CLIPPER CO., Racine, Wisconsin 


Hore’ our 








to a brand new, 
unsaturated 





save the cos} 
Electric Clipp 
ber’s tapered CON 


yw short weeks. Raycine 
-plated shears and bar- 
n an attractive package. 
Display them on your counter to stop store traffic... 


create impulse sales. 


Raycine 


Clip your Share of these Extra Profits 


MAIL THIS COUPON TODAY! 


Please tell me how I can make more profits 
with the Raycine 3-piece hair cutting set. 








State 








Easy-to-follow instruction book in- Name... 
cluded with every set. Completely il- 

lustrated book shows how to cut hair Address 
at home . . . quickly, easily. Simple City 


@© 1953 


step-by-step directions. 


FOR MARCH, 1953 
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...reading about Palladium 


in these five 


big-circulation (4,543,942) 








national magazines 








Do just two things to get your share of the 
highly profitable Palladium business “born” , ae 
of this effective national advertising .. . at “our he 


ae 
eee $y ees : 
Sie * . ‘ 





TRE: 





First, recheck your palladium stock. Make sure 
you have the latest creations, of leading jewelry 
manufacturers like John Giovannetti, Byard F. 
Brogan, Bristol Seamless Ring, and Irons & Rus- 
sell. As seen by your customers in palladium’s full 
page, two-color national advertising! 





Second, tie your store directly and profitably 
into this strong and continuing promotion. That’s 
easy to do if you use any or all of these free sales 


aids! 








e Four top-talent, one-minute radio spot com- 
mercials 


e Traffic-building display cards and signs for win- 
dow and counter use 





@ Booklets for your distribution: 
“Palladium, A Precious Metal for Fine Jewelry” 





“The Eight Precious Metals” 


Write today for any of these free sales aids. And if 
you plan to use the radio recordings be sure to 
give the name of your station. 


PALLADIUM Pictu mtr 


Platinum Metals Division 
THE INTERNATIONAL NICKEL COMPANY, INC. 
67 Wall Street New York 5, N.Y. 
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=» Hottest “Account Opener” 


/""\ cs In the Business! 



































GENERAL ELECTRIC 
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Model 552 


© eousetingattornermatesche — NOW MOE than ever the world's most useful radio! 


General Electric Clock-Radio 
is not only a sales-closer but an 
account opener as well! Model 


, 552, is super-powered—10 times 
7 more sensitive than ordinary 
if clock-radios. In mahogany 
y | (Model 551) or pearl gray pO 





~ 


plastic (above). Call your G-E 
radio distributor. 
General Electric Co., Syracuse, N. Y. 











Pi 


G-E Clock-Radio prices start at $29.95 i: 
Subject to change without notice, slightly Wakes you to music or news— Turns itself off Automatically turns | 
bigher West and South, radio or records, after you go to sleep, appliances on or off! 


f : Big traffic builder promotion... FREE 10-Day trip to Europe 
‘ CL can frul your confidence 272 — for winners. See your G-E radio distributor for entry blanks. 


GENERAL @® ELECTRIC 
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FINE CUTLERY 
by Briddell 


1922 


O WONDER these knives were 

an immediate hit. Never before 

has there been a set of Kitchen Cut- 

lery so smart, so functional, so useful, 

so attractively packaged, so desirable. 

They have double appeal—as gifts or 
for personal use! 

Each knife reflects the skill and 

craftsmanship made world famous 





This Spring Emily Post and Duncan Hines 
will help sell both Carvel Hall lines! 


Once again these two famous au- 
thorities will be featured in Carvel 
Hall ads to promote Carvel Hall 
Cutlery as the perfect gift for 
every gift occasion. Watch for 
them in these leading magazines. 


New Carvel Hall Kitchen 
Cutlery Wins Big Response 


Dealers Report New Kitchen Set 


Builds Traffic—Turns Fast! 


orca n 


Soe oa 


No. 95—lIvory Handles 


Includes Jewel-Box Chest... 
Knives also Sold Individually 


by Carvel Hall Quality. And each 
knife carries the same unconditional 
guarantee. Sell ’em by the set or sell 
"em individually but order early. 
Now more than ever Carvel Hall is 
your best bet for increased cutlery 
sales. Call your distributor today or 
write CHas. D. BRIDDELL, INC., 
Crisfield, Maryland. 









No. 56—6-piece Steak Knife Set, Vogue 
handles in Jewel-Box Chest $19.50. 
Other sets from $8.50 to $63.50. 





No. 588—8-piece Fruit & Cheese Knife 
Set, Vogue handles, in Ivory Aristocrat 
Case $20.00. From $10.95 to $32.00. 





No. 66—Carver, slicer and fork, Vogue 
handles, in Jewel-Box Chest $26.00. 
From $9.00 to $134.50. 


JEWELERS’ CIRCULAR-KEYSTONE 




















I Sy TE BH ; ‘ 

























Se) eS OME SE eee ae roe 3 





See Se a 
RSs 















She's fashion conscious and she’s price-wise, too. 
Like her older sister (and her mom and dad), the 
modern miss picks Mele Jewel Boxes for those special 
spring gift occasions... Mother's Day, 

Graduation, Birthdays, Anniversaries, Showers 


for every girl or woman on her list. 


And (as every smart beau knows) she wants 


a Mele Jewel Box for herself. 


FULL COLOR 













This 2 page, full color ad will be 






seen by over 2% million women 








in the May issue of Seventeen. 


MELE ADVERTISES TO 
» Mokth icky .W ist aier.| 
in SEVENTEEN 


Continuing Mele’s ever increasing consumer 
advertising campaign, this big full color ad in the 


May issue of Seventeen helps you sell to the A touch of glamour to grace the most fashionable dressing table 


...a gift to be cherished always. Crush-resistant velvet lining to 
cradle your jewelry. Fashioned of exquisitely decorated 24Kt 
gold tooled leatherette. In lovely Ivory, Baby Blue, Rose and 
other colors. 






tremendous market of young American women. 












The Debut (top) as it opens, the drawer glides forth................0... 
The Teenette (center)........ $2.98 Larger deluxe version........ $4.98 


The Sonata (bottom) 
plays Always, Stardust or Some Enchanting Evening........ $7.98 








At better department stores, jewelers or 
luggage stores or write for nearest store. 






>. , ? . 7, 
Auconion 4 foremost mame ww Sewel Bores 
Cc 


MELE MANUFACTURING COMPANY, INC. 


SE€6 FIFTH AVENUE, NEW YORK 1, N. Y. 






MELE MANUFACTURING CO., INC. 366 FirtH AVENUE. NEW YORK. N.Y 






Msewion 3 feremost name tn feel Boxes 
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Diamond Digest 


DIAMONDS ARE TRUMP 


The latter part of this month will bring a tre- 
mendous influx of news from Great Britain about the 
impending Coronation of Elizabeth II. 


Once the great day arrives, newspapers will devote 
unprecedentedly large sections to the event. Movies 
of it will be flown here by jet plane so that Americans 
will lose no time in seeing the crowning of Elizabeth. 


To the jewelers of America, the Coronation has 
special significance. The event will highlight the 
gorgeous and spectacular royal jewels. 


When Queen Victoria ascended the throne in 1837, 
the average Ameri- 
can woman looked at 
the royal jewels 
and probably sighed 
hopelessly. The 
thought of owning 
even one diamond 
seemed remote. Now 
the story has 
changed. Our con— 
stantly improving 
standard of living 
has made it possi- 
ble for American 
women in almost 
every walk of life 
to own a diamond 


. An Arnstein diamond cutter polishing a stone 
engagement ring. for her royal highness—The American Woman. 


There's no question about it-—-—the distaff side of 
America has become more diamond—-minded! 


The Coronation will direct women's thoughts still 
further in that direction. The wise jeweler, there- 
fore, will make preparations for this. He will see 
that he has an ample supply of the size and quality of 
stones he customarily sells. For April and May-——-always 


_ excellent diamond selling periods-—-—should be even 


better because of the Coronation. 


The jeweler is best able to cope with his diamond 
problems if he is served by a reliable diamond firm 
such as Arnstein Bros. & Co. A comprehensive stock of 
carefully assorted stones in standardized grades is 
ready to meet any demands. 


The efficiency and dependability of the Arnstein 
operation stems from many factors. Sizes from quarters 
and larger are cut by us in this country from our own 
rough, while smaller diamonds are purchased in the 
world's foreign markets. 


Thus, the jeweler who buys Arnstein diamonds 
profits through our obtaining them from basic sources 
at lowest production costs. 


DIAMOND CUTTERS AND IMPORTERS 
608 FIFTH AVENUE NEW YORK 20, N. Y. 
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I class is ready, we shall commence 
with today’s history lecture. (Lec- 
ture data is furnished by The New 
York Times.) After inventing the 
calendar, the ancient Egyptians de- 
veloped the idea of dividing the day 
into 24 parts, or hours. According 
to archaeological finds from 1400 
B.C., they had water clocks that 
“measured out” the 12 hours of the 


night and sun-dials and shadow 


clocks that “measured off” the 12 
hours of the day. 

Humanity was pretty well pleased 
with this set up until Ptolemy in 
300 B.C. further divided each hour 
into 60 minutes and each minute into 
60 seconds. 

Now we've been wondering just 
what the ancient Egyptian worker, 
coming to work late, gave as an ex- 
cuse to his boss. Not having an 
alarm clock, he couldn’t very well 
say, “Sorry, boss, forgot to wind the 
clock last night,” or “Can you beat 
that, the alarm clock didn’t go off this 
morning?” But, then again, he could 
have said, “You know, I got so 
thirsty last night. boss. I drank all the 
water in the clock!” 

Well, in any event, class is dis- 
missed. 


© © 


Me jewelers today qualify as 

gemologists. But how many 
can lay claim to being herpetologists? 
Will Smith, a partner in the Smith- 
Ward Jewelry Co., Beaumont, Texas, 
is to our knowledge the only jeweler 
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in the country—or perhaps in the 
world—who is an authority on snakes. 

Smith, we are told, became inter- 
ested in snakes as a boy and has since 
made it his hobby to such an extent 
that he is a member of the Texas 
Academy of Sciences. This jeweler- 
herpetologist is often called upon to 
identify unusual reptiles. 

Furthermore, the versatile Will 
Smith is also state representative for 
his district and he is presently serving 
his third term as a member of the 
Texas legislature. 


© © 


| egere source of information 
has told us of the existence of 
the “world’s most unusual job.” The 
place is Biarritz, France, and the job 
is turning the hands of the city’s huge 
clock, one minute at a time. The 
clock, you see, is without works and 
the old chap who regulates it uses his 
own watch as a guide. 

It sounds strange, strange enough, 
in fact, and we are inclined to think 
that our previously regarded “relia- 
ble source” is running around with a 
loose wheel. 


© © 


Sew picture is not too bright these 
days for a Minneapolis real estate 
operator who was nabbed recently in 
New York City by Secret Service 
agents. The government men found 
25 ounces of gold secreted in his 
16-mm. motion picture camera. 

The Secret Service agents also un- 
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covered 100 ounces in gold bars 
which were hidden in a cardboard 
candy box in a subway station public 
locker. The real estate operator was 
probably pleased to hear that assis- 
tant U. S. Attorney Kaplan admitted 
that the camera trick was highly 
original. However, he had no com- 
ment about the public locker. 


© © 


eo smuggling stories running 
through our mind, we raised an 


eyebrow when we received recently a 
news release from Clebar Watch 
Agency. The release informed us 
that a “remarkable, tiny compart- 
ment, complete with plastic lid, is now 
built into Clebar stopwatches and 
timers.” 

However, our unwarranted sus- 
picions were quickly dispelled by the 
Clebar company release. The tiny 
compartment has nothing to do with 
carrying secret messages or the like. 
No, the tiny compartment has a more 
practical use. Inside are seven spare 
watch parts. always available for re- 
placement. 


> © 


N matter where people meet these 
days, whether it be in theater 
lobbies, cocktail parties or just plain 
cracks in the woodwork, the topic of 
conversation seems to be the pending 
coronation of Queen Elizabeth. In- 
terest in this colorful event is at an 
all-time high and if you doubt it, we 
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THE JEWELER’S WATCH LINE 


_— g - | een csenalt afi dt oes, ame geen — f - f 


PRIDE OF SELLING 


An article of fine quality, such as a Longines or Wittnauer watch, provides 
not only more hard dollars of profit, but yields the unique satisfaction which 
comes from pride of selling. You, Mr. Man-behind-the-counter — you, Mr. 
Proprietor — you, Mr. Watchmaker — know how true this is. Pride of Selling! 
Think on those words and how important they are to your permanent success. 
Longines-Wittnauer has made prideful selling popular. For, the integrity of 
manufacture of Longines and Wittnauer watches has been matched by aggres- 
sive, around-the-calendar, prestige-building advertising on a scale second to 


none in the watch industry. 


oo Co; Ia 


Since 1866, maker of watches of the highest character 
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suggest you take a glance at the 
fashion pages of your local news- 
paper. | 

Fashion writers are having a field 
day with coronation stories. and we 
believe you too can capitalize on the 
current interest. The following pages 
will provide you with the necessary 
background and ideas to tie-in suc- 
cessfully with the coronation. 


© © 


[' was one a.m. for a long time on 
the Williams College campus re- 
cently. The 66-year-old clock atop 
the college gymnasium tolled the hour 
748 times, or 28 times a minute for 
nearly a half hour. 

The clock took its toll of lost sleep 
until one aroused—both mentally and 
physically—student restored quite by 
unceremoniously wrapping a metal 
coat hanger around the temperamen- 
tal clock mechanism. 


> © 


{ on “low-flying” stork of the 
1930’s really ran amuck in 1952, 
delivering an estimated 3.875.000 
babies to establish an all-time high 
in the nation’s history. 

Statisticians for the Metropolitan 
Life Insurance Co. said it was the 
sixth successive year with a baby 
crop in excess of 3,500,000, but added 


the pace may be slower during 1953 


and following years because of 4 
downward trend in the number of 
marriages. 


© © 
; wow other things, London boasts 


of having the smallest labor 
union in the world: the silver Hand- 
Forged Fork and Spoon Society. The 
total membership is four people. 


© © 


I sure pays to advertise, writes 
Hank Stohlton, San Francisco 
jeweler. “I lost my 30-year-old Amer- 
ican Legion emblem, complete with 
diamond, on January 15th. | adver- 
tised my loss in a local newspaper on 
the 16th and then I called a news- 
paper columnist, Herb Caen, on the 
17th. | told him my sad story and he 
ran an item in his January 20th 
column.” 

The same day the article appeared 
in the paper a man called at the Stohl- 
ton store and returned the lost em- 
blem he had found in the street. The 
incident is important to Hank _ be- 
cause “T still have faith in humanity.” 


© © 


——- and imagination paid 
off nicely for Alfred O. Seeler. 
Millburn, New Jersey, jeweler. Seeler 
received a write-up in the local news- 
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“Let's go over to my house and play ‘barber.’ My dad has the slickest 
new electric razor!" 
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paper and a personal letter from Mrs. 
Dwight D. kisenhower. 

The First Lady wrote the jeweler 
a letter recently acknowledging and 
thanking him for the gold charm 
bracelet he had sent her before in- 
auguration day. Seeler made the 
bracelet especially for Mrs. kisen- 
hower. It was made of gold chain 
with three gold charms. The first, a 
“Charm of Faith,” was a gold rimmed 
double glass disk containing a tiny 
mustard seed symbolic of the Biblical 
verse “If ye have faith as a grain of 
mustard seed. nothing shall be impos- 
sible unto you.” The second charm 
was a gold disk inscribed “America 
has faith in Ike,” and the third was 
engraved with the word “Mizpah” 
(“The Lord watch between me and 
thee. when we are absent one from 
another.) 

Mrs. Eisenhower wrote to Seeler, 
“How wonderful of you to send me 
such an inspirational little gift—l 
am deeply touched by your sincere 
thought.” 


© © 


_ initiative of private enterprise 

was very much in evidence re- 
cently when a New York City firm 
underbid the United States Mint for 
the job of punching out the official 
inauguration medal. 

The Medallic Art Co., headed by 
Clyde C. Trees, did not offer to turn 
out the 10,000 medals cheaper than 
the Mint—since both offered to do it 
for cost—but Medallic did promise 
faster delivery. Clyde Trees’ firm was 
prepared to do the job some 17 days 
faster than the Mint. 

“Our company is a_ business-like 
operation,” explained Trees. A for- 
mer government official had this to 
say, “The private company would be 
all tooled up and ready to do the job. 
We wouldn't.” 


© © 


PEAKING of the new administra- 
tion, jewelers will no doubt take 
pride in the fact that two members of 
the jewelry industry now hold kev 
positions in Washington, D. C. 
Sinclair Weeks, formerly Chairman 
of the Board of Reed and Barton, is 
Secretary of Commerce, and Craig 
Sheaffer, former president of Sheaffer 
Pen Co., is Assistant Secretary of 
Commerce. 
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News Flash 


“Mr. Cecil Rhodes presided over the annual meeting of the De Beers 
Mining Co. The terms were provisionally arranged for the purchase 
of the new Bulfontein mine and looking to a gradual rise in the price 
of diamonds, which will enable the poor mines to become paying ones. 
Mr. Rhodes said that the life of the mines was practically endless.” 


(February 28, 1900) 


Longevity List 


“The list of jewelers who have been in business in their respective 
communities for 50 years or over, so far as gathered, is: 
Charles L. Tiffany, New York. 
William Wise, New York. 
Samuel W. Mallory, Catskill, N. Y. 
Jacob Castelberg, Baltimore, Md. 
R. C. Green, Pottsville, Pa. 
R. O. Gottfredsen, Kenosha, Wis. 
Mermod & Jaccard, St. Louis, Mo. 


Henry Korf, Cincinnati, Ohio.” 
(April 25, 1900) 


Omega Watch Ad 


_ An Omega ad announced that over 1,000,000 of its watches were 
in use. “We will,” the ad informed readers, “accept orders and deliver 
WHEN you wish them.” 


Letter to the Editor 


“Will you kindly furnish me the address of manufacturers of dog 
collar belts, also chain purses and shopping bag tops in plate? Thank- 
ing you in advance, I am, H. B. Conyers.” 


(February 21, 1900) 


(February 28, 1900) 


Fashion News 


“Pearls! Pearls! Pearls! and yet again, Pearls! The lists of gifts 
received by recent brides make it appear that pearls, with, of course, 
diamonds, are the favorite stones of the day in the strongholds of 


exclusive society.” 
(February 14, 1900) 


Merchandising News 


“J. C. Walk & Son, Indianapolis, Ind., began their annual ‘spoon’ 
sale. The sale continued for one week. Many odd spoons were sold 


for valentines.” 
(February 21, 1900) 
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Philadelphia Notes 


“S. Kind & Son, 928 Chestnut St., 
have a vacancy for an _ experienced 
watchmaker.” 

“Miss Elizabeth Mulford Simons, 
daughter of John F. Simons, of Simons, 
Bro. & Co., was married last week to 
Elias Naudain Simons, of Tioga.” 

(April 25, 1900) 


San Francisco Notes 


“J. C. Levy, with W. J. Hesthal, 
retailer, 10 6th St., has left the jewelry 
business and taken to the stage. His 
stage name is Dudleigh Stanhope.” 

“Shreve & Co. have just completed 
two handsome silver trophy cups to be 
presented to Ben and Lewis Williams, 
of Bisbee, Ariz., by the employes of 
the Copper Queen Consolidated Mining 
Co. and the citizens of Bisbee.” 

(April 11, 1900) 


Chicago Notes 


“A.C. Becken has returned from a 
month’s visit to his ranch, near San 


Marcial, New Mexico.” 
(February 28, 1900) 


Pittsburgh Notes 


“Alex Hardy, of Hardy & Hayes, and 
his family will soon go to Europe, 
where Mr. Hardy will visit the art 


emporiums of that continent.” 
(April 11, 1900) 


St. Louis Notes 


“Goodman King, of Mermod & 
Jaccard Jewelry Co., received his com- 
mission Feb. 14 from Gov. Stephens as 
the Missouri commissioner to the Paris 
Exposition, which he will accept.” 

(February 21, 1900) 


Connecticut Notes 

“Clark & True, Middletown, are fre 
ceiving many compliments for the 
handsome calendars they are present 


ing to their customers.” 
(January 31, 1900) 


THE JEWELERS’ CIRCULAR-KEYSTONE 








All eves are on the 


ow 


4 











ATIO! 


PROMOTE ITS 
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oronation.... 


... Ineluding Those of Your Customers 


Worn three months, on June 2, young 
Queen Elizabeth, escorted by a gittering cavalcade, will 
drive from Buckingham Palace in her golden coach. 
Amid the pageantry of medieval pomp and splendor, the 
procession will wend its way to Westminster Abbey. There 
in a ceremony employing important pieces of the world’s 
most fabulous collection of gems and jewelry, Elizabeth 
will be crowned Queen of Britain and of the British 
Empire. 

Beginning a year ago stories on the preparations for 
this event have continuously appeared in newspapers and 
magaines. It’s news with a capital N. The pomp and cir- 
cumstance of this great manifestation of one of the few 
remaining royal houses has captured the imagination and 
interest of people in every part of the world. 

What does all this mean to the jeweler on the Fifth 
Avenues, the Main Streets and in the Suburban Centers 
of America? It means that all this fanfare is focusing 
public attention on jewels and jewelry, silver, gold and 
precious metals to a degree never before witnessed in 
modern times. This is the first ruling queen of Britain 
since Victoria. Therefore, the feminine influence is mani- 
festing itself more in this coronation than in any other 
during the past century wherein kings were the leading 
figures. Rare is the woman in America who does not yearn 
to go to England this year for a first-hand glimpse of the 
queen. Comparatively few will be able to go. but they will 
“attend” via movies, television and radio. 

Remember Princess Elizabeth’s visit to the United States 
in 1951? Remember all the publicity on the jewelry she 
wore and that which was presented to her by her Canadian 
subjects? And this excellent publicity for items which are 
your stock in trade was developed during a tour devoid 
of royal trappings and ceremony. 

Now the jeweler is being handed a golden opportunity 
on a silver tray—an opportunity to capitalize upon this 
once-in-a-lifetime event where public attention is being 
directed to jewels and jewelry as an important part of a 
romantic, tradition-packed ceremony which will sparkle 
the more because it is taking place in the midst of a 
harshly practical age. With people seeking relief from the 
cruel realities of the day, they will find diversion in the 
glittering array of jewels which will be conspicuous parts 
of the coronation spectacle. The crown jewels will be taken 
from their cloistered and guarded room in the Tower of 
London and will play their traditional part in the impres- 
sive royal ceremonies. This fabulous and matchless col- 
lection of crowns, scepters, orbs and royal paraphernalia 
is packed with history. Its material value is $80,000,000. 


Some of the individual gems, however, are virtually 
priceless. The historic Koh-i-noor is the most famous 
diamond in the world; the Black Prince’s ruby, now in 
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the front of the state crown, was worn by Henry V in his 
coronet at the battle of Agincourt; the Great Star of 
Africa, the biggest cut diamond in the world, 51644 
carats, tops the Royal Scepter; its sister gem weighing 
317 carats is in the band of the State Crown. These stones 
were the two largest cut from the largest diamond ever 
found, the Cullinan, which weighed 3,106 carats, nearly - 
one and a third pounds. 

This is only one part of the story that the public is 
reading today. It’s only part of a great story that the 
jeweler has available for use in his own community. On 
June 2 and later in other ceremonies in other parts of 
Britain, your customers will see this parade of pageantry 
and view the young queen in all her glittering array, 
through the medium of television, newsreel and news- 
paper. The jeweler can capitalize upon this interest in his 
own community through appropriate displays, suitable 
advertising and personal talks before women’s groups. He 
can thus direct this public interest in the coronation to the 
romantic values of the merchandise in his store. 

Is this coronation interest going to be all over come 
June 2 when the ceremonies are over and the Crown 
Jewels go back into the Tower? Not if Dame Fashicn has 
anything to do about it—and she’s doing plenty! The 
fanfare of trumpets, the pealing of bells and the booming 
of cannon declaring to the world that Elizabeth is crowned 
(Jueen marks only the high point of a story that began 
over a year ago and that will continue for months after 
the main ceremony. 

Since fashion began (and that goes a long way back) 
the wars men have fought. current events of a less violent 
nature, and even public figures—both men and women— 
have influenced not only the things we were, but the food 
we eat, the houses we live in and even the way we walk 
and talk. Some of these influences left much to be desired 
but extreme as some of them might have been, they had 
their flurry of fashion activity and served as the motivat- 
ing forces for creating sales. Manufacturers know the 
value of such tie-ins with such news-making events. The 
Jewelry Industry Council recognizes the great publicity 
value of the coronation. That is why the JIC sent its 
fashion coordinator, Martha Percilla, abroad this past 
summer. That is why they are daily releasing a flood of 
publicity for the jeweler’s benefit based upon the corona- 
tion. That is why this JIC material is being devoured by 
the newspaper editors of women’s pages and the directors 
of radio scripts. 

Jewelry designers and manufacturers have already 
anticipated the public’s fascination for this historic. event. 
On following pages are some of the special pieces already 
released. These and similar items you will be selling for 
months. Like any other merchandising effort, its success 
depends on the ingenuity and effort you apply. 
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All Eyes Are on The CORONATION... 
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- are few of the jeweler’s lines that 
cannot benefit from a tie-in promotion with the Corona- 
tion. A continuing flood ot newspaper and magazine 
articles are putting such emphasis on the royal jewels that 
the jeweler’s lines of diamond, colored stone and precious 
metal jewelry can’t help but gain much in public interest. 
This is so obvious that the jeweler shoulda be careful he 
does not overlook the possibilities offered in his other 
lines; his high fashion lines of jewelry accessories, silver- 
ware, china and glass. A‘l of these can benefit from the 
coronation-inspired public desire for possession of the 
better things of life—things they are now in an economic 
position to enjoy. The jeweler’s job is not to build this 
interest (this has already been done for him) but to 
capitalize upon it and direct attention to his store as the 
place where those desires can be satisfied. Now what to 
do about it. 

Whatever line of promotion the jeweler decides upon, 
he can be certain that his windows will be the prime 
means of focusing attention on his store. There are many 
ways of doing this in the window display. Stories of 
famous diamonds and other gems provide interesting 
material for eye-catchers—at any time. Now, however, 
with attention already focused on many of these stones 
in the crown jewels, this idea is particularly adaptable 
for this promotion. Not many jewelers are in the position 
to spend $1,400 for a set of replicas of the crown jewels 
which are now available for display purposes from 
R. White & Sons, 57-59 Neal St., Shaftesbury Ave., Lon- 
don, W. C. 2, England. On the other hand, the idea can 
be carried out by means of photographs. The British 
Travel Association, 336 Madison Ave., New York 17. 
N. Y., has photographs available for a nominal fee. They 
can also supply supplementary information on the jewe!s 
themselves and other coronation-flavored material. Also, 
the association will send free of charge reprints of its full 
color advertisement in Life magazine which pictured the 
crown of St. Edward the Confessor with which the Queen 
will be crowned in Westminster Abbey. Some of the 
national magazines have illustrated their stories of the 
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With public interest in the Coronation of Queen Elizabeth 
at a peak, opportunities are unlimited for jewelers to tie-* 


in with this event and direct attention to their stores. 


coronation preparation with full color photos which can 
easily be reproduced in blowups or used just as they 
appeared in tae magazine. Miss Dixon, JC-K’s window 
display consuicant, ilustrates just such a treatment in one 
of her coronation windows in her following article. The 
Jewelry Industry Council, 608 Fitth Ave., New York, also 
have fascinating tactual material available for use in 
news releases and window displays. 

For the information about the famous _ stones, 
JEWELERS CIRCULAR-KEYSTONE has_ been publishing 
stories on the world’s famous diamonds for more than a 
year. Refer to JC-K’s annual index in the January, 1953, 
issue for dates and pages of these stories. One was used 
on page 129 in last month’s (February) issue. And don’t 
overlook your own public library as your best local 
source of this information. Also copies of “The Mer- 
chandising of Rings and Colored Stones,” JC-K’s feature 
presentation on this subject in the March, 1952, issue, 
are available from this publication, 100 East 42nd St, 
New York 17, N. Y. There is a wealth of background 
material in this booklet that can furnish many leads for 
promotion. “The ABC’s of Diamond Selling,” also avail- 
able from JC-K, also provides a lot of usable background 
information. (Booklets are 35 cents each.) 

Naturally, fashion is playing a very important part in 
all this coronation fanfare. For some time now the gen- 
eral fashion theme in women’s clothes, accessories and 
jewelry has been reflected in the growing emphasis on a 
more feminine and dainty look. This has been a direct 
outgrowth of the world-wide interest in the new young 
queen. She, like any other woman, has certain prefer- 
ences in jewelry as in other apparel and her likes have 
set a definite style trend that has been quickly picked 
up by leading firms in the jewelry industry. 

A most effective tieup for a window display would be 
a photographic blowup of the young queen and some of 
her iewelry preferences as a background for your “look- 
alike” or coronation-inspired jewelry. Women will want 
this jewelry, make no mistake about that, and such a 

(Please turn to page 116) 
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Photos Courtesy of 
British Travel Ass'n. 














At the left is the historic crown of St. Edward with which all 
British monarchs are crowned. At the right is the Imperial State 
Crown, which holds the famous 317-carat Cullinan {| diamond: 
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On the morning of June 2, Queen Elizabeth II, escorted by 
a glittering calvacade, will drive in this gilded coach 
from Buckingham Palace to the Abbey Church of Westmirster. 








Top left is the golden Ampulla, shaped like an eagle, 
from whose beak the anointing oil is poured during the 
Coronation ceremony; below is the gold anointing spoon. 
At the right is the Royal Sceptre. Above, the Golden 
Orbs; on the left is the Sovereign's Orb which will be 
placed in the Queen's hand at the Coronation service. 


From W. L. Stensgaard and Associates, Chicago, 
is this Coronation processional comura. It is 


a 





silk 


screened 


reproduction of Processional. 
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A framed portrait of Queén Elizabeth and pictures of the crown jewels form the theme of this diamond display. 
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splay Ideas 


Fashion theme is promoted by using magazine articles along with jewelry. 








by VIRGINIA DIXON 




















A silverware display can be 
effective by explaining the 
influence of English silver 
on our own quality standards. 














J usT as the Coronation theme is a “natural’’ 
for the jeweler, display seems the most natural medium 
for its promotion, since the pageantry of the Coronation 
ceremonies and procession next June will be “Display” 
on the grandest possible scale. Such splendor and bril- 
liance as this occasion will afford, will in all probability 
not be repeated for many, many years. For this reason, 
‘+ would be wise to start early preparations for your own 
participation, so that you can take full advantage of the 
opportunities it offers for attracting interest to your own 
store. | 

Since a major portion of the interest in the Coronation 
centers on the crown jewels with their world-famous 
gems, precious stones, particularly diamonds, would seem 
to offer your chief promotion tie-in. Certainly no other 
event can draw so much public attention and interest to 
fine jewels as this occasion. However, there are other 
merchandise lines which may also be given an extra 
promotional lift with Coronation backgrounds. The 

Coronation influence is already being felt in the fashion 
world and will continue to be noticeable through the 
year. The young queen herself will be seen and photo- 
oraphed not only in her royal robes, but in many types 
of costumes as she attends various state and social func: 
tions. Her fine personal collection of jewelry will of 

course be worn on these occasions. The fashion tie-up 








can be used in featuring both fine jewelry and costume 
pieces in the current mode. 

The design and quality standards of much of our 
silverware can be traced to English sources which gives 
an excellent tie-in for silver promotion—especially for 
sterling. If you carry any antique English silver or repro- 
duction pieces, this is the time to give them special play. 
Many jewelry stores carry merchandise imported from 
Britain—particularly fine English china. One or more of 
these lines can be featured at a time with a Coronation 
theme. If you carry luggage and traveling accessories, 
you will want to promote them with British travel posters 
for those who are planning to visit England this summer 
-—and many people are. 

It is too early yet to offer a comprehensive list of dis- 
play materials with Coronation motifs which will be 
available, but many of the display houses are showing 
such material and more will no doubt be offered later 
in the spring. Posters, photographs and descriptive ma- 
terial will be available from a number of British associa- 
tions which have offices in this country, and some help 
can no doubt be expected from British Consular offices 
throughout the country. Local travel agents may be able 
to put you in touch with helpful material. 

The jeweler must be especially careful in choosing such 
display material as reproductions of the royal crowns 


(Please turn to page 112) 


Coronation in Your Windows 


The pending Coronation of Queen Elizabeth has aroused the interest of countless 


people throughout the world. It is an interest which affords jewelers an ideal 


















opportunity to tie-in their window display with the pageantry of the occasion. 






































General jewelry store mer- 
chandise is featured in this 
window display against an ap- 
propriate background setting. 


























by WINIFRED PARKER 


SR 


HE coronation of young Queen Elizabeth 
of Britain on June 2, next, has been influencing clothes 
and jewelry fashions in America for almost a year, and 
there’s a heightened flurry of excitement as the important 
day draws near! Manufacturers are offering all sorts of 
newly-inspired coronation designs, promotional publicity 
is rolling by the reams, and newspapers are packed to 
their margins with coronation fashion news. 

Our interest is to see how all this fashion excitement 
can be used, in a frankly commercial way, to fill the 
royal coffers of our retail jewelers. And the prospects 
look excellent! 
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This crown for a regal bride, top, was created Coronation inspired jewelry by Raymond Abrahams 


by Sally Victor; diamonds by Cartier. Wedgewood includes crown pin set, top, with 60 old cut dia- 
blue cameo set by L. Heller & Son, features Queen's monds; about $1500 retail. Also Victorian style 
portrait. Necklace is $24, earrings $8, retail. bangle bracelet, diamond cluster ring, diamond 


drop earrings, Victorian style amethyst pendant. 


Illustrations by Dorothy Burke 




















































For men, Swank has created royal crown cufflinks 
and royal sceptre tie clip. $6 per set, retail. 


England’s Elizabeth is an especially appealing person- 
ality because of her position, beauty, and youth—and 
perhaps because she symbolizes part of everyone’s linger- 
ing child dream of a beautiful Princess riding in a 
golden coach to happiness. Anyway, multitudes of women 





> 

| all over the world dream of being like her, and stimulating 
the desire for a certain effect is the first step in success- 
fully putting over any fashion program. 

The coronation already has increased public interest 


) in jewelry of all kinds because of the attention focused 
on the great collection of British Crown Jewels, and upon 
| every piece of fabulous jewelry Queen Elizabeth wears. 
(Please turn to page 90) 

















Procession" carry-all by Volupté shows sceptre 
and coach. With black faille case, $17.50 retail 























Tara jewelry lends elegance to evening wear with Pin and earring sets by Trifari retail at $32.5 
matched ensemble featuring the Coronation motif. for the Orb, $25 for Sceptre and $25 for Crow 








Coronation pieces by Coro include a tiara, medal- 
lion necklace and rhinestone pendant earrings. 











One of 12 Coronation compacts by Elgin-American, 
"South African," right, retails for $4.95, no tax. 































Coronation Inspires New Jewelry 


The coronation already has been responsible for the trend 
toward regally splendid jewelry in exquisite, delicate : 
designs, and for many antique, ancestral looking pieces, 
it bas revived the fashion for tiaras and hair ornaments 
of every description, and is partly responsible for the 
growing trend by women in America to wear oreater 
amounts of jewelry—a trend we can expect to continue 
for some time. 


The coronation influence has touched upon our clothing 
styles, and in many instances, designers here, as well as 
in the field of jewelry, have reached back into time io 
find inspiration in the era of the first Queen Elizabeth, 
From these historical styles they have created moderp 
versions which are intentionally simple and seem espe. 


ee eee 


Ciner's "Coronet" compact with coat-of-arms cially designed as backgrounds for beautiful jewelry. 
emblem on engraved background comes with The question which came up most often while I was 2 


tching lipstick and black : $25, retail. . . : : 
ON PREY ene Sinan eens LES, satel gathering material for this article was, “How long can 


we expect to sell coronation jewelry? Will it be a dead 
item in inventory after June the second?” 
It should not be! Of course you will be selling toward 
a special event, but it is the most glamorous news event 
(Please turn to page 124) 











| Four regal motifs in Jacques Kreisler's Cor- 
‘onation series include a crown, orb, castle, 


,and lion. Cufflinks $7.50; tie bar $6, retail. 














Antique influence furthers Coronation 
theme in this choker of oriental pearls 
and diamonds by Raymond Abrahams. 
About $10,000 retail. Left, Empire styling 
in softly draped bodice shows adaptation 
of Coronation theme in a modern frock. 

























The coin which is hallmark of Coronation fea- | 
tured in jewelry series by Fashion Craft, is \ 
shown here as medallion. It retails at $3.50. | 






ye ) The Ledo Jewelry Co. shows its version 


Pig ms of King's swords taken from copies of 
Be Sie, Fe authentic pieces. $13.50 to $42, retail. 
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The Queen's watch in diamond and platinum by 
Vacheron & Constantin was given as a wedding 
gift by Swiss government to the then Princess 
Elizabeth. American watches were also given to 
the Queen and her husband during their visit 
jo the U.S. Hamilton's “Cathy” was given 
to Elizabeth, and a “Lord Elgin" to Philip. 
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Crown motif 


An example of Marvella's Coronation theme is 
Q fantasy combination of the circle, crown, 
and "3 feathers" symbols. Earrings, pin $5 ea. 


FOR MARCH, 1953 


is featured in this 
diamond wedding band by Raymond 
Abrahams. About $3,000, _ retail. 


Replicas of Coronation coach and sceptre are 
fashioned in rhinestones and mock pearls by 
Ciner Co. Coach pin (upper left) is $5; the 
coach charm (lower) $6; sceptre pin, $12.50. 


Diamond jewelry by Oscar Heyman & Bros. 
shows Coronation influence in flower-like designs 
and in twin heart brooch topped by ruby crown. 


Appropriate for the Coronation is this 
platinum cultured pearl pin manufactured 
by the Imperial Pearl Syndicate, Inc. 


This John Frederic's hat with a fluff of 
white tulle gets special glamour treatment 
with diamond coronet from Harry Winston. 


Rhinestone jewelry and compact by Kramer 
Jewelry Co. in a Coronation theme. Crown- 
ing touch is provided by matching tiara. 
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An article in National Geographic magazine on "rock 
hounds’ was the theme of this Cooper window display, 
Realistic touch to a showing of rough and cut speci. 
mens of stones was miner's pick and shovel at right, 


Inherited Integrity Sustained by Edueation 


‘The jewelry firm of Fred J. Cooper, Ine., 
Philadelphia, is operated jointly by Elaine Cooper and 
her two brothers, Theodore and Douglas. The Cooper 
family likes to think of,themselves as “jewelers by birth” 
and a glance at their family history shows why. Elaine 
Cooper’s grandfather, F. R. Cooper, started in the jewelry 
business in Colchester, England, in 1883. His eldest son, 
Fred J. Cooper, came to Philadelphia and established the 
business which was later moved to its present quarters. 

Klaine Cooper early developed a love for working with 
jewels. Her ambition was to become a certified gem- 
ologist and this goal was attained in 1950. As a graduate 
of the Gemological Institute of America, Miss Cooper 
became the seventh woman in the United States and 
Canada, and the first woman in Philade!phia, to become 
a certified gemologist of the American Gem Society. The 
press notices of her admission as a certified gemologist 
gave her excellent publicity and stimulated her business. 

When asked whether she believes there is such a thing 
as a womans touch in the jewelry business. Miss Cooper 
answered, “Oh, yes, I believe that, being a woman, I have 
the advantage of knowing from experience what women 
like. I do think that women are very conscious of clothes 
styles which influence jewelry trends. And I think that 
I’m more aware of the fact that colors in jewelry and 
clothes can clash and I take this factor into consideration 
when buying and selling.” 

(Please turn to page 120) 
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A reputation as an authority on gems, capitalized 
by outside lectures and interesting promotion, 
has been a big factor in carrying on the tradition 


of this old-established Philadelphia jewelry firm. 


Elaine Cooper, president of Fred J. Cooper, Inc., is the seventh 
woman in the United States and the first in Philadelphia to earn 
the title of certified gemologist from the American Gem Society. 
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a Name that Girdles the Globe 
’ : § ’ 4 . = ‘ x 
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Unconfined, unrestricted 
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...Baumgold now produces 

a vast amount of the diamonds 
America uses... from precious 
gem stones to the diamonds used 
in the tools of American industry. 


[his is why Baumgold can provide: 
fd A tremendous selection in all sizes 
and shapes, including the famous 


Jagersfontein collection 


4 | : 
io Immediate Shipments 


C : 
fA lower price scale 











Creators of the CIRCLE of LIGHT diamond 





"ULC 
ons ay 
















VL. 


(lil afthiliate of : 


3 
BAUMGOLD 


Brothe rs, [ne 





Diamond Tool Research Co.. 305 East 45th Street. N. Y. C. 
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W over you like to cash-in on over 
$5,000,000 worth of national advertising reaching more 
than 60,000,000 consumers every month? Of course you 
would! And you can—if you tie-in with the new 1953 
Electric Housewares Gift Campaign! 

The most profit-promising feature of this year’s promo- 
tion program is the extensive exploitation of the enor- 
mous national advertising expenditures by the companies 
which are members of the Electric Housewares Section 
of the National Electrical Manufacturers Association 
to bring stores more immediate, more direct business 
benefits. 

How is this actually done? Through the constant, con- 
sistent use of the new 1953 gift theme logo in manufac- 
turers’ national advertising and publicity, in jewelers’ 
local advertising and display and on a permanent door or 
window decal that will identify stores as gift headquarters 
for electric housewares. This complete continuity multi- 
plies the promotional impact on the consumer and makes 
the 1953 gift campaign the most thoroughly “wrapped- 
up’ retail promotion in electric housewares history. 

Why is the Electric Housewares Gift Campaign a 
“natural” for the jeweler to promote? Because the jewelry 
store is primarily a gift store—and more than half of all 
electric housewares sold are purchases as gifts! This un- 
mistakeably means that the jeweler who participates 


NEW INSIGNIA 


SUGGESTED WINDOW DISPLAY 





Npark Additional Sales with th 


enthusiastically in the gift campaign can get a greater 
share of the more than $600,000,000 that passed across 
the counter for electric housewares last year. 


The jewelry store has a priceless possession that enables 
it to take full advantage of the electric housewares cam. 
paign—the sense of gift salesmanship developed through 
daily contact with gift buyers. This special ability plus 
the promotional material provided by the electric house. 
wares program adds up to rewarding results for the 
jeweler. 


What is the promotional material offered free to the 
jeweler to implement the 1953 Electric Housewares Gift 
Campaign? Here are the selling tools every jeweler can 
obtain through his distributor. ... 


1. A distinctive 3-color decal, designed for permanent 
display on doors or windows, to serve as a constant re- 
minder to customers of the importance of the jewelry 
store as a prime source of electric housewares gifts. This 
handsome emblem is a merchandising magnet to attract 
more traffic. 


2. A “Spring Sales Planner” to guide the jeweler, step 
by step, in promoting electric housewares for extra sales 
during the traditionally slower first-half of the year. De- 
signed for effective use by large or small jewelry stores, 
the “Spring Sales Planner” is packed with practical ideas 
for advertising, window and interior display and point-of- 








A wide variety of tie-in material, including 
a decal, streamers, planning guide and an 
ad mat package, is offered free to retailers. 





COLORFUL STREAMERS 


ELECTRIC HOUSEWARES. 
first GIFT choice 
bor Budes- 











first GIFT choice 
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Current 5) Million NEMA Campaign 


sale presentation plus trafic pullers and a detailed time- 
table for promotional action. 

3. Two eye-catching 3-color streamers, dramatizing 
oifts for Mother’s Day and June Brides, to help jewelers 
create more telling, more compelling, more selling win- 
dows and interior displays. These vivid, visual aids add 
color and promotional vitality to two of Spring’s most 
important gift occasions. 

4. A simplified ad mat package—distributed to more 
than 800 newspapers ‘from coast to coast for use by local 
jewelers to implement the “Spring Sales Planner” in their 
advertising—with actual item illustrations, special sea- 
sonal headings and gift theme logos. These free mats. 
available only at local newspapers, enable the jeweler to 
tie-in easily, to cash-in quickly. 

What can participation in the 1953 Electric Housewares 
Gift Campaign do for the jewelry store? The campaign 
can increase traflic—especially during March, April, May 
and June. It can multiply the number of satisfied cus- 
tomers and build a convinced clientele for all the other 
merchandise carried by the jeweler. The electric house- 
wares promotional program can accelerate turnover, re- 
sulting in more profits more often. The Electric House- 
wares Gift Campaign can establish the jewelry store as 


electric housewares gift headquarters in any community. 
(Please turn to page 132) 






























The 1953 Electric Housewares Gift Campaign 
is being backed by five million dollars 

worth of national advertising. Localize 

this advertising by using tie-in material 

offered to you by these manufacturers. 





Arvin 


FOR MAkcH, 1953 97 





April is Brand Names Month 





Next month in New York City the Brand-Name 
jeweler of the year will be announced. This award 
is made annually to the jeweler who has capitalized 
to the greatest extent in tying-in his store with the 
national advertising of manufacturers. 

The sales value of promoting brand-name mer- 
chandise is known to all jewelers. It has been 
proven that timely tie-ins with brand name products 
in ads and in-store displays lead to sales. Shown 
on this page are ways that jewelers have tied-in 
with brand name merchandise in their window 
displays. 





The Barr jewelry store at 5600 Germantown Ave., Philadelphia, 
featured this coordinated display of brand-name silverware and 
china during last year's JIC-sponsored "Silver Fashion Parade." 





The Watch Fashion Parade inspired Rank & Motteram, Milwaukee 
jewelers, to feature in each of their window displays one 
brand-name watch manufacturer. Sterling silver pieces were 
used in this display window to provide a change of pace. 





When a silverware company brings out a new pattern, it is news 
of interest to customers. And Bromberg & Co., Birminghm, Ala., 
marked the event by featuring the new pattern in this display. 


This clever window display, below, emphasizes the versatility 
of a nationally advertised wrist watch. The display was created 
recently by the Corrigan jewelry store of Houston, Texas. 





Bernie Fields, owner of Pinsker's, Middletown, Conn., used 
this graduation window display to feature a wide assortment 
of brand-name watches, pens and pencils, cameras, lighters, 
and other merchandise that would make apt graduation gifts. 
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THE MOST EXCEPTIONAL WATCHES 
AND CLOCKS IN ALL THE WORLD 


LE (OULTRE 


Throughout this year — more fine jewelers will find con- 
sistent, month-after-month plus-profits by ““Accentuat- 
ing the Exceptional” with their LeCoultre franchise. 





Throughout this year — more millions of those people 
who demand the “Exceptional” in quality, style and 
value will learn they may find it in LeCoultre Watches 


and Clocks. 


Throughout this year — again — LeCoultre’s Exceptional 
national magazine advertising will create countless 
more pre-sold customers for every LeCoultre Jeweler. 





ATMOS—The Perpetual Motion Clock! Everyone who passes 
your windows will recognize it—will want it—for ATMOS has 
been featured in every LeCoultre advertisement for the past 
four years! There’s a year-round demand for the Most Excep- 
tional Clock in All the World—display it continually! $175. 











LE COULTRE WRIST ALARM. “The Watch With a Golden Voice”. LE COULTRE FUTUREMATIC. A desire to own the 100% automatic 
Many men are eager to hear it remind them of appointments, watch will attract new customers every month. LeCoultre’s con- 
awaken them in the morning. They have seen it repeatedly _ sistent national advertising is responsible for the great popu- 
in LeCoultre’s national advertising. Gold-filled case, $99.50. larity of this exceptional automatic watch. Gold-filled, $99.50. 











LECOULTRE ARISTOCRAT. The inspired, imaginative beauty LE COULTRE ROYALE PURPLE MA AND LA. Sumptuous splendor, 


of this most exclusive line of stylishly-mated watches has won _ regally designed in 14K gold cases, this timely pair of mated 
the desire for proud possession of countless young couples watches lets you take the fullest profit-winning advantage of 
right in your own community. Gold-filled cases. Each, $71.50. | the very moment of fashion. For him, $159.50. For her, $129.50. 
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GEMOLOGY 


A Short Course in Gemology 


The information about jewelry stones which a jeweler should have in order 
to give satisfactory service to his customers is neither complex nor difficult 
to understand. This series of articles is written for that average jeweler. 


Part XIX: Conclusion 


Tix last of our well known transparent 
jewelry stones is kunzite, best known for its commemora- 
tion of the name of George Frederick Kunz, of Tiffany’s. 
It is not a very practical jewelry stone, nor is it one of 
great importance. Kunzite is a transparent variety of 
mineral spodumene. Spodumene is a lithium aluminum 
silicate and is the most important ore of lithium metal. 
The jewelry stone forms are transparent, and kunzite is 
a pale lilac color. Occasional crystals are very large, so 
that stones of up to 100 carats may be cut. The elongated 
crystals have a very good, almost splintery cleavage, con- 
sequently stones cut from them are a little fragile. The 


pink color is most intense along the upright crystal axis, . 


‘so the easy cleavage in a properly cut stone runs up and 
down. Its average refractive index is 1.66, and its spe- 
cific gravity is 3.18. 

Kunzite is doubly refracting. Prices run to about $15 
a carat retail, perhaps a bit more for a fine stone. The 
delicately colored stones tend to fade on exposure to light 
and in time become even paler. Other spodumene jewelry 
stones include the very rare hiddenite (an emerald-green 
variety found only in North Carolina), pale green, color- 
less, or pale yellow stones, sold simply as spondumene. 
Kunzite was first obtained in California, later it has 
turned up in Madagascar and Brazil. The best crystals 
are still the original ones from San Diego County. 


‘HEMATITE 


Now, concluding the opaque stones, hematite, like 
pyrite and marcasite, is also an iron mineral. This one 
is a hard black iron oxide, with a specific gravity of 5.05. 
It is the chief ore of iron. The ore varies from soft and 
red, the “paint” of the American Indians, to dense, black 
metallic masses. As a jewelry stone it has found more 
acceptance in South America than in the United States. 
In Latin American jewelry we often see facetted brilliants 
of hematite, sold under the name of acerina. In this 
country hematite makes its only appearance in cameos 
and intaglios, usually depicting a warrior’s head. 

Unset hematites can be readily identified by the red 
streak that their edge makes when they are rubbed across 
a dull white porcelain tile. This is a mineralogical test 
known as the “streak” test. Its greatest single use in 
mineralogy is in testing for hematite. The name, hematite, 
refers to the blood red color of the mud that flows away 
when it is being engraved. A pressed composition imita- 
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tion of hematite has been marketed under the confusing 
name of hemetine. The streak is not red and it is said 
not to stand up well to any heat. As a stone it will prob- 
ably wear almost as well as the natural mineral, but the 
image is not, of course, hand carved. The value of 
hematite is low, little more than the cost of the engraving. 


MALACHITE AND AZURITE 


To finish out the ores, we find two more in occasional 
use: malachite and azurite. These carbonates of copper 
are commonly found by the ton. They form near the 
surface in copper deposits, from the alteration of the 
original copper orés. Like all carbonates, they are soft 
(marble is a carbonate) and they are easily cut and pol- 
ished. Their specific gravity is about 3.80. Malachite 
has been used in stone carvings and in some jewelry. It 
often forms stalactites, and becomes banded. The green 
banding is so prevalent that it can be used to recognize 
the material. Malachite is readily soluble in acid and 
easily blackened by a flame; so a piece of jewelry con- 
taining it should never be “pickled” or heated. 

Malachite first came into use in Russia as a decorative 
stone, but, since it is only found near the surface, those 
deposits were exhausted long ago. Today, the best and 
most solid masses come from the Belgian Congo. It is 
sold in chunks to the lapidary, costing him around $5 a 
pound, but there is usually considerable loss in the work- 
ing. The charge for a carved object will be partly for the 
material, but mainly for the work. We see many Chinese 
carvings of it. It might be confused with one type of very 
opaque bright to dark green jade, but the jade does not 
show the banding and is much harder. Glass imitations 
are also harder. and have a higher polish. 

Azurite, the blue carbonate of copper, is rarer than 
malachite and is seldom polished, except when it is 
associated with the green carbonite. Stalactites with 
bands of blue and green have been cut into decorative 
objects. Like malachite, azurite is soft. If there should be 
any question about its identity it can be tested with a 
drop of weak acid (vinegar or lemon juice will do). 
Azurite and malachite dissolve and give off bubbles of 


carbon dioxide. The acid takes the polish off a surface 
(Please turn to page 121) 
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REFERENCE GUIDE TO THE VARIOUS STONES USED IN JEWELRY 


















































































































































































































































































































































































































































_ ~ 
RESIST- REF RAC- 
ANCE TO; PRACTICAL REF RAC- TIVE MOST LIKELY RECOGNITION 
NAME COMPOSITION COLOR WEAR SIZE! CcOSsT2 TION INDEX DOUBLE CHARACTERS 
————————_— | a 
Diamond Carbon White to brown and Excellent | Any High Single 2.42 | Zircon High index, dispersion 
fancy colors Titania Single refraction 
| Cut and luster 
Ruby a Aluminum oxide Red | Good | Small Very high Double 1.78 | Synthetic | Inclusions and shape of 
(corundum) | | | flaws 
Sapphire a Corundum Blue Good _ Medium High Double 1.78 | Synthetics incl. spinel | inclusions, double | refr., 
| | | | | dichroism 
Fancy Sapphire Corundum Yellow, pink, white, Good Medium to | Medium Double 1.78 Synthetics, glass and | Inclusions, double refr., 
orange, green, violet large | doublets | refr. index 
Star Ruby and Corundum | Red, pink, violet, blue | Good Medium to Hightolow| Double | ...... Star quartz | Appearance of back, color on 
Sapphire | gray large Synthetic stars | side view 
Synthetic a | Corundum - Yellow, pink, blue, red, | Gco | Up to 20 cts. Low Double 1.78 | Synthetic ‘spinel, glass | Double refraction 
Sapphire | | ete. Refractive index 
or Ruby — ; a 
Spinel rr Magnesium alu- | Red, blue, gray, lilac, Medium | Medium Medium to ‘Single 1.72 | Synthetic sapphire, Refractive index 
minum oxide =| orange | low | garnet | Single refraction 
| | | | Inclusions 
Synthetic | Spinel Blue, white, light blue, | Good | Up to 40 cts. Low Anomalous 1.73 | Spinle, Sapphire, Weak double refr., lack of 
Spinel | yellow, gray, green, | double | aquamarine, topaz, dichroism, refr. index 
| Alexandrite colors © | | Alexandrite 
Emerald Beryllium alumi- | Green Poor | Medium Very high : Double 1.58 | Soldered emerald, | Emerald filter dichroism, 
num silicate | glass, tourmaline, | refr. index 
(beryl!) peridot, green garnet | 
Synthetic | (Beryl) Green Poor Very small High Double 1.58 Genuine emerald | Flaws, brilliant fluorescence 
Emerald | | | in UV 
Aquamarine | (Beryl) Blue-green to light Good | Any Medium Double 1.58 “Synthetic spinel, blue | Double refraction 
| blue | topaz Refractive index 
Golden Beryl! (Beryl!) | Yellow-green to golden | Good | Any Medium Double 1.58 | Quartz topaz | Refractive index 
| Precious topaz _ Double refraction 
| Glass, doublets | 
Morganite (Beryl) | Pink to rose Good | Any Low to Double 1.58 | Kunzite, tourmaline 7 Refractive index 
| | medium Pink sapphire | 
Tourmaline | Complex silicate Red, pink, green, blue | Fair Green any Medium | Double | 4.63 | Many stones | Double refraction 
| wine, brown, yellow Red to 50 cts. | | | Refractive index 
| Others medium dl 
Kunzite | Lithium aluminum Pp Pink to colorless _ 7 Poor Any Medium | Double 1.66 | Pale amethyst | Fefractive index 
| Silicate | | Morganite | 
Precious | Complex silicate | White, blue, golden, | Fair | White and blue | Low to Double | 1.62 Beryl, aquamarine Refractive index 
Topaz | pink | any size medium | quartz, topaz 
| Gold and pink Medium 
| | | to medium | 
Garnet | Variable silicates | Reds, brown and green | Good to | Reds too dark Low Single or 1.74 to | Spinel, synthetic, glass | Single refraction; inclusions, 
| fair | when large Anom. 1.88 | refractive index 
| | Greens to 6 cts. High double | 
Zircon | Zirconium silicate | White, blue, brown, Poor Small to Low to Double 1.79 to | Diamond, synthetics Double refraction: wear on 
yellow, green | medium medium (Strong) 1.98 facet edges 
Peridot lron magnesium | Yellow, green | Fair | Any Medium Double 1.68  |Tourmaline | Strong double refraction low 
silicate | (Strong) | Chrysoberyt dichroism 
Chrysobery! | Beryllium silicate | Yellow, green, brown | Good | Medium Medium | Double 1.75 = Refractive index 
| eridot 
Catseye | Chrysoberyl | Greenish 1 to brownish | Excellent | To large High | Double 1.75 : Quartz : | Gravity and translucence 
Alexandrite | Chrysobery! | Green by day | Good | Russian (small) | High | Double | 1.75 Synthetic | Dichroism, inclusions in 
| Amethyst by night | | Ceylon (medium) | | synthetic sapphire 
Opal | Hydrous silica | Color flashes in white, | Poor | Large Low to high | Single 1.45 | Glass | Color changes 
| | gray, black or colorless | | | | 
Quartz | Silica | Transparent: | a 
Colorless-rock crystal.| Good Large Low Double 1.55 Glass Refractive index and double 
| Purple, amethyst. .... Good | Large Medium Double 1.55 Glass refraction 
_ Brown, quartz topaz...| Good | Large Low Double | ...... Glass Color patches in amethyst 
| Pink, rose quartz.....| Good _ Large Low Double 1.55 Glass and quartz topaz 
| | Smoky, cairngorm....| Good | Large Low Double 1.55 Glass 
| | Translucent: | 
Striped—agate ...... Good Large a aero rare boars Glass Crystalline bands 
| | ne “Ne Good | Large nn: peekinne: ePi iets Glass Bubbles in glass 
paqu 
Uniform or deentl | 
jasper... .| Good _ Large en, Glass Appearance 
Feldspar | Alkali aluminum Opaque, green Fair Large SS re | oe Jade Cleavage sheen 
| silicate (amazonstone) 
| Blue sheen Fair Large Very low ee Secu Brazilian butterfly 
| (labradorite) | 
| Translucent, white Fair Large Very low eo 1.52 Glass or white onyx Blue sheen 
| (moonstone) | 
Turquoise | Copper aluminum | Blue | Fair Large i [apenas ype | Glass or composition - Difficult if matrix not present 
phosphate | | | 
Jade _ Complex silicate Green, red, black, | Good ' Large Low to 1.65 to | Onyx or glass | Luster of polished surface 
mauve | very high 1.68 
1 Small—to 5 cts. Medium—to 50 cts. Large—over 50 cts. 2 Low—to $5 a ct. Medium—to $100 a ct. High—to $1,000 a ct. 
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Brand Name Promotions 





With a Loeal ‘Brand’ Touch 





Located in a wealthy cattle country in Texas, Busch & Sons key 


all promotional activities to brand-name selling; but a local touch 


by GRIER LOWRY 


A window card tie-in (below) of cattle 
brands of local ranches with well-known 
lines of merchandise typifies the local 
flavor of the “brand-selling’" program 
used by Busch & Sons, Abilene, Texas. 











“BACK-TO-SCHOOL ; 
<= RUSCH i SONS =| & 
; 2 ‘ 
me + 4 
Oo) XX A ‘ 
XBULOVA Y 
o ‘ 
v; X G CE... 
rs q 
9 *XELGIN \ 
XX 4YOUWTOW ( 
‘ X SF Wax 4 


DWE 
% 
3) 
> % 
= 
& 
@) 
/ 
S 


of flavor is always injected to create interesting merchandising. 


ees over-all promotional activities at Busch 
& Sons, Abilene, Texas, is based on “brand selling” in 
visual merchandising as well as in newspaper and radio 
advertising. 

“We continuously spotlight our broad roster of well- 
known, high quality lines of rings, watches, sterling silver 
and photographic supplies with planned tie-ins with 
national advertising,” says Frank Fito, manager. “But 
we also endeavor to anchor people’s attention to our 
extensive offerings of brand names with a number of 
effective merchandising ideas having a local flavor.” 

Special window cards, 18 x 22 inches, illustrate the 
local touch injected into brand promotions. Each of these 
cards, which are mounted and framed to give them a 
finished appearance, itemizes five or six brand names that 
are carried in a single store department. The local touch 
is provided by including cattle brands of five or six of 
the territory’s large ranches. A caricatured sketch of a 
cowboy adds extra zest to the cards. Because the store is 
located in cattle country, these cards are real traffic- 
stoppers. 

Tie-in of nationally advertised lines of stocked mer- 
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chandise is made natural and easy by employing catchy 
phrases such as: “Busch & Sons—Like Texas—Famous 
for Brands. .. .” 

Unusual window displays keynote the firm’s efforts to 
attract sales during bad weather seasons. A miniature 
train, scaled to the exact dimensions of larger models, is 
operated on a track encircling a display of diamond 
rings. Each of the string of 18 boxcars is trademarked 
with one of the firm's leading lines. 

A typical diamond window at Busch’s is set up with 
36 wedding ring sets, a dozen men’s diamonds, 20 engage- 
ment rings, 12 dinner rings, and a good selection of plain 
and fancy rings. 

Ring stands with wooden bases and slots for insertion 
of small price cards are used. All items displayed in 
windows are priced since it is the experience of the 
management that failure to mark merchandise has a 
tendency to “scare” buyers. 

Busch’s believes a large investment of time and effort 
to window display wizardry is profitable. The firm has 
had unusual success in selling watches in particular by 
utilizing dramatic, well-timed window displays) ———> 
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Diamonds 


In addition to diamond advertising, promoting the 
diamond engagement ring tradition in Life, Look and 
The Saturday Evening Post—and diamonds for gift 
occasions, in Vogue and Harper’s Bazaar — diamond 
publicity works to boost your diamond sales. This part 
of the Diamond Promotion brings appealing diamond 
news, pictures and ideas into every town in the United 
States — into your town. 

Through newspapers, magazines, television, radio 
and motion pictures, operating from New York, Holly- 


e 
BS 


q 
: 
4 
4 


Shean 


ead 





And You 


Lectures 





Diamond publicity 
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wood and from Paris, the diamond publicity program 
delivers an average of more than 3,500,000 diamond 
messages in the United States every day. (This figure 
is a carefully conservative estimate based on the 1951 
returns. ) 


Here are some of the kinds of publicity that the 
Diamond Promotion creates — publicity that reaches 
your own customers and others who might be your 
customers. You can use it to build diamond business 
for yourself, 


‘a Century Of Diamond Engagement Ring Styles 


New York Headlines 


x 









For You 


Newspapers 








On a vear-round sched- 
ule, the diamond story is 
told by word of mouth— 
especially to the coming 
generation in the schools 
and colleges. Gladys 
Babson Hannaford lec- 
tures on diamonds to 
your own customers. To 
groups of jewelers, she 
gives the inspiration of 
fresh ideas and methods 
for diamond selling. 


—can promote these lec- 
tures whenever they are 
presented in your terri- 
tory. You can also give 
diamond lectures your- 
self to school. church and 
club groups. For talks 
prepared for your own 
use, write the Diamond 
Promotion Department, 
The Reuben H. Donnelley 
Corporation, 305 E. 45th 
St., New York 17, N. Y. 


The diamond engagement 
ring in features for the 
women’s pages... dia- 
monds in the fashion 
news from the fashion 
capitals of the world... 
diamonds in news of the 
betrothals, birthdays and 
ball gowns of movie stars. 
royalty and other celebri- 
ties...diamonds in scenes 
where every woman sees 
herself! 
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—this publicity, in pa- 
pers and magazines your 
customers read, plows 
the ground and sows the 
seed for sales. Plan pro- 
motions and advertise 
through the year to reap 
the benefit of diamond 
fashion interest, the en- 
gagement ring appeal 
and the dreams of dia- 
mond gifts that grow 
from this material. 


DE BEERS CONSOLIDATED MINES, LTD. 


Profit by this AMON |) Promotion—make it work for you 
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Radio advertising has been largely responsible for the 
headway the firm has made in attracting business from 
a 200-mile outlying trade area. Two 30-second spot 
announcements occur daily on an Abilene station. One is 
timed to precede the morning news program, the other 
follows late evening news. The frequency of the an- 
noucements is stepped up to ten daily during the holiday 
season when layaways, mail orders and gift-wrapping 
are featured. 

Good examples of the method used to emphasize the 
values of brand names in radio copy are these phrases 
taken from commercials: “Busch & Sons, since 1880 
famous for brands. .. . Trade names are the symbol of 
merit. They represent protection and assurance of value. 
That’s why Busch’s carries nationally-known precision 
watches—Hamilton, Bulova, Longines, Elgin... . Set your 
table with everlasting loveliness of Holmes and Edwards 
patterns. Each pattern reflects distinctive, unusual crafts- 
manship. . . .” 

“We go all-out for the business of housewives in radio 
advertising,’ Frank Fito explained, “and have found 
housewives susceptible to our offer of a free chest with 
each $50 silver purchase. This has built traffic because 
it isn’t necessary to complete the $50 minimum purchase 
in one visit. Shoppers frequently buy only one piece 
of sterling, then return and complete patterns so they 
may receive the chest. This giveaway also clicks nicely 
on repeat business. Customers continue to buy odd pieces 
at our store after they receive the chest.” 


The store gained valuable publicity recently when it 
furnished prizes to people on the “Queen For A Day” 
network radio show which was broadcast for a week from 
Abilene. The store awarded a ladies’ jewel-studded wrist 
watch to winners on the daily broadcasts. 


Ring and sterling silver sales represent a very sub- 
stantial portion of the store’s total volume. In fact, 
sterling volume showed a 100 per cent increase last 
August and September over the same period of the 
previous year. 


The store has noted a quickened sales pace of high- 
priced, custom made mountings, selling from $1,000 
and up to the price-is-no-object oil and cattle customers. 
However, the real “bread and butter” ring traffic is com- 
posed of ring sales in the $150 to $250 bracket. 


The store is active in supplying favors for banquets 
sponsored by social groups in Abilene’s large high school 
and three colleges. The store has furnished favors—gold 
filled pencils for boys, jewel boxes for girls—for numer- 
ous functions each year. Profit is of no importance since 
“the project is a distinct asset to the business,” Fito said. 
“because it places our name and reputation for high- 
grade merchandise before the big crop of prospects for 
the future.” 


“The favors are packaged at our special gift wrapping 
counter with the same exacting care accorded a twe 
hundred dollar item. If requested, we wrap all of the 
favors in the colors of the group sponsoring the affair. 
On each package is affixed our store sticker which gets 
our name before the banquet. 

“Fifty, uniform, smartly-wrapped packages,” Fito 
noted, “can present a spectacular sight laying on a ban- 
quet table; the comment aroused is invaluable publicity 
among the high school and college set.” 
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The store's customers are reminded by strategically located 
cards in display areas of the firm's long retailing record, 





Smartly wrapped gifts for high school and college banquets 
and parties enhance the firm's prestige with the younger set. 













Busch & Sons have found that offering customers a free chest 
with each $50 sterling silver order has helped to boost sales. 
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We have a large stock of Precious 
Stones, mounted and unmounted from 
which to make your selection. Let us 

cooperate with you on your special calls. 
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Gumm Jeweler’s local promotion for Keepsake features this attractive 
window with mass ring display highlighted by Keepsake window card, 
Guarantee Certificate and display unit. 


Only Keepsake Offers You 
All These Big Selling Advantages 


@ Saleability — nationally advertised by the biggest @ Keepsake prices are nationally established from 
campaign in brand-name rings. coast to coast. 


@ The strongest Guarantee in the trade .. . gives 
every Keepsake customer written proof of quality. 
@ The words “Guaranteed Registered Perfect Gem” 
appear on the Keepsake tag. @ Guaranteed by the Good Housekeeping Institute. 


@ Exchange privilege is assured if turned in later on 
a Keepsake of greater value. 


Take advantage of Your Opportunity 
for Profit with... 


Keepsake 


America’s Largest Selling Diamond Rings 








Write for Information to... 
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customers to our store’—Gumm 


Wichita Jeweler pleased with profitable sales created 
by local and national Keepsake advertising 
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Mer. Wm. H. Jenkins (/e/t) and his assis- 
tant discuss Keepsake’s many strong sell- 
ing points. 






i 
t Kee, 2 

fe) Ss. Pp 
ryivene ne, Sie . hay, xe dig re 
Qgo, Cen; 2@ , ° Sozg ng, We g 

Srey “Bin é 0p), CUP r * do, 
Ps Z kno : 2 Use bl, me Kee 
ake x, a om, p Ple Psa 
Cus, Zon, ™ Peay tis ‘ure. a 
Come, e Cou) . by 8 ang ing @s, Zt te So ie 
iny qd % ee e [Me > 

a Ou i @ 

Sx Pou > 2to 

st nf Or ty? of Our tong, 

° han Cup th. Pe 
* Ling °&ds ° Ving Skin 
tha, ~ den & 
Tin dep 
Bs D Ship 
Te oly 








A. H. POND CO., INC. Syracuse 2, N. Y. 
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Massed Display 


Robert Armstrong, owner, points out to a customer the various ring styles available. 





Emphasizes Ring Variety 


Customers entering the Armstrong jewelry store cannot help but notice and be impressed 


by the vast number of ring styles and mountings on display in the large counter cases. 


=_—— some original ideas in both lay- 
out of the ring department and in the extensive stock 
carried, has resulted in an encouraging volume increase 
over recent years at Armstrong’s, Waco, Texas. 

Unlike many jewelers who feel that the prestige and 
eye-appeal of diamond rings is proportionate to the 
sparse number shown in display cases, Robert Armstrong, 
head of the firm, has deliberately gone the other way and 
concentrated on a mass display so impressive that no 
newcomer to the store can fail to notice it. Over 25 per 
cent of the total display area made up of counter cases 
is devoted exclusively to rings, more than twice the size 
of the former department, and so varied in interest and 
appeal that customers shopping in the store for entirely 
different items are bound to spend at least some time in 
examining the ring display. 

Included are all items which fit under the “ring classi- 
fication” ranging from diamond engagement and wedding 
rings through dinner rings, birthstone, men’s intaglios, 
cameos, insignia and fraternity rings. Interspersed in 
opposing cases is a wide choice of mountings, totaling 
more than 1,500. , 

The choice in complete rings is equally large, contain- 
ing more than 2,000 wedding ring styles, which Arm- 
strong believes cannot be matched in cities four and five 
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by ROBERT LATIMER 


times the size of this central Texas metropolis. Armstrong 
has deliberately doubled the size of his men’s ring stock 
with the result that the store has acquired a reputation 
for completeness in men’s rings, which is a constant asset. 
Layout of the department along the left side of the 
store has been gauged to meet six average types of ring 
customers, to which Armstrong’s addresses its merchan- 
dising efforts. First, in a 6-foot case are lower-priced 
engagement rings, wedding rings and matched sets. The 
price level here is around the $200 mark, and this case is 
so located to make service swift and convenient for the 
“average young engaged couple” of limited income. 
The second case is an extended 12-foot model, which 
displays its more than 1,000 rings in hardwood trays, 
each holding 28 to 32 rings. In the left half of the case 
are better-priced engagement rings and wedding rings, 
up to the $2,500 bracket, neatly spaced against a rose 
salmon background. The proximity of this case to the 
lower-price bracket is such that it is a simple step to 
“rade up” the diamond purchaser into better mountings 
and better stones, with only a step or two to the side. It 


has been significant that showing a larger number of 
(Please turn to page 125) 
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for those who desire the finest. 
Individual treasures available on 
consignment for your special requirements. 
A complete selection of 
platinum and gold jewelry, precious 


colored stones and loose diamonds. 


Diamond necklaces from 


. $2,500 to $25,000 keystone. 
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raymond abrahams 551 rifth avenue, New York 17, N.Y. 
Phones: VAnderbilt 6-0457-8 
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For prompt attention please address all inquiries Dep’t K-3 
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MORRIS ZALE 


President of chain 


O NE would have to go a long way to find a 
happier family than that represented by the more than 
1500 employees of Zale’s Jewelry Stores and its affiliations. 
And certainly one of the major reasons is the profit-shar- 
ing plan recently completed after several years prepara- 
tion and introduced last April. 

Perhaps the situation is best expressed by a new em- 
ployee who remarked, “I knew when I came to work at 
Zale’s that I was joining an organization that provided 
unusual opportunities for its employees. But I was hap- 
piest when I found out about the profit-sharing plan. 
You see, that takes us out of the ‘hand-to-mouth’ class 
and gives us plenty of reason to do our very best every 
day of every working week. Coupled with the hospitali- 
zation plan, it gives us the kind of security most Ameri- 
cans wish for.” 

Many months of research and study abetted by the best 
legal talent available preceded establishment of the plan. 
And, even then, it ran into a snag which, however, found 
a happy solution and is best explained by the following 
memorandum to employees: 

“While the profit-sharing plan has been approved by 
the government exactly as: outlined, the United States 
Wage Stabilization Board has issued a restraining order 
which prohibits the payment of profit sharing funds until 
the tenth year (the plan provides that these payments 
may begin at the end of five years) at which time monies 
due an employee must be divided into ten payments and 
paid over a period of ten years. This action is based on 
current moves to curb inflation, and the United States 
Wage Stabilization Board is, itself, of a temporary nature. 
As soon as the present emergency is over, all monies will 
be paid as originally outlined.” 

Excutives of the organization say that the Wage Board 
action has in no way dimmed or lessened the enthusiasm 
of emplovees for the plan. 

Any employee having a continuous active employment 
record dating from April 1, 1950, is eligible for credits 
during the first year of operation. The plan began April 
1, 1952. and earnings will be posted at the conclusion of 
the fiscal year, March 31, 1952. New employees become 
eligible as of April Ist of any vear following the time 
when they have completed one year of employment. All 
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Zale Profit-Sharing Plan 


Following several years of preparation and study, the Zale Jewelry Stores 
introduced a profit-sharing plan to cover its more than 1500 employees. The 


reaction of Zale’s employees to the plan can be described as **enthusiastic,” 


WILLIAM ZALE 


Vice-President 





employees from top to bottom participate, even the high- 
est paid executives. 

The period of employment is deemed continuous for 
the purpose of the trust in the case of an approved tem- 
porary leave of absence or if an employee has been called 
into military service and is subsequently re-employed. 

The rights of an employee are in no way affected by 
transfer and benefits are based on the aggregate period of 
employment in all stores. 

No employee is eligible to collect under the profit-shar- 
ing plan until he has participated in the program for a 
period of five full years. This aspect, of course, is modi- 
fied by the Wage Stabilization Board’s restraining order 
but will be restored when and if the Board’s order is re- 
called. 

After five full years of employment and upon termina- 
tion of employment an employee may collect 50 per cent 
of the credits earned on his account. This is increased 
10 per cent each succeeding year and under the same 
conditions; thus, an employee terminating employment in 
the 6th year may collect 60 per cent; one terminating em- 
ployment in the 7th year may collect 70 per cent; ete. 
After ten years of employment have been completed, if 
employment is terminated for any reason, the full amount 
credited to the employee’s account may be withdrawn. 
Withdrawals may be in one lump sum (this also is modi- 
fied by the Wage Stabilization Board’s order) or the total! 
sum may be divided into annual withdrawals in a period 
not to exceed ten years. 

The profit sharing trust gives every regular employee 
a personal and financial interest in the profitable opera- 
tion of his store. The amount of profit produced directly 

(Please turn to page 126) 
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... Brilliantly designed and 
superbly produced in the finest 
tradition of Korff craftsmanship, 
these are typical of the 
distinguished character of all 
Korff Creations. 

... Acclaimed by better jewelers 
as the quintessence of 
magnificence, they invariably win 
customer admiration. 


Available on consignment. 
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half a century of diamond jewelry superiority 
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Korff Building 


914 Walnut Street, Philadelphia 7, Penna. 
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Reversible Panel 
Puts Spotlight 
On Sterling Flatware 


Acting upon the theory that proper 
display “is at least 75 per cent of the 
sale where sterling flatware is con- 
cerned,’ A. & A. Ash, Inc., jewelers 
of Birmingham, Alabama, has created 
a novel panel display system. 

Instead of showing the 38 patterns 
which make up the store’s normal in- 


ventory in the usual countercase or 


“knee-hole case,” Albert Ash has as- 
signed the job to 28 reversible velvet 
covered panels which make up a huge 
“billboard display” in the rear sec- 
tion of the store. In direct line with 
the door, this display commands a 
good deal of attention during the day 
and even more at night, since it is 
located directly opposite an all-glass 
side entrance and adequate lighting 
is kept focused upon the case interior 
until midnight. 

The attractive case display consists 
of 28 12 in. x 12 in. plywood squares 
supported in four levels by blond 
hardwood “rails” running horizon- 
tally across the surface. The rails are 
six feet long and are spaced 12 in. 
apart. A deep groove cut into the 
top of each forms a rest for the indi- 
vidual panels which make up the dis- 
play, and hold each neatly in place. 
On the face of each panel are two 
patterns of a particular fast-moving 
line. Some “extra pieces” are in- 
corporated on some of the panels, 
but the usual display will include 











Strategically located in a position where it commands attention, this re- 
versible display panel for flatware has made customers silver-conscious. 


place settings of knife, fork, and tea- 
spoon, or a ceremonial-type setting, 
with butter-spreader, salad fork, din- 
ner fork, dinner knife, soup spoon 
and teaspoon. “We vary the contents 
of each panel with almost every dis- 
play change,’ Ash said, “simply to 
break up the regularity of the display, 
and to give it additional interest to 
passersby.” 

Perhaps the most unusual feature 
of the display panel is its “reversi- 
bility.” The plastic “claws” which 
hold the sterling flatware shown on 
the surface in place, are duplicated 
on either side, and the velvet cover- 
ing over the plywood squares is a 
deep royal purple on one side, and a 
light dove gray on the other. Thus, 
merely by flipping the panels over, 
and switching the flatware from one 


side to the other, a variety of color 
effects can be worked out, such as 
checkerboard, harlequin, broad 
stripes, zigzags, or diagonal stripes. 

“When we made the change, we 
had no idea of how sales would be 
affected,” Ash stated. “And we have 
been quite surprised at the results. 
We began selling more place settings 
from the first day the fixture went 
into use, and each day, the impulse 
appeal of the display brings in a 
dozen or more additional customers 
from the sidewalk. Shoppers who 
heretofore paid little or no attention 
to flatware displays in the usual coun- 
ter, now stop to look over the gallery- 
like display, and we believe that they 
focus attention on a particular pattern 
and remember it whenever buying- 
time comes around.” 





Coronation Display Ideas 


(From: page 87) 


and sceptre. 


possibly do justice to the originals. 


There will be such quantities of publicity in all maga- 
zines and newspapers that it should not be hard to find 
inspiration for your own windows. The accompanying 
sketches suggest a few possibilities of featuring different 


types of merchandise. 
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Such material is available from a number 
of display houses, but in most cases these pieces are more 
suitable for department store use than for the jeweler 
where comparison with real stones is to be made. Good 
photographs or drawings are more apt to encourage 
appreciation of the beauty of precious gems and metals 
than models in papier mache or plaster which cannot 


The first sketch suggests a showing of diamonds with 


a background featuring a framed portrait of Queen 
Elizabeth and pictures of the state crowns, the royal 


sceptre and orb. The open book in the foreground shows 
smaller drawings or photographs of the two most famous 
diamonds in the crown jewels—the Cullinan and the 
Kohinoor—with general copy about diamonds. The con) 
theme could be that although only a Queen may wear 
these massive stones, the quality and beauty of the dia- 
mond, however small, in your own engagement ring 1s 


comparable to them. The British Information Service, 


30 Rockefeller Plaza, New York, have photo prints of the 
crown jewels and pictures of the Queen available for a 
nominal fee. Such photographs might be enlarged and 
colored, or drawings made from them—or you may find 


other sources for suitable pictures ready to frame. Simple 
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beveled frames are indicated, but more elaborate ones 
could be used if they are available. 

The fashion theme is promoted by tying in with 
magazine fashion notes and photographs. An open 
magazine with suitable illustrations is shown in the fore- 
ground. Neckforms—or headforms if you have them— 
are draped with dress fabrics in varying colors. En- 
sembles of precious or costume jewelry are arranged on 
the forms and on the circular platforms beneath them. 
A framed photograph of the Queen is used against the 
background with three symbolic crowns supporting 
draped lengths of red, white and blue ribbon or fabric. 
Coronets of wire, papier mache or fabric-covered cut- 
outs can be used here since they are used symbolically 
and not as facsimiles of actual jewels. 


The silverware display is shown against a drapery 
of purple velvet extending in train-like fashion from a 
crown against the background. Flat panels cut in Gothic 
arch shape are placed against the background in an ofi- 
center pattern and copy is lettered on a long scroll. Copy 
would depend on what type of silverware is shown in the 
display. This would be a good occasion to tell the story 
of the origin of the word “Sterling” and its significance 

. or the history of English hall-marks and their influ- 
ence on our own quality standards in making silverware. 


The crown in this window can also be a symbolic modg] 
or cut-out since it is shown with silver and not jewelry, 
Allied Display Materials, 65 Madison Avenue, New York, 
have wire mesh crowns, suitable for use with fabrics and 
Austen Displays, 133 West 19th Street, New York, have 
metal and papier mache crowns. 

The final sketch suggests a background suitable for use 
with a display of British-made products. The sketch indi. 
cates a selection of various types of merchandise of 
British origin, but it could just as well be used with only 
one type of merchandise—china or leather-goods or what. 
ever you carry. A banner bearing the British Royal Coat 
of Arms hangs against the background. Panels resembling 
stained glass windows appear on either side. The British 
flag may be shown on a small standard near the copy 
card. Small cards are used to explain each of the different 
merchandise groupings. W. L. Stensgaard & Associates, 
346 N. Justine St., Chicago, IIll., have cathedral window 
designs printed on translucent stock which can be 
mounted in frames. The standard size is rather large, 
but they can be cut down. Stensgaard also have 
“Comura” panels showing the Royal Coronation Pro. 
cession and the crowning in Westminster Abbey. Sil- 
vestri Art Manufacturing Co., 1147 West Ohio St. 
Chicago, have Coronation banners and flags and models 
of the Royal Coat of Arms. 





Movie Tie-ins Pay Off for Jeweler 





Jeweler Lester Schick cooperates whenever possible with his local movie 
theater; above is a lobby display featuring Porky Pig wrist watches. 


—— sa 


promotion in that it made a lot of 
people happy while also providing 
fun for the audience at the same 
time. My pay off came from the good 
will of the winners and their parents, 
and from the excellent publicity the 
entire show received.” 

The theater manager arranged a 
lobby display advertising the Porky 
Pig birthday party and along side 
of it he put another bulletin showing 
the prize watches with the announce- 
ment, “Through the courtesy of Les- 
ter Schick, jeweler.” 

“Then from my side.” Schick 
added, “I put in a window display 
featuring a mass showing of these 
Porky Pig watches. The theater sup- 
plied three Porky Pig posters which 
served as my background.” 

When the movie hit “Twelve 
O’Clock High” came to the local 
theater, Schick realized that the title 
was appropriate for another tie-in. 
He set up a mass display of watches 
and clocks in the window, and added 


Cooperation with the local neigh- 
borhood theater in the way of tying- 
in window displays with feature 
movies at the showhouse, is paying 
off in higher sales for Lester Schick. 
owner of Schick Jewelry Store, Mil- 
waukee, Wisconsin. 

“T have never found any promo- 


tional method as effective as this 


movie tie-in,’ Schick stated. “I en- 
deavor to tie-in my advertising and 
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displays with the promotions planned 
by Larry Schulz, manager of the Na- 
tional theater. For instance, one year 
ago the theater ran a cartoon party 
featuring 25 cartoons in a full four- 
hour show. Since the cartoons fea- 
tured Porky Pig, I donated 25 Porky 
Pig wrist watches to be awarded to 
youngsters in some kind of an audi- 
ence participation contest. 

“This proved to be a wonderful 


an extra touch by setting each time- 
piece at twelve o'clock. The theater 
manager again provided the jeweler 
with colorful posters to use as back- 
ground props. 

In return for publicizing the movie 
in his window displays, the theater 
manager had a film trailer made up 
advertising the Schick Jewelry Store. 
And it was flashed on the movie 
screen at least once each night. 
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‘Theme Windows’ Stimulate Summer Sales 
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This clever window display was keyed to a nautical theme and it helped 
create interest as well as sales during the usually slow summer months. 


“For the first time in the 45 years 
this store has been in business, sales 
went up during the summer months,” 
reports Nathaniel (Bud) Ringold of 
Ringold’s Jewelers in Philadelphia. 
And Ringold attributes the success 
of his store’s summer sales to “theme 
windows.” 

While many Philadelphia jewelers 
were complaining about the dull sum- 
mer season, Ringold’s was featuring 
brand name merchandise at standard 
prices and showing unit volume in- 





the ship's masthead hung an ay. 
matic watch. 

Ringold, who with his mothe, 
owns and operates the store, decide; 
to carry out the ship theme. He ¢p. 
signed special nautical decorations 
and it cost about $45 to have then 
made. Above and behind the watch, 
manufacturer's display piece wa 
hung a giant lifesaver labelled, “Us 
Ringold.” This was draped with 
ropes, carrying the eye to the side of 
the window where giant white ap. 
chors were enmeshed in drapes of 
fishnet. Above this a sea scene mural 
was hung between two large seq 


creases in its various departments shells. 
from 6 to 30 per cent above the same 
period of the preceding year. Sales 
in watches, for instance, actually ex- 
ceeded those of the spring season. 
Helping to stimulate watch sales 
was a special window display built 
around a “ship theme” which was 
suggested to Bud Ringold by a dis- 
play unit made available through a 
watch manufacturer. 
tured a sailboat floating on the ocean 
and manned by a tiny sailor. From 


Most of the merchandise was ¢e. 
lected for its relation to the theme: 
water-resistant watches and clocks, 
pens that write under water, a novelty 
radio with a vacation beach scene 
painted on front, plus items to take 
on a sea voyage, from cameras 
through typewriters and binoculars, 

This display was left in the window 
for three summer months. The mer. 
chandise was changed each month 
and the display elements rearranged, 


The unit fea- 





Eyes on the Coronation 
(From page 84) 


display on your part pointing out that your store is ready 
to serve them with the latest in jewelry fashions cannot 
help but get results. 


DON'T OVERLOOK MEN 


And don’t overlook the men either. Although they 
might be the last to admit it, men in general have always 
favored the idea of the prestige reflected by the wear- 
ing of emblematic jewelry, seal and signet rings, etc. 
Linked with tradition as this type of jewelry is, it 
is a natural tie-in with thoughts of royal heraldry, coats- 
of-arms, etc. 

A dramatic and colorful window could be easily 
devised for the showing of men’s jewelry with this coat- 
of-arms idea. Small, vividly colored shields could be 
used as backgrounds for the entire window display or 
they could be spotted around the window to accent the 
various groupings of merchandise. 

Carrying this idea a step further, actual coats-of-arms 
could be secured from books in your public library from 
which blowups could be made and colored by hand. A 
novel idea would be to associate these coats-of-arms up 
with the names of some of the well-known persons in 
your town. Practically every well-known name has some 
coat-of-arms in its background and while they might not 
tie up with each family in your town, they can be loosely 
linked with practically any family names. In the case 
of fraternal emblem jewelry, an entire window could be 
devoted to the colorful history and present setup of the 
outstanding fraternal organizations. 
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Of course, you can go outside of your store to generate 
interest in this event and tie it up to your business, just 
like you go after the graduates in your local high school. 
Speaking about graduates, the ‘coronation falls in the 
graduation month so why not capitalize upon the two 
events with a contest to pick the “queen” of the girl 
graduates. Variations of this idea have been used many 
times before and successfully. Let the students, or the 
whole town for that matter, vote on the girl in the grad- 
uating class that they want as queen, with you offering a 
suitable prize for the winner. 

A natural display tieup would be an array of the photo- 
graphs of the entrants in your windows flanking or 
arranged before an enlarged photograph of Queen Eliza- 
beth. The actual prize or prizes for the “queen” and her 
runners-up could be displayed in the foreground along 
with suggested graduation gifts. 

You’d not only get the attention of all the graduates— 
your future customers—but you can be sure that their 
parents and relatives would know about your store before 
the contest was over. And what about your local news- 
papers? Don’t you think they’d give you a lot of free 
publicity on such an event as this? 


COOPERATE WITH NEWSPAPERS 


Speaking of publicity, your local newspaper would 
welcome any coronation tie-in material you can supply. 
After all, there is no one in town more familiar with 
gems and jewelry than the jeweler and the newspaper 
editor is more than receptive to the idea of being able 
to tie-in his general stories of the coronation with some: 
thing of local interest that brings the story closer to the 
activities of his local readers. What kind of stories? 
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No. 54 — Soft and loud 







alarm in maple 
base with brass 
3 ornaments. 
ait. Retail $10.95 







No. 160 — The popular banjo. 
True to the design traditions of 
Simon Willard. 26” high. Re- 
tail $29.50 























GIVING YOU 
AN EXTRA BONUS 


You are paid in more ways than one when you feature 
hand wound Herschede and electrical Revere Clocks. To 
meet every customer wish and bring you a handsome 
sales income there are outstanding table, mantel, wall and 
floor designs. More than that, the exquisite craftsman- 
ship and distinction of these clocks help make your store 
known for fine merchandise. The result is added prestige, 
bringing an increase of the most worthwhile patronage. 











No. 245—Presenting 
great Colonial 
styling. 86” high. 
Westminster Chimes 
on five tubular 

bells. Retail $605. 


West Coast price 
slightly higher. 











Send for color brochure showing all 37 Herschede designs. ies = 


THE HERSCHEDE HALL CLOCK COMPANY ~- CINCINNATI 6, OHIO 


Ci 
CLOCKS 


New York Office and Showroom 


37 West 47th St. 


Makers of 


Herschede Hand Wound Clocks 


Revere Electric Clocks 


Bennington. 
Elegance that 
appeals to the 
discriminating. 

79%/,” high 

Westminster 

Chimes on 5 
tubular bells. 

Retail $525 


West Coast price 
slightly higher. 
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inspiration in design. 


Westminster Chimes. 








Jewelled movement. 
high. Retail $40 


No. 708 — Along highly favored, 
graceful lines. 187/,” wide. Hour 
and half hour strike. Retail $45 
No. 76 _ Smart travel No. 808 
alarm with leather case. 
Jewelled movement. 2'/,” 
high. Retail $21 


— Same design with 
Westminster Chimes. Retail $65 


Prices do not include tax. 


kecvte, sania 
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Offer electric time at its best — accuracy combined with 
charming, authentic Westminster Chimes and distin- 
guished styling. Write for brochure illustrating the 18 
Revere floor, grandmother, mantel and table designs. 
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THE REVERE CLOCK COMPANY — CINCINNATI 6, OHIO 


No. 100 — Bright expression 
of contemporary designing. 
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Show him some of the new jewelry styles you have that 
are like those the Queen wears; tell him what you are 
doing to tie in with the coronation; give him some of the 
background of the famous gems in the Crown Jewels. 

The silverware firms are not overlooking the promo- 
tional value of the coronation by any means. While their 
policies may not tie-in directly with this event, two new 
silverware patterns recently introduced, “Reigning 
Beauty” by Heirloom Sterling and “Heritage” by 1847 
Rogers Bros., both carry the coronation flavor. Both can 
be directly tied into the coronation theme in your displays 
and advertising. 

All silverware, particularly hollowware, has such a 
strong English flavor that it will fit in beautifully with 
any coronation story you choose to tell in your window, 
newspaper or radio advertising. 

An interesting display could be the story of the develop- 
ment of silver craftsmanship in England and in this 








Can You Top This? 


A very attractive young lady entered the Lexington 
Ave., New York store ot the Swiss-American Watch 
Hospital, Inc., and asked salesman Hy Meltz if she 
might look at his stock of hoop earrings for pierced 
ears. Her clothing and the hat box she was carrying 
provided Meltz with the certain knowledge that she 
was a professional model. 

The glamorous customer selected a pair and de- 
clared she would wear them. She stepped over to 
the mirror and nonchalantly put the earrings into her 
ear. Nonchalance, however, turned quickly to panic 
when the model mournfully exclaimed to the jeweler 
that the earrings would not go in. Her ears had been 
pierced when she was very young, she remarked, but 
obviously lack of use had allowed the hole to grow 
closed. 

Meltz calmly suggested that she have her ears re- 
pierced by a doctor. The model discounted this sug- 
gestion by saying she needed the earrings for that 
day’s assignment. 

The model looked bewildered for a moment. Sud- 
denly a beam lit up in her eye and she said to the 
jeweler, “Why don’t you help me push the earrings 
through?” 





The startled jeweler retreated a few steps, stared 
at his customer a moment and then politely declined 
her suggestion, explaining that the process would be 
too painful. However, the model pleaded her case so 
effectively that Meltz finally agreed to assist her. 

The “patient”? sat down and “surgeon”? Meltz per- 
formed his first operation, not without some struggle. 
The patient bit her lip and endured the proceedings 
without a murmur. Meltz contributed all the murmur- 
ing and mumbling—to himself, of course. 


Write us a note about your unusual business experience 
(Literary style is unimportant.) $5 will be paid for each 
story published. Address JC-K Editorial Dept., 110 E. 42 
St.. New York 17, N. Y. No manuscripts returned; all 
become property of JC-K. Jeweler’s name and town will 
be used in story unless request is made to omit it. 
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Creating Extra Display Windows 
The A. J. Dean & Son jewelry store, Marquette, Mich 


has tried an interesting experiment with its alcove front 
Two small, illuminated display windows have been i 
into the black, gleaming lower levels of the front. They 
add to, rather than detract from, the appeal of the regular 
window displays higher up. 

. en eee ies, ; “ig 
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The small display windows are about 18 inches wide 
and two feet high. The lighting is indirect, and this helps 
to attract the immediate attention of people passing or 
entering the store. 
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country. Perhaps you can secure a few pieces of old 
silver to show in your windows along with the latest 
patterns you carry in stock. With everyone thinking in 
terms of history, so to speak, because of the coronation, 
any idea that you have that brings the past down to the 
present is going to benefit from the general atmosphere 
of the event. 

Maybe you could run a contest for the oldest piece of 
silver in your locality. The old pieces submitted with a 
short history of each would serve as the basis for your 
advertising of the new patterns and emphasize the dura- 
bility as well as the heirloom value of silver flatware and 
hollowware. 

This same idea could be carried out for your china 
and glass lines as well. Both of these lines trace their 
development through Europe and in fact today, many of 
the fine lines of English china figure prominently in the 
selling of many jewelry stores throughout the United 
States in conjunction with American-made lines. 

In the “Table Top Fashion” section of this issue there 
are shown some of the commemorative pieces of china 
and giftware that are being made for the coronation. A 
display of some of these with some of your latest styles 
in modern dinnerware would prove an_ eye-catching 
tie-up to focus attention on your china. 

Much of the romance and historical background of 
chinaware is contained in the booklet “Merchandising 
Table Top Fashions,” reprinted from the feature in the 
June, 1952, issue of JEWELERS’ CIRCULAR-KEYSTONE, from 
whom the booklet is available for 35 cents. 

There is no limit to the many ways jewelers can capi- 
talize upon this important promotion event. The few 
examples given here are to point the jeweler’s thinking 
in the right direction—so he does not overlook this oppor: 
tunity for the promotion of his merchandise and his store 
name. 
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Inherited Integrity 


(From page 94) 


Competition is met by the Fred J. Cooper firm by care- 
ful personal inquiry into the customers exact need, by 
direct mail to notify customers of new selections and by 
lecturing to groups, particularly schools and women’s 
clubs—a practice which her father started and, which he 
felt, repaid the firm for its time by creating and building 
interest in antiques and stones. For the past seven years, 
Elaine Cooper has given lectures at the rate of from two 
to three a month, besides taking her share of store opera- 
tion. At her talks, she displays both unmounted and fin- 
ished gems to her audiences. In large groups, she finds 
the audience cannot always see a small gem, and in order 
to hold their attention she now uses colored slides. 

Many of the clients of the Fred J. Cooper firm are from 
the professions and Miss Cooper finds that such people 
like to know the sources of antique pieces, the technical 
merits of gems and any little bit of history connected with 
a piece they are considering making their own. 

This store does a large business in diamonds and 
precious gems. Their antique jewelry, stated Miss Cooper, 
has a good turn-over, because purchases are made with 
particular prospective buyers in mind. The store promotes 
hand-wrought jewelry and uses the talent of twelve dif- 
ferent designing artists. With a variety of designing 
tastes, they satisy different customers’ tastes. 

Miss Cooper's reputation as a connoisseur of gems was 








capitalized upon recently in a window display. The firm 
used an article from National Geographic, entitled “Rock 


Hounds,” to set the theme. The velvet covered floor set 


~ off-ideally a display of unset and uncut stones, 


A realistic touch was supplied by the use of a pick 
and shovel perched on the velvet floor. Dispersed 
throughout the display were scrub growths. This display 
managed to fulfill its purpose: to attract the eye and inter. 
est of male window shoppers. 

To Miss Cooper, high moral ethics are a must in main. 
taining a sound jewelry business. To build a good reputa. 
tion, she feels a jeweler must establish and maintaiy 
sound practices. She feels that there must be able judg. 
ment in buying, not only in the careful selection of each 
piece, but in the overall picture of investment in inven. 
tory of various departments. 

Not only has Miss Cooper had the assistance of her 
brothers and sisters in building the business. but she has 
been fortunate in having the advice of Harry C. Walter, 
their father’s good friend, who has been of great help 
to them by advising them in their business affairs. 

Realizing the value of being a certified gemologist, 
Miss Cooper is bending every effort to permit her brother. 
Theodore, to reach this goal which he will obtain in the 
not too distant future. In the meantime, Elaine Cooper 
as the first woman in Philadelphia and the seventh woman 
in the world to become a certified gemologist of the 
American Gem Society, continues to contribute a definite 
woman’s touch, both locally and nationally to the 
jewelry business. 
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Gemology 


(From page 100) 


on which it has stood for a few minutes, so it should be 
tried in an inconspicuous part of the specimen. 

Jade is best known for its use in Chinese carvings, but 
+ finds some jewelry stone applications. Originally the 
Chinese seem to have fashioned objects from many differ- 
ent stones, and the term “jade” as it was then used, in- 
cluded all of them. With time and learning, however, the 
word has come to be applied to only two minerals; jade- 
‘te and nephrite. Both are complex silicates, and jadeite 
‘; far rarer than nephrite. Both have wide ranges of 
color, though some colors which are characteristic of one 
are not found in the other. Usually we have no trouble 
telling them apart by simple inspection. 


JADEITE 

Jadeite is a sodium aluminum silicate, with a specific 
gravity of 3.33 and a refractive index of 1.65. It is a 
network of interlocking relatively short, stubby crystals 
(in contrast to nephrite with a similar texture but more 
needle-like crystals) in which there are cleavage cracks. 
Consequently, a piece of jadeite, as it is turned in the 
sun, often gives reflections from one or another portion 
of the cabochon surface, indicating the location of one 
of the stubby crystals in the mass. Since the cleavage is 
prismatic, it means that the reflections are being seer 
more or less from the side. 

Jadeite ranges from translucent to opaque. The clearest 
material is white, almost colorless and. as a rule, will 
only be seen in sections of carvings. The best jewelry 
color is jewel jade, imperial jade, or precious jade. It is 
a bright emerald green and is fairly translucent, so that 
one seems to look into it, seeing into the depths of the 
stone. Gem jade is extremely expensive and may retail 
at several hundred dollars a carat. It can only be judged 
by comparison with other fine jades. 

Gem jade has always been more appreciated in the 
East than here, hence we seldom see a really fine piece 
of jade. Even the lesser qualities are very beautiful and 
jade should be more widely used in jewelry. It is a 
rugged and sturdy stone. not likely to break, though it 
may occasionally require repolishing. Ordinary jade is 
quite common and inexpensive. Some of this is bright 
green, but completely opaque. Then it somewhat resem- 
bles malachite. but can be distinguished by its much 
greater hardness. 


COLORS OF JADEITE 

Other colors of jadeite will be found in cabochons, 
including red-brown (like carnelian), a mustard yellow, 
a blue gray, and a pale amethyst lilac. Stones of this type 
may run to $40 or $50 for a fine stone; they are usually 
sold by the piece rather than by the carat. They all share 
the intergrown crystalline character, which gives them a 
slightly uneven color and polish. Jade cannot take a 
glass-like polish, because the hardness of the individual 
crystals varies in different directions, giving the polished 
surface its ups and downs. It is this slight surface irregu- 
larity that gives it the feel that the Chinese like, as they 
carry it in their pockets and rub it with their fingers. 
Stones that have been cherished in this way acquire a 
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WAKMANN WATCH WAYS 





THE PARABLE OF 
THE BLIND MAN 
AND THE TORCH 


by Icko Wakmann 





A blind man one day was tapping his 
way along the road. High in the air he 
held a blazing torch. A stranger, en- 
countering him, asked, "Why do you 
carry a torch in broad daylight? You 
are blind: what can you expect to see?" 
"The torch," answered the blind man, 
"is not to light my way, but the way of 
others —— that they may see me, that 
they may aid me in avoiding the pit- 
falls of the road!" 

The pitfalls of life's road, for the 
blind, are never-ending. To help avoid 
some of these pitfalls, my Company 
offers Braille watches, with dials that 
permit the blind to tell time by touch. 
It is likely ycu have seen these 
watches, for we are suppliers to the 
Veterans Administration. But what of 
the other blind among the 400,000 in 
the U. S.? They constitute a market 
every jeweler will want to serve. 

To these people, you can promote 6 
different Wakmann Braille models with 
ultra-shock-absorbing 17-jewel move- 
ment, raised Braille dots on the dial, 
extra-strong hands, and a snap cover. 
Traditionally, with Incabloc watches 
we give a One Year Repair Policy. But 
with Braille watches, we give a life- 
time guarantee on the movement. There 
is only a nominal charge for repairs to 
case, dial or hands. 

We sell 2 men's wrist models with 
Plexiglas cover, to retail at $37.50 in 
gold filled, $33.50 in chrome with 
Stainless steel back. Another men's 
wrist model, with metal cover, in chrome 
with stainless steel back, $31.00. A 
men's nickel chrome pocket mcdel, with 
metal ccver, $51.00. And, 2 ladies' 
wrist models with Plexiglas cover, 
$41.50 in gold filled, $39.50 in chrome 
with stainless steel back. Prices are 
exclusive of tax. Kindly forward your 
order today. It will have my personal 
attention. 








“The Only Incabloc Watch With The One Year 
Repair Policy” 
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patina that makes them recognizable as “fingering” 
stones. 

Jadeite comes mainly from Burma. There are other 
localities, including California, but the jewelry quality 
seems to come only from the Orient. Mexican jade is 
a true jadeite, and closely related to the Chinese mate- 
rial. It is found only as worked objects, whose original 
source has never been located. Some Mexican jades have 
a fine emerald green color. It must not be confused with 
the soft, dyed, banded onyx marble that is commercially 
sold under the false name “Mexican jade.” True jade 
cannot legally be exported from Mexico. The marble is 
easily recognizable by its softness, it is easily scratched by 
a knife. The onyx banding can usually be seen on the 
edges. 

























NEPHRITE JADE 


Nephrite jade has little jewelry use. Its commonest 
color is characteristically a dull green. Some has been 
cut and used in ringstones, but it is of little value or im- 
portance. Most nephrite “spinach jade” or New Zealand 
jade is used in large carvings. The needles that compose 
it are finer than those of jadeite, the polish is smoother 
and the colors it shows are never so attractive. It does 
come in milky white (“mutton fat”) and brown, as well 
as a dull green. Its specific gravity is 2.96 and its refrac- 
tive index 1.60-1.61. The best test is usually that for spe- 
cific gravity. It is found in many localities, including, 


in the U. S., Wyoming California and Alaska. Much of 





the Wyoming and Alaskan material has been sold for , 
few dollars a pound and been sent to Japan for carving, 


CONCLUSION OF COURSE 


With these minor stones, we bring to its conclusion oy, 
short course on gemstones. It has been our aim to pre. 
sent as clearly as possible the information that would be 
of the greatest practical value to the jeweler. The prices 
that have been given were those for average specimens, 
naturally there will be considerable variation in both 
directions. However, they give an indication of the price 
levels for each of the stones so the jeweler will know jf 
the stone in question is within the reach of his customer. 

An attempt has been made to eliminate details that arg 
of academic interest, but of limited value in the selling 
of stones. Those who are interested in following the sub. 
ject further will find a number of excellent books on the 
subject. 


TESTING INSTRUMENTS NEEDED 


Every jeweler should have some testing instruments 
available. First in importance is the refractometer. These 
are not easy to obtain at the moment, but it is anticipated 
that, as the demand increases, they will become increas. 
ingly available. Next in importance is the polariscope 
with a sensitive tint plate. For the distinction between 
genuine and synthetic stones a loupe will usually suffice, 
The experienced worker soon finds, however, that a 
binocular microscope permits so much more rapid and 
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sertain conclusions that no one who really wanted to make 
sitive identifications would attempt to study stones 
without one. A supplementary light source for indirect 
Jumination of the stones is sometimes helpful, but not 
essential. 

Other instruments that are frequently useful are a 
simple dichroscope (which can be home made from a 
‘ce of Polaroid film), an ultra-violet light for the quick 
‘dentification of synthetic emeralds and some other stones, 
an emerald filter, and, for the true expert, a spectroscope. 
It is suggested though, that jeweler start with the refrac- 
tometer and add the others as he feels the need for them. 

The table given with this concluding chapter provides 
a summary of many of the facts presented in the previous 
sections of the series and it will be found useful for 


reference. 





Wichita Landmark Meets Untimely End 


The familiar clock which had been standing in front 
of the Cleon Whitney Jewelry Store at 222 East Douglas 
in Wichita, Kansas, came to an untimely end recently as 
the result of an accident invoiving a bus crash. 

The clock was originally installed in 1899 by Varney 
& Reinhard Jewelers. Whitney purchased the clock in 
1915 when he heard that it was to be disposed of, and 
since that time it proudly remained in front of the Whit- 


ney store. 





Cleon Whitney inspects the shattered rentains of 
the clock which served Wichitans for 53 years. 


The clock, with its Gothic base and ornate case, had 
been a faithful timekeeper for virtually thousands of 
Wichitans. The jeweler said he considered it a privilege 
to give the citizens of his city the correct time. 





Firms in Ord, Nebraska, benefited considerably from a 
contest conducted by the Ord Chamber of Commerce, 
offering $50 in prizes for the largest fish caught between 
April 1 and October 1. The contest received quite a bit 
of publicity in local papers, especially when some entrant 
caught an unusually large fish. 
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of the World... 


For Over 63 Years RACINE 
has specialized in FINE 





AVAILABLE THROUGH YOUR WHOLESALER 


GALCO TIMERS The new Racine 


Catalog offers the 
world s largest 
GALLET TIMERS ia. 
selections of Timers. 
Write for it. 
GUINAND TIMERS x 
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Specialists in Fine Timers—Since 1890 
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How can you be sure? You can’t be certain 
but you can be prepared for most any eventuali- 
ty—and save yourself a lot of worry too. 


Nearly all of the losses you are likely to sustain 
as a jeweler are covered by a Saint Paul Com- 
panies’ JEWELERS’ BLOCK POLICY. It is 
practically an all-inclusive type coverage that 
plugs those holes which usually exist when you 
have a variety of policies for limited amounts. 


This simplified, comprehensive coverage can 
be yours with a Saint Paul Companies’ JEWEL- 
ERS’ BLOCK POLICY. The Saint Paul Com- 
panies pioneered jewelers’ block insurance and 
have an exceedingly strong record in the field. 
It will pay you to check into this unique pro- 
tection today. 


SEE YOUR ST. PAUL AGENT OR BROKER 


ST. PAUL FIRE AND 
MARINE INSURANCE 
COMPANY 







MERCURY 
INSURANCE COMPANY 


EASTERN DEPT. HOME OFFICE PACIFIC DEPT. 
90 John Street 111 W. Fifth St. Mills Building 
New York, 38, N. Y. St. Paul 2, Minn. San Francisco 6 
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Coronation Jewelry 





(From page 90) 


of the year, and it has exceptional opportunities fo; local 
promotional tie-ins. Also, you are going into one of th, 
peak periods of the year with Easter selling, Mother, 
Day, Father’s Day, Graduation gifts, and spring engage. 
ment and wedding business all ahead of you. The corong, 
tion theme can be a powerful addition to all of th 
seasonal selling. 
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Tying-in with the Coronation is this 
rhodium-plated crown pin with imported 
rhinestones and crystals from the J. 


W. Robbins Co. (China Overseas). 


The styling of coronation jewelry certainly puts no 
time limit on its fashion desirability. There are some 
gimmicks on the market, of course, but for the most part 
coronation inspired jewelry is in excellent taste. Heral- 
dics, for instance, have been growing in popularity for 
several seasons, and all heraldics can be considered 
coronation inspired. The same kind of common sense 
applies to almost all other coronation inspired designs. 
After June the second it may be necessary to give this 
jewelry something other than a coronation called name, 
and a new selling slant, but the merchandise should cer- 
tainly continue to be salable. And, of course, the British 
government isn’t going to let all the fan-fare surrounding 
this magnificently colorful occasion die down in one day! 

You will find several pages of photographs of corona- 
tion inspired jewelry and accessories for both men and 
women at the beginning of this article. They will give you 
a fairly comprehensive idea of the fashion scope of this 
merchandise, and fashion ideas for promoting it. 








Got a Gripe? 


(Believing that the pen is mightier than the sword, 
JC-K publishes this column with one purpose in mind: 
that it will lead to improved service among manufacturer, 
wholesaler and retailer.) 


What started out to be a simple business trans- 
action soon developed into a complicated five-act 
drama for Albert Warner, C. K. Merrill Co., Toledo, 
Ohio. He innocently ordered a Paul Revere bowl 
from a manufacturer’s catalog. 

A short time later he received a reply from the 
manufacturer who inquired, “What size do you 
want?” Warner opened his catalog to see what sizes 
were available and to his amazement noticed that it 
listed only one size. 

To top it all off, the manufacturer’s letter neg- 
lected to reveal what sizes were available or at 
what prices. 
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Massed Display 


(From page 108) 


rings in the better-price classification has psychologically 
aided the store in thus grading up budget-minded cus- 
iomers. “We show far wider choices in better price 
jiamonds than in the average-price bracket,” Armstrong 
emphasized, ‘and the mere fact that there is a much 
larger choice of these rings thus conveniently located. 
automatically suggests to the young couple that most 
people are buying in that bracket. This is a simple matter 
of physical location, but it has worked out surprisingly 
well.” 

Separated by a short aisle is the largest ring case of 
all, 12 feet long and almost 344 feet wide, which contains 
over 150 trays of rings. Each tray displays 28 to 32 
rings, and the choice ranges through another impressive 
lavout of women’s mountings, through dinner and acces- 
sory rings, to men’s intaglio, cameo, fraternity, lodge and 
emblem rings. Because this case receives the major 
amount of attention, located as it is within easy eye range 
of the door, and elevated somewhat above the preceding 
diamond and mounting cases, “mass display” brings the 
best results here. 

Results of so massive a display along the entire left 
side of the store are such that Armstrong employees 
invariably hear visitors comment, “My, did you notice 
how many rings are on display?” It is a certainty that 
the store name is bound to come up whenever the sub- 





ject of rings is discussed, and that the store will come in 
for at least its share of volume in all brackets of the ring 
department. 


Jewelers Offer Free Transportation 
To Attract Shoppers 


Three jewelry stores joined with other downtown Buf- 
falo stores in sponsoring a unique program of “subsi- 
dized” public transportation in order to attract shoppers 
into the downtown area. 

Participating were Gamler’s Jewelers, Levy Jewelers 
and T. C. Tanke, Inc. The program was set up jointly 
by the cooperating merchants and the Niagara Frontier 
Transit System to provide free bus rides home for any- 
one coming downtown to shop during a ten-day period. 

Any person coming downtown by bus and making a 
purchase of $1.95 or more in one of the cooperating 
stores was entitled to receive a token to pay the bus fare 
back home. Tickets exchangeable for tokens were pro- 
vided on the buses when a passenger boarded. The tick- 
ets were turned in at the store where purchases were 
made, and a token was given for the fare home. 

Official signs were displayed in the three jewelry 
stores and other stores giving tokens. Heavy promotional 
activity was employed to acquaint the shopping public 
with the offer, using the theme: “You’re Home Free 
When You Shop Downtown.” 
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Selling Slants... 

It’s sur prising the number of services which 
can be sold on an annual or monthly basis. 
For example, an Alabama laundry has organ- 
ized “Wife Saver Clubs.” For a family of 4, 
the weekly wash is done for $6 a month; for 
larger families the fee is $7. (The laundry 
operator credits the club idea with ringing up 
a 15 per cent sales increase last year. ) 


VOLUME 
BUILDERS 








Even the beauty salons have gotten into the 
act. A Minnesota beauty shop capitalizes on 
the same theme by offering “Coiffure Insur- 
ance”—the woman gets as many shampoes, 
sets and combings as she wishes for $15 a 
month or $40 a season. Dozens of year-around 
customers were obtained through this offer. 

Jewelers might well consider instituting a 
program for selling repair services on an an- 
nual or monthly basis. 











Profit-Sharing Plan 


(From page 110) 





affects the amount of credit accumulated for an oe, 
ployee’s account. The company may contribute » 
amount up to 15 per cent of an employee’s annual sala, 
during any one year. 

If employment continues, credits to the employee’, 
profit sharing account grow in direct proportion to th 
profit earned by the store where he is employed, Th 
final amount to be drawn is increased each year and th | 
longer he is with the company the larger the profits, 

In case of death of the participant the distributabl. | 
amount of his account is paid in cash to his or her berg. 
ficiary. : 

If at any time a permanent disability occurs, causing [ 
termination of membership, the distributable amount of 
the employee’s account is payable in a lump sum. 

Monies forfeited by employees who leave the firm be. 
fore they have completed five years of eligibility are dis 
tributed to the credits of other participants in the profit. 
sharing program in the particular store or organization 
to which he belongs. 

The company does not hold the profit-sharing fund 
and has no claim to funds credited to employees’ accounts, | 
The money is held in trust and funds are administered by | 
three trustees who have sole and complete custody and 
are not entitled to any compensation for their services, 
Profit-sharing funds held by the trustees may be invested 
subject to federal provisions governing trust funds. Em. [| 











a 

















NOW YOU CAN CHOOSE ... either of these fine Cuff 
Link Backs with a variety of solder attachments to suit 
every manufacturing need 






The "CUFFMASTER" 


TRADE MARK 


The ‘'Cuffmaster'’ or The "Wing Back" can be 
had with any of these 5 soldering attachments. 
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*Patented. Design 155,535 Patented Construction 2,472,958 
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The "WING BACK" 


AVAILABLE IN GOLD, GOLD FILLED, SILVER AND BRASS. 
DELIVERY FROM STOCK. CATALOG AND PRICES ON REQUEST 
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ployees share proportionately in all ‘profits and losses 
from these investments but do not incur any liability 
whatever. 

No money for the profit-sharing trust fund is deducted 
from employees’ salaries and wages. 

On March 31 of each year, at the conclusion of the 
fiscal year, an accounting of the funds will be made. The 
total adjusted for profit or loss will be credited to each 
employee’s account in proportion to his annual income. A 
card showing credits in full will be sent each employee 
upon the completion of auditing, giving each an annual 
statement of his share of the trust funds. 

“The broad purpose of the plan,” says William Zale, 
“15 to set up a retirement or an old-age estate. It follows 
closely behind the hospitalization plan with which em- 
ployees are so pleased. Both plans are operated out of 
company profits without employee contributions. Per- 
manent employees may now take pride in the fact their 
efforts toward the profitable operation of a store or or- 
ganization will earn for them a share of those profits and 
create for them a healthy and sizeable fund for use in 
later years. 

“I have stated frequently that the success of an organi- 
zation depends as much on the ability and loyalty of its 
employees as on the ability of its founders and executives. 
But employees must be given something to be loyal about 
...and this is the purpose of our effort.” 

The plan’s overall objectives are: increased profits be- 
cause of increased effort on the part of employees; keep- 
ing the turnover of employees to a minimum, thereby 
increasing efficiency and effecting a huge saving in train- 
ing expense; and, finally, the establishment of security 
for every man and woman engaged in the operation. 














Got a Gripe? 


(Believing that the pen is mightier than the sword, 
JC-K publishes this column with one purpose in mind: 
that it will lead to improved service among manufacturer, 
wholesaler and retailer.) 


Jeweler L. O. Wright, Lawrenceville, Illinois, has 
a gripe—and it’s leveled directly at THE JEWELERS’ 
CIRCULAR-KEYSTONE! 

“Articles on timeless subjects such as gemology, dia- 
monds, etc., should be published on full, consecutive 
pages,”” states Wright. “*They should not be spread 
out over many pages filled with advertising. I have 
many times started making a notebook of these 
articles, but finally had to give up because of the 
time required to clip and paste a complete article. 

“If I had been able in the past two years to simply 
cut complete pages and file them in a looseleaf note- 
book I would have now a very good, easily indexed 
library of timeless articles. They would be readily 
available as material for talks to clubs and various 
groups leaving me with a minimum amount of re- 
search work. 

“I believe this is a ‘legitimate’ gripe, don’t you?” 

Yes, Mr. Wright, you do hold a legitimate gripe. 
Unfortunately, it is not practical to follow your sug- 
gestion 100 per cent at this time. We do have to 
consider the advertisers’ requirements and desires, 
because without advertising we would have to charge 
$40 a year for subscriptions. However, in recent 
issues we have had several full pages of continuous 
material, which was backed up with advertising. We 
are penny at all times about improving our service 
to the retail jeweler and we shall certainly keep in 
mind any mechanical changes which will benefit our 
readers. 
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GOLD PLATED 


Yushton Jewels Y 


Made Especially for Jewelry Stores 


Designed by an expert to give the 
retail jeweler glamorous costume 
jewelry of superior quality at 
popular prices. Ask your wholesaler 
to show you these new and 


different Paul Carver creations. 





Manufactured and Guaranteed by 


J. F. STURDY’S SONS CO. 


ATTLEBORO FALLS, MASS. 
Since 1865 
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You Get Incomparable Values! 


© Necklaces 


All sizes and grades from $15 to $5,000, Keystone. 
Memorandum selections sent on request. 


° Loose Pearls 
From 3 to 10 MM., all qualities. 


* Cultured Pearl Jewelry 


1/20—12K gold-filled; smartly styled to retail from 
$4 to $25. 

Orders accepted from wholesalers, jobbers, 
manufacturers and importers. 


Order now, for immediate delivery from one of 
the largest and most complete stocks in the country. 


NEPTUNE Cultured Pearl Syndicate 


Importers of ‘‘Oyster Grown’ Pearls of Finest Quality 


550 Fifth Ave., N. Y. 36 PLaza 7-0769 














J. M. FISHER COMPANY, Attleboro, Mass. 
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Your wholesaler has 
hundreds of appeal- 
ing Fisher charms 
which you can make 
up into custom- 
made bracelets 


like this. 








The Book Shel 


Jewelry Making, for Schools, Tradesmen, Craftsmen b 
Murry Bovin. Published by the author, Forest Hills, L. I, N Y 
123 pages, 184 illustrations. Sent postpaid anywhere in US 
by Book Department, Jewelers’ Circular-Keystone, 100 E. 49n 4 
St., New York 17, N. Y., for $2.50 in soft cover; $3.50 in cloth 
covered boards. 


This is a practical manual, concisely written and very 
fully illustrated. There are two preliminary chapters 
headed “Tools and Equipment” and “The Metals,” fol. 
lowed by 38 chapters grouped under five classifications: 
Fundamental Jewelry Processes”; “Decorative Process. 
es”; “Casting”; “Stones and Settings,” and “Jewelry Ob. 
jects and Their Construction.” These are followed by an 
Appendix, which includes a list of “Sources of Supplies”: 
a section headed “Useful Information” on technical terms; 
“United States Stamping Laws”; “State Platinum Stamp. 
ing Laws”; “Standards of Gold,” and tables of weights 
and volumes, specific gravity, melting points, sheet metal 
and wire. Finally, a well-detailed index of the contents 
of the book. 

A first glance at the work may give an impression that 
its subject is too briefly treated. But this is not borne 
out by a more careful and thorough reading of the work. 
In fact, there is seen to be, in the moderate page-space 
in the book, a remarkable variety of items of jewelry 
shop work explained, and this is done in a style of writing 
that has succeeded in packing a great deal of information 
into relatively few words. For the many workmen in 
jewelry stores who do general repair work and perhaps 
some of the “lighter” jobs of jewelry-making, we can 
recommend Mr. Bovin’s little book as a source of help- 
ful ideas for extending the range of their practice. 








Gemstone Identification 

Inclusions As A Means Of Gemstone Identification, by 
Edward J. Gubelin, G.G., F.G.A., Ph.D. of Lucerne, Switzerland. 
First Edition, 1953. Published by the Gemological Institute of 
America, Los Angeles. 232 pages, 258 illustrations. $6.75. 

Culminating years of research, this latest contribution 
to gemological science introduces a comprehensive com- 
pilation of what has been learned in the past—plus the 
recorded results of the author’s intensive study—of the 
most modern method for the identification of gemstones. 

For more than a century, the consistent and peculiar 
arrangement of internal structures within each species of 
sem mineral has been an intriguing subject among miner- 
alogists. Information, although somewhat limited in scope, 
has been published as long ago as the early part of the 
19th century. This book, however, represents the first 
complete compilation in text form of all available informa- 
tion on the subject for the use of jewelers and gemological 
students. 

The author is one of the best qualified of any living 
semologist to prepare a book of this kind. For more than 
a decade Dr. Gubelin has been photographing the interior 
of gemstones under magnification in support of his belief 
that typical inclusions are found in each species and, 
moreover, that their source of origin can also be estab- 
lished, in many cases, through the recognition of inclu- 
sions typical of a locality. The book is liberally illus- 
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trated with photomicrographs in support of his findings 
_256 of which are shown in black and white, and two 
‘1 natural color. . . 

No attempt has been made to include all of the inclu- 
sions and patterns of arrangement that are to be found 
in all gems, since no two gems are exactly alike in this 
respect. Instead, Dr. Gubelin has devoted several chapters 
of the book to the basic types of inclusions that result from 
the different methods of formation. These cover such 
topics as solid inclusions, liquid inclusions, gaseous in- 
clusions, cracks and fissures as inclusions, as well as 
‘nclusions resulting from growth phenomena. Coupling 
this information with the types of deposits in which the 
different gem species are found, enables one to better 
evaluate the numerous inclusions that may be encountered 
but which are not specifically illustrated in the book. 

This book will be of great assistance to the many 
gemological students who have requested information 
concerning sources of photographs of gemstones, and pro- 
cedures for photomicrography of inclusions. Unfortunate- 
ly, some of the problems encountered in microscopy such 
as required depth of focus, working distances and illumi- 
nation necessary to photograph inclusions, are not only 
quite different from that required for photographing thin 
sections, but every stone—depending upon the degree of 
transparency, size, style of cut, and polish—requires a 
slightly different technique. Even when these problems 
are overcome, the task of acquiring a suitable cross sec- 
tion of the type of inclusions to be expected is, in itself, 
a tremendous task. By overcoming these obstacles dur- 
ing his many years of experimentation, Dr. Gubelin has 
made available one of the most valuable text books to 
date in the ever-expanding science of gemstones. 





Promoting Sterling Silver Sales 
Via the Telephone 


Two New York State jewelry stores have been success- 
ful in promoting the sale of sterling silver by phone. 

Tanke’s of Buffalo and Fuhrman’s of Albany have used 
similar newspaper advertising programs to encourage 
customers to order their sterling over the phone, saving 
time and effort for the customer. 

Both stores feature the plan as “the modern, easy way 
to add to your own sterling silver service.” The stores’ 
registry tells of pattern choice and pieces owned in in- 
stances where shoppers want to purchase the silver for 
cift purposes. 

In addition to the phone order plan, Tanke’s also plays 
up the mail order idea, spotting a mail order coupon in 
its ads which explains the store’s Sterling Silver Club. 
In the ads are reproduced different patterns by leading 
manufacturers which customers can order by letter. 





FORMER EMPLOYEES — People are all natural 
gossips; only some are worse than others. The worst of 
these love to hear us say unkind things about an employee 
whom we have dismissed. Answering a query with, “Oh. 
it was just one of those things,” is far better than giving 
such a person a chance to spread other remarks we might 
say, distort them, and leave a bad reputation about our 
area on the subject of the kind of person people think 
we may be. 


FOR MARCH, 1953 














A great new triumph of 


watchmaking achievement... X 


the world’s 


thinnest and 
smartest 
Self-winding 
waterprooft* 
watch 


Highest grade 17 jewel 
self-winding precision 
movement, shock-resistant, 


antt-magnetic, 


* waterproof— providing 


crystal remains intact 


In stainless steel.$S5.F.T.1. 
in 18 Kt. gold. $275.F.T.1. 


and case unopened, 


SHRIRO WATCH INC.,11W. 42nd ST.,NEW YORK 
Offices in Switzerland-Hamburg-London-Montreal-Hongkong-Singapore 
Penang - Manila - Tokyo - Osaka - Kobe - Djakarta - |lpoh - Kuala Lumopur. 
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CULTURED 
PEARL 
NECKLACES 


AND ALL SIZES OF 
LOOSE PEARLS 
FOR MOUNTINGS 


L. BORRELLI Corp. 


Direct Importers of Finest 
Quality Cultured Pearls 











Selections Sent on Approval 


665 Fifth Ave. New York 22, N. Y. 
Tel. MUrray Hill 8-0648—0649 


Pacific Coast Ofice: HUBERT A. WOOD 
649 So. Olive St., Los Angeles, Cal. Phone—Van Dike 0966 
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For prompt attention please address all inquiries Dept. K-3 








Jewelry for the First Lady 


Our new first lady’s jewelry got as much attention as 
her now famous hairdo at the inaugural ball helq in 
Washington on January 20. Millions of persons 
able to “attend” the ball through the medium of television 
and were treated to a front row view of the many persop. 
alities and the latest in fashion apparel. 


Were 





Mrs. Eisenhower’s triple strand choker-collar was of 
simulated pearls interspersed with brilliant rondels. Her 
earrings were composed of a large simulated button and 
pearls surrounded by smaller ones interspersed with 
baguette rhinestones. 

Trifari designed the set especially for the first lady 
and presented it to her in a white kid, satin-lined box 
tooled in gold and bearing Mrs. Eisenhower’s name and 


the date: January 20, 1953. 





Advertising Clinic 
Help Wanted Advertising 


From time to time I need a watchmaker or a stone 
setter for my store. Can you give me some suggestions 
on how I can write better help wanted advertising? 


Here are some suggestions that other jewelers have 
found helpful in writing help wanted ads: 

(1) Be specific. Explain exactly the type of person 
you want. For instance, advertising for a combination 
watchmaker and engraver is better than asking simply 
for “an all-around jewelry store man.” 

(2) State salary. If your salary offer is too low, you 
will be wasting time—your time and the correspondent's 
time. When you state the salary you are willing to pay, 
you will probably get replies that meet your needs. 

(3) State location. You may want to keep your location 
secret. However, some indication of location will bring 
in replies that are from good prospective employees. 

(4) Include benefits. When selling a watch to a cus- 
tomer you point out all the qualities and benefits of the 
timepiece. So is the case of “selling a job” to an em- 
ployee. Point out all the benefits that the job offers. 
Remember, some watchmakers prefer to work with mod- 
ern equipment, some like to meet the public and others 
prefer a quiet work space. 
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Simplified Advertising Budget Form 
Available to Jewelers 


Last year the Indiana Jewelers Association published 
for its members a “Simplified Advertising Budget Form 
for Retail Jewelers.” According to Merwin Dechter, re- 
tail advertising specialist, ““The form was designed by the 
Association for use by its members in planning and exe- 
cuting their advertising programs. Except for some 
initial elementary mathematical computations to deter- 
mine how much money should be devoted to advertising, 
only check marks are required to plan a complete sched- 
ule of advertising, including window and other tie-in 
media.” 

One of the aims of the form is to help retailers deter- 
mine the exact times of the demand of the lines they 
carry. It attempts to do away with wasted efforts in 
trying to force the sale of merchandise when it is not 
naturally in demand. 

Jewelers may now obtain copies by writing to Indiana 
Jewelers Association, 808 State Life Building, Indian- 
apolis 4, Indiana. One dollar is requested to cover pro- 
duction and mailing costs. 





Public Responds to New Store 


The need for larger quarters was the primary reason 
that Wesley R. Door relocated his firm, Door’s Jewelry, 
to a modern store. Since this Kennewick, Washington, 
jeweler moved to the new store, which he publicized 
in newspapers and by radio, customers have_ reacted 
favorably. 

Door says, “Since moving to our new store, the public 
has been very pleased and also more eager to deal 
with us.” 

The store provides twice as much space as the old one. 
There is now an air of roominess and a lack of cluttered 
displays, all of which helps in effective selling. Door 
designed the new store himself, inspired by pictures he 
had seen in THE JEWELERS’ CIRCULAR-KEYSTONE. 





An interior view of the new Door's Jewelry Store, located 
in Kennewick, Washington. 


Illustrated is a picture of Door’s Jewelry looking to- 
ward the back of the store. At the left are showcases fea- 
turing watches. Behind them is the repair counter and 
at the center is the men’s gift department. Part of the 
costume jewelry department is seen at the right. 
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NEVER! BUT NEVER 


A DIAMOND RING 
PROMOTION LIKE THIS! 


Ben Goldberg's sensational 
Vs CARAT SOLITAIRE 


9 15 YOUR PRICE 


NQ. 246 


14 kt. 
White or Yellow Gold 


Ring enlarged 
to show detail 


MONEY-BACK 
GUARANTEE 
e 


AVAILABLE 


ALSO: 
CONSIGNMENTS TO V/4 CARAT 3975 
RATED JEWELERS 


° Ys carat 525° 
FREE AD MATS 


° Vo carat 99° 


BACKED BY OVER A QUARTER 
OF A CENTURY OF VALUE-GIVING 


BEN GOLDBERG & CO. ociamono importers 


BEN GOLDBERG & CO. 
[] Please Send Diamond Price List 


———— ne 


Nene ——<—<—_—"—"—__———-——” 
Address ——— 


City —_—_$_$_$__ State —__——— 
29 East Madison St., Chicago 2, Illinots 


Please send the following rings:—— 


— ne 


a 





——, 
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See 
SINCE 1907... 
A half-century of skilled craftsmanship 
stands behind their e eye-catching design 
@ superior materials @ lasting durability 
@ prove. sales-appeal. Send for catalog. 
d.by ARCH CROWN TAGS, INC. 277 Halsey St, Newark 2. NJ. 




















A Complete Stock of 


Cultured Pearls 
___AT NEW, LOW PRICES 
Necklaces 


All Sizes and Grades from 
$30 to $5,000, Keystone 








Orders accepted 
from wholesalers, 
jobbers, 
manufacturers 
and importers. 


Immediate 
delivery from one 
of the largest 
and most 
complete stocks 
in the country. 


Loose Pearls 
From 3 to 10 MM., All Qualities 


Memorandum selections sent on 
request 


B& M 








CULTURED PEARL 


IMPORT COMPANY 
Direct Importers of Finest Quality Cultured Pearls 


550 Fifth Ave., New York 36, N. Y. 


Phone Plaza 7-0768 































Spark Additional Sales 


(From page 97) 


How has the Electric Housewares Gift Campaign growy 
in importance? In 1950, only 5,000 dealers participated 
in the campaign—but, in 1952, 35,000 dealers took part! 
And over 50,000 electric housewares retailers are expected 
to cooperate in the 1953 campaign to make it the mog 
exciting ever! 

Why will the Electric Housewares Gift Campaign ph, 
even more important this Spring? Although consumers 
have more money to spend than ever before, the growing 
trend to saving can be combatted only by the jeweler’, 
strongest selling efforts—and the Electric Houseware, 
Gift Campaign gives him the weapons he needs to win the 
sales battle in 1953. 

The Electric Housewares promotion is_ particularly 
valuable to the jewelry store because it brings a steady 
flow of customers that can be sold all year ’round on the 
basis of not merely luxury and beauty but because of 
practicality and economy, too. The benefits of this two. 
sided sales appeal will prove its real pay-off power in 
1953. 

How can the jewelry store actually put the Electric 
Housewares Gift Campaign to work? Here is a simple 
15-point plan to use as a chart and check-list for 
action. ... 


15-POINT PLAN 

1. Put the free decal on store doors or windows to 
establish immediate dealer identification as gift headquar- 
ters for electric housewares. 

2. Give window and interior displays more telling and 
selling power with the free gift-occasion streamers. 

3. Make all advertising move more merchandise by 
using the free ad mats of actual electric housewares items 
and the special headings. 

4. Turn lookers into buyers with fact-packed selling 
signs on every electric housewares display. 

5. Offer customers a “Gift Wrapping Service” to add 
the appeal of pretty packaging to every electric house- 
wares item. 

6. Save uncertain sales by offering electric housewares 
Gift Certificates—and create twice the traffic . . . the per- 
son who gives plus the person who gets. 

7. Install a front door display to stop more traffic and 
start more sales. 

8. Set up a self-service section to stimulate more im- 
pulse buying and reduce selling costs. 

9. Check electric housewares stocks constantly to make 
certain that every sale can be closed quickly and economi- 
cally plus assuring complete customer satisfaction. 

10. Use the “Spring Sales Planner” as a practical pro- 
motional blueprint for more business. 

11. Merchandise every gift-selling opportunity all 
through Spring—promote electric housewares for Valen- 
tine’s Day, Mother’s Day, Father’s Day, June Brides, 
birthdays, anniversaries, showers, graduations. 

12. Cooperate in city-wide electric housewares promo- 
tions for deeper penetration of the multi-billion dollar gift 
market. 

13. Enter photographs of electric housewares windows 
in the 1953 display contest for national recognition and 
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awards. These must be sent not later than July 15th to 
Contest Editor, Electric Housewares Section, National 
Electrical Manufacturers Association, 155 East 44th 
Street, New York 17, New York. . 

14, Educate salespeople to the importance and profit. 
atential of electric housewares as gifts and enlist their 

iastic selling support. 

ws pw ea to provide the official 
1953 Electric Housewares Gift Campaign material plus all 
available additional merchandising aids—mats, direct 
mail pieces, display material—and help install electric 


housewares displays. 


CAMPAIGN STIMULATES BUSINESS 

How has the Electric Housewares Gift Campaign al- 
ready provided proof of its sales success? The results of 
qa recent survey have shown conclusively that the 1952 
boom in electric housewares business was stimulated by 
the industry-wide promotion and it was achieved in a 
normal year—unmarked by the deceptive demands of 
scare buying. Thousands of jewelers have also discovered 
that the Electric Housewares Gift Campaign ensures nor- 
mal mark-up despite competitive pressures—and creates 
countless selling opportunities for higher-priced mer- 
chandise. 

How can the jeweler make the most of the 1953 Electric 
Housewares Gift Campaign? By resolving to participate 
in the national program, by ordering the free promotional 
material, by displaying the colorful decal, by using the 
“Spring Sales Planner,” by advertising with the mats now 
at his local newspaper. by getting on the industry band- 
wagon for more business in 1953! 





Two Approaches to Easter Merchandising 


Two different approaches to the subject of Easter 
jewelry merchandising were employed last year by Wil- 
sons Leading Jewelers in Syracuse, N. Y., and Birks 
Jewelers in Toronto, Ont. 

Wilsons built its promotional activity around plush 
Easter bunnies which were offered at 41 cents each with 
any purchase of $9.95 or more. The 26-inch tall bunnies 
were described as a $6.95 value and were offered in a 
choice of seven colors. 

Birks went after Easter business more from an insti- 
tutional standpoint, using a dignified type of newspaper 
ad which bore the caption: “This Easter the World of 
Fashion Comes to Birks.” 

Sketches depicted scenes from London, Paris and New 
York. Copy read: “Fine handbags from London. Spar- 
kling jewelry from Paris. Chic compacts from New York. 
See these, and many other fashion firsts, in our bright 
new collection of Easter accessories that has just arrived 
Fashion Comes to Birks.” 





FATHER’S DAY SUGGESTION—Stimulating gift-giv- 
ing for Father’s Day is the aim of Hess & Culbertson, St. 
Louis, Missouri. One year the firm had sketched on one 
of its walls the heads of a barber shop quartet along with 
the words, “Remember dear old Dad on June 17th 
(1950).” In the window were placed leather toilet cases, 
a variety of rings, cuff links, tie pins, desk clocks, book 
ends, and hospitality plates and mugs. 
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CULTURED PEARLS 


Incomparable quality plus the 
amazing new Brogan Safety Clasp 


Imported and marketed 
solely by 


BYARD F. BROGAN : 


805 SANSOM STREET 
PHILADELPHIA 7 


MANUFACTURERS OF MOUNTINGS, 
WEDDING RINGS, and SPECIAL ORDERS 























Wall Clock 4775 








From a collection of functional modern accessories: clocks, lamps, lighting fixtures, fireplace equipment. Manu- 
factured by the Howard Miller Clock Company, Zeeland, Michigan. Nationally distributed by Richards Morgenthau 
Co., 225 Fifth Ave., New York City; and 1215, The Merchandise Mart, Chicago 54. Write for literature. 
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Famous Diamonds of the World 
BLUE TAVERNIER 


This was the historic gem of which the Hope diamond 
‘; commonly supposed to be a part. The replica, of 
course, has been produced from seventeenth and eight- 
eenth century descriptions. It would probably be slightly 
darker in color than the Hope because the Hope must 
be more shallow as result of the recutting, which reduced 
the weight by more than a third. 
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The Blue Tavernier is believed to have come from the 
Coleroon River mines in Southwest India. Jean Baptiste 
Tavernier, the gem trader, bought it in India in 1642 and 
sold it to Louis XIV of France in 1668. The gem then 
weighed 112 carats and was roughly heart-shaped with a 
few crude facets. Pitau, diamond cutter to the King, 
recut it in what has been described as a drop shape with 
a slight point. During the next reign, that of Louis XV, 
the Tavernier Blue was set in the Order of the Golden 
Fleece and was last worn by Louis XVI. It disappeared, 
along with the Regent and the Sancy, in the great jewel 
robbery of the French Revolution but, unlike them, was 
never seen again, at least in its 68-carat form. 

There is one report that the Golden Fleece containing 
the big blue diamond was smuggled to England and the 
stone was recut into two gems. The larger part was sold 
in Amsterdam to Henry Thomas Hope and became famed 
as the Hope diamond, but the fate of the smaller was 
never determined. However, a gem of the same distinct 
blue turned up later in a Swiss auction sale, and some 
experts, comparing old records, believe that the Swiss 
stone may have been cut from the pointed end of the 
Tavernier Blue. 





COMPETITORS—We mav well know that our com- 
petitors are full of guile and deceit. that their merchan- 
dise is inferior, that there is no kind of low deal thai 
competitor would not pull on a customer. nevertheless. 
the wise jeweler or salesman had best let folks find out 
for themselves. Such discussions only cheapen the repu- 
tation of the business man that indulges in them. 


FOR MarcH. 1952 


Necklaces 
Bracelets 
Earrings 
Discs 

Key Chains 
Tie Clips 
Cuff Links 
Sport Chains 


Watch 
Attachments 
on ee - 


ACTUAL 


7 West 45th Street, New York 36, N. Y. 
SIZE Specializing in Gold and Platinum Chains. 


































~ Diamonds 
direct from Antwerp 
definitely increase 

the jeweler's 
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Diamonds direct from Antwerp 





Your country buys yearly 35,000,000 
dollars of diamonds from Antwerp. 
It is a fair bet the diamonds you 
handle loose or mounted are 
amongst them. The point is: do 
you buy them first hand from 
Antwerp or through costly detours. 
The answer to this question makes 
the difference in your profit. 





If -you are already dealing with 
Antwerp and have a reliable sup- 
plier here, you are in the know. 
If not, contact me and save at 
least 20%, yes 20% through 
Antwerp wholesale prices. Dia- 
monds direct from Antwerp will 
double your margin of profit. 


JOACHIM GOLDENSTEIN 
DIAMONDCLUB- ANTWERP- BELGIUM 
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¢. Irons & Russell's "Square Snake" em- 
blem jewelry is styled to conform wit) 
the trend to narrow ties. Fashioned in 
1/20-12K gold-filled, the tie chain is 
$7.50, cuff links $9.50 a set, Keystone. 


2. Model #4289 is a genuine reproduc- 
tion of an early American masterpiece. 
It holds from 7 to 19 stones and is 14K 
gold decorated with black jeweler’s en- 
amel. From A. Sauer & Co., Cincinnat'. 


3. To meet all tastes, Wadsworth's new 
compacts are offered in three different 
shapes. They are hand-engraved, silver- 
plated compacts featuring deep cut de- 
signs. Each is priced to retail at $10. 


4. Created to commemorate the Queen's 
coronation, Goldstein-Gerson's Imperial 
Crown Series of diamond ring mountings 
are made in 14K white and yellow gold. 


6. ''Kum-a-part"’ cuff links by Swank en- 
able a man to roll up his sleeves with- 
out removing his links; available in a 
wide variety of designs and colors. The 
prices range from $2.50-$7.50, retail. 


5. From Siam comes this costume jewelry. 
Each piece represents a colorful legend 
and all bear authentic Siamese charac- 
ters. Prices are from $5-$30, Keystone. 
From Bob Henfield, Inc., Cleveland O. 
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2. Oneida Community Sterling offers match- 
ing handle children's cups in its two pat- 
terns, Engagement and Melbourne. Cup 
retails at $8.50, including federal tax, 
and comes in exclusive "easy wrap" box. 


5. "Decor," a new sterling flatware pat- 
tern by Gorham, complements the newest 
trend in home decoration. Place setting 
shown is priced at $42.50, incl. federal 
tax. It will be available after May |. 





1. This tambour design mantel clock with 


3. "Ball Clock'' is a contemporary elec- 
tric wall clock created by George Nelson 
for the Howard Miller Clock Co. Black 
balls take the place of numerals. It is 
14" in diameter and list price is $30. 


6. 1881 (R) Rogers (R) silverplate intro- 
duces this 15" round tray or waiter in 
its Glenrose pattern of hollowware. A 
new item for spring selling, the tray is 
priced to retail for $20, plus tox. 


a mahogany case has an 8-day, key-wound 
imported movement. $65 with Westminster 
chimes; with half-hour and hour strike, 
$45. From Herschede Hall Clock Company. 
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4. Model 800 "Regency" calculates ‘time 
at a glance." It is available in brushed 
gold and brushed silver colors; case is 
brass. List price of this model is $40. 
From Pennwood Numechron Co., Pittsburgh. 


7. “Reigning Beauty," Heirloom Sterling's 
new pattern, combines modern and tradi- 
tional design. "Reigning Beauty" will be 
available about May |. A six-pe. place 
setting is $28.25, retail, tax included. 
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|. Arvin table model combination AM- 
FM radio has a straight AC transformer- 
type circuit and 8 tubes, including a 
rectifier. Suggested retail: $59.95. 


2.. Toastmaster Products Division, Mce- 
Graw Electric Co., is introducing this 
"Toastmaster" Super De Luxe Toaster 
featuring dependable electric motor, 
control dial and modern design lines. 


5. A modern combination glass perco- 
lator and all-purpose beverage server 


3. The “Waysider" outing set is fitted 


with 2 quart sized vacuum bottles, 2 
plastic lunch boxes and comes with a 
zippered waterproof carrying case. The 


has been brought out by the Cory Corp. 
The unit has a full 8-cup serving ca- 
pacity; it is priced to retail at $5.95. 





set is made by Landers, Frary & Clark. 


4. The Mixmaster Junior is ideal for 
mixing batter for cakes, mashing pota- 
toes, whipping cream, etc. From the 
Sunbeam Corp., it retails for $19.95. 


6. The Edinex 120 flash camera outfits 
include 17-pcs. of photographic equip- 
ment with F6.3 or F4.5 lens. Distrib- 
uted by Camera Specialty Co., N. Y. 


THE JEWELERS’ CIRCULAR-KEYSTONE 














: ... Theyre yours 


to profit by .. . 


2. The "Rajah'' watchband by Foster 
Metal Products, Inc., Attleboro, Mass., 
features a faceted link pattern. Priced 
at $4.05 Keystone, it is available in pink, 
yellow, or white 1/20-10K gold-filled. 


5. The "Pirouette'’ watchband for ladies 
is being introduced by Gemex. It is 
available in yellow, white or pink gold- 
filled and has self-adjusting ends for 
easy attaching. It retails at $8.95 TI. 


5. 
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3. Flex-Let's expansion watchband for 
men, the "Premier," retails for $5.95 in 
white stainless steel. It is also avail- 
able with gold-filled tops and stainless 
steel back, retailing for $7.95, F.T.lI. 


6. Additions to the Lady Elgin line in- 
clude, |. to r., "Panola," "Lynbrook" and 
"Compton." ''Panola" is priced to 
retail at $71.50; "Lynbrook" and "Comp- 
ton" at $89.50 each, federal tax inc. 
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|. A roulette watch case which com- 
bines a watch, rouletie wheel and a 
dog race game is introduced by |. D. 
Watch Case Co. Case and movement 
complete retails for about $35.50. 





4..This automatic Sandoz dress timepiece 
is water-resistant, anti-magnetic, and 
shock-resistant. It comes in an extra- 
thin stainless steel case with a 2-tone 
expansion band. Retail: $87.50, F.T.I. 


7. "Miss Woodland 3F5" is highlighted 
by links of genuine tropical hardwods in 
a choice of Tulipiwood, Angolawood, 
Africawood and Ebony. Retail price of 
“Miss Woodland 3F5" is $10.95, TI. 
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|. From the new ‘Masterpiece’ series by The 2. A gold-colored silhouette of Queen's 
Gruen Watch Co. are, I. tor., Brilliance," profile is set against a blue or maroon 
$71.50; "Princeton," $71.50; "Vogue," $71.50 plastic background in this "Leading Lady" 
and "Favorite,"’ $49.75. Prices are retail. cuff bracelet manufactured by Harwood. 








3. 








3. "Swordfish," by Benrus, features a 17- 4. Offered this Spring in LeCoultre's ‘53 5. These Eterna-Matics are available in 
jewel movement, sweep-second hand, lumi- line is the "Royale Automatic,” left, in 14K gold-filled cases and each retails 
nous dial and is water-resistant. It is 18K gold, $235, and "Fleur de Parisianne” at $71.50 FTI. These models are said to 
priced to retail at $71.50, tax included. in 14K gold, which retails for $185.00. be the smallest ever created by Eterna. 











6. A rich and elaborate Victorian pattern will 
be available in silverplate when 1847 Rogers 
Bros. introduces the "Heritage" pattern in May. 
Serving pieces and hollowware also available. 


THE JEWELERS’ CIRCULAR-KEYSTONE 


its 














CONTENTS 
OF THIS SECTION 


The Boys Will Be Customers, Too!............. 142 
‘Packaged Service’ for Brides ................ 4a 
Personal Selling Via Window Display.......... 146 
They're New in Table Top Fashions............ 162 
Commemorative Pieces for the Coronation .... 164 
Speaking of China, Glass & Giftwares........ 166 


FOR MARCH, 1953 


AND e e 





fashions: 








home 
ACCESSOFIES 


Just as the jeweler thinks of 
silverware in connection with a 
wedding ring sale, so he should 
coordinate his thinking—and 
selling—of china and glass 

with silverware. And follow 
through on home accessories. 
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PROMOTION 





It is the aim of E. H. Lebold 
center, to acquaint members of 
the graduating classes with his 
store's extensive selection of 
china, crystal, and silverware, 


The Boys Will Be Customers, Too! 


T. encourage high school graduates to visit 
and patronize their store, Lebold and Voegele Jewelers, 
Macomb, Illinois, sent out individually typed letters of 
invitation two months before graduation time. These 
letters invite each graduate within a radius of 30 miles 
to come to the store and select a gift—a silver teaspoon 
for the girls and a tie-clasp or object of similar value for 
the boys. 

According to Harry Voegele, who supervises the pro- 
motion, 70 per cent of those contacted visit the store 
and leave their names and addresses, the girls registering 
their silver patterns. For many young graduates this is 
the first contact with a jewelry store, and many appre- 
ciate this friendly introduction. 

Moreover, says Voegele, “As nearly as we can figure, 
the cost of each promotion is paid for by profits from 
sales by the following January. Thus, the 1949 promo- 
tion, which was the first, was paid for in profits by Janu- 
ary, 1950. Then, since sales continue for several years 
to each active customer, profits tend to snowball.” 
Voegele estimates that sales may level off after about five 
years, but this is just speculation. 

The original object of this promotion has been ad- 
mirably achieved: meeting house-to-house competition. 
Lebold and Voegele feel that young people often have 
trouble when trying to complete a set of silver purchased 
from door-to-door salesmen, and they wanted to start 
girls on their sterling silver as soon as they completed 
high school. Names and addresses are secured from 17 
high school principals during yearly visits by Voegele. 
Principals have been found to be altogether cooperative. 
In 1949 the store offered teaspoons to both boys and 
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Not only the girls but the boys as well are con- 
tacted in this store’s “meet your jeweler” cam- 
paign. After all, the boys will be making pur- 


chases, when they are in a position to do so. 
by LAWRENCE H. BUGG 


girls, but in 1950 and 1951 boys received their choice of 

items costing $2.50 or less, such as tie chains, belt buckles, 

key chains, and cuff links. Although boys are not regis- 
(Please turn to page 152) 




















This vertical display case in the rear of the store serves 
to impress customers with the variety of silver carried. 
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Reed & Barton 


introduces Rebacraft 





the luxury stainless for informal living 


For the first time, you can offer your customers Reed & Barton 


flatware in durable stainless steel. Rebacraft Stainless is luxury 


stainless in the great tradition of Reed & Barton craftsmanship ten 


unusually heavy, perfectly balanced, beautifully crafted in a 
soft, satin finish. It is available in two contemporary patterns — 
Colonial Modern, a masterpiece of elegant simplicity. And 
Swedish Modern, an authentic Swedish design combining 


rhythmic grace with functional perfection. 





FREE DISPLAY TRAY. Rebacraft Stainless comes handsomely mounted 
on maple-finished “Serve ’n Store” trays—free to customers who pur- 
chase complete sets. For your counter and window displays, Reed & 
Barton will provide special tripod stands to hold the trays. 


List Prices—Combination Sets 


6-piece Place Setting, attractively boxed . 8 7.98 
26-piece Set, with “Serve ’n Store” tray. 38.75 
34-piece Set, with “Serve ’n Store” tray... 49.75 
0-piece Set, with “Serve ’n Store” tray a 
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COLONIAL MODERN SWEDISH MODERN 
a masterpiece of an authentic 
elegant simplicity Swedish design 


Ask your sales representative to show 
you new Rebacraft Stainless by Reed & 
Barton. You'll agree that it sets a new 
luxury standard in stainless ... and your 
customers will, too. 


REED & BARTON 


Silvermasters since 1824 


TAUNTON, MASSACHUSETTS 
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One way to meet city competition, Ray Levy has found, is to carry a complete array of merchandise. 





‘Packaged Service’ for Brides 






= up a bridal merchandising program 
so elaborate that prospective brides in the community 
cannot find a better choice or more services in large near- 
by cities, is the means by which Ray Levy, head of Ray’s 
Jewelers, Temple. Texas, has solved the “big city com- 
petition problem.” 

To offset the attraction of large city stores, Ray Levy 
carries an impressive array of merchandise, all of which 
is attractively displayed. He has also created a beauti- 
ful Bride’s Room where brides-to-be can comfortably 
select highly cherished articles for their new homes. 

The Bride’s Room is a compact “selling package,” with 
the left wall consisting of seven tiers of open stock im- 
ported and domestic dinnerware. The rear wall is devoted 
to sterling and plated hollowware, while two knee-hole 
cases display sterling flatware. In the center of the room 
there is always a set formal table made up of selections 
by brides or formal settings worked out either by Ray 
Levy or Sidney Solomon of the store staff. 

Levy made a strong bid for the business of every pros- 
pective bride by offering to each a worthwhile, highly 
desired gift: a sterling coffeepot or teapot in the bride’s 
own pattern. This gift is presented after the bride has 
completed her pattern selections. This present to the bride 
by Ray’s Jewelers often attracts attention at the wedding 
reception and its appeal is such that ranchers living far 
out in the hinterlands are cognizant of the offer. As far as 
Ray Levy is concerned, it doesn’t matter whether the 
bride’s pattern is from the top-price sterling line or the 
lowest. In either case, she gets her gift. 
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Solves Problem of City Competition 





by ROBERT LATIMER 


After the pattern registration has been carefully worked 
out, a highly specialized service is offered the bride. This 
is the offer to send a store representative to the wedding 
and reception afterwards, who takes complete responsi- 
bility of unpacking and setting up wedding gifts. The 
representative also polishes all sterling, glass, china, etc., 
and works out a tasteful, attractive display. And for this 
purpose, Ray's Jewelers furnishes cloths, stands, racks, 
cards, etc. 

(Please turn to page 154) 





Conveniently located, Ray's Jewelers of Temple, Texas, is a modern 
store which has succeeded in keeping bridal business localized. 
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1893-1953 


The 60th Birthday of 
this Symbol of Fine Silver 


The attainment of the 60th milestone in the history of any 

business means but one thing — the continued excellence of 

product and customer satisfaction. Poole is conscious of its 

| ie continuing obligation to make the finest in sterling and silver- 

| iW plate, so that its products will always merit the high esteem 
o in which they are currently held. 


Shown below is Poole’s Solid Sterling Old English 
Reproduction Tea Service No. 990—Retail $2,064 F.T.1 


POOLE SILVER COMPANY — TAUNTON, MASS. 


New York Office: 366 Fifth Avenue Chicago Office: 29 E. Madison St. 
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H. R. Holmes holds a "personal selling" sign used in windows. 





K OR the retail jeweler, window display 
constitute a card of introduction inviting customers jpt, 
the store. This is the opinion of Harry R. Holmes, dis. 
play manager for Square Deal Miller, one of Detroit, 
largest jewelry retailers. 

The more appealing the introduction is, Holmes feels 
the greater the likelihood of making customers out of 
shoppers. 

The makeup and display practices at Square Deal 
Miller serve as a good illustration of the soundness of 
Holmes’ theories. Both Holmes and his boss, Ear] 
Miller, feel that display is one of the best selling tool; 
on a jeweler’s bench. They work this tool to its maximum 
advantage at every opportunity. 

As was the case with many stores designed and built 
right after the turn of the century, Square Deal Miller’s 
was, until about five years ago, equipped with long, 
full length windows which ran a full 14 feet in width, 
Messrs. Holmes and Miller agreed that something should 
be done to improve the outside appearance of the store, 
but the project didn’t warrant any major expenditure for 
remodeling. So, Holmes did a good job in getting by 
without structural changes in the building. 

One trouble with the Miller store’s old windows—a 


Personal Selling Via Window Display 


A jeweler’s window displays serve as personal invitations inviting shoppers 


to enter the store. And the more appealing the introduction is, this display 


man believes, the greater the likelihood of making customers out of shoppers. 


by BENEDICT KRUSE 


Featured in this clever dis- 
play is a wide selection of 
giftwares including moder- 
ately priced figurines, china- 
ware, cigarette cases, etc. 
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6257 Wynkoop reproduction bowl from G23, 22, 35 Handy serving pieces. At- G1748, 1748S Bon-bon dishes and ash 
the Garvan collection, made in sizes from tractive hand wrought punch ladle, dress- tray in beautiful shell design. Bon-bon 
4 to 14 inches. Illustrated 754" dia. ing spoon and soup ladle. All 13 inches measures 5'' across and the ash tray 
$77.00 Keystone F.T.lI. long. L to R $46.50, $31.50, $54. Key- 2'/2"" across. Large $14.00, small $5.00 
stone F.T.I. Keystone F.T.I. 





G3 "Royal Heir," a sterling silver baby GIl0 Coffee set. Styled after the G68!, 581, 481, 781 Ornamental candle- 
rattle in the Victorian style, is priced to famous Jack Sheppard designs. Compli- snuffers that are quaintly effective—in 
ments both modern and period designs. Colonial designs. Ten to eleven inches 


retail at $8.00, F.T.I. 
long. $8.50 Keystone. F.T.I. 


Coffee capacity I'/2 pints. 12" tray. 
$285 Keystone F.T.I. 


<x—W > Graff, Washbourne & Dunn, tne. 


158 West Forest Avenue Englewood, New Jersey 
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common failing in older buildings where display units 
were designed by architects who never bothered with the 
aspects of working convenience—was that they were too 
hard to get into. Changing or arranging displays was a 
major project because not enough provision had been 
made for rear entrances into the windows. The original 
back walls of the windows were constructed lightly 
enough, however, so that it was not too difficult to 
remove them. 

The high back walls of the windows were replaced with 
eye level partitions which allow outside shoppers to see 
a good part of the inside of the store. This design is 
part and parcel of Holmes’ belief that open-type windows 
serve as an invitation for customers to come into the 
store. 

At the same time, Holmes decided to do something 
about the unwieldy 14-foot widths of Square Deal Miller’s 
windows. The general idea was to subdivide them into 
more workable sizes by using shadow box type frames 
inside the glass. Two different approaches were taken. 

In some instances, the top portions of the windows 
were painted black from the inside to eliminate some of 
the feeling of height in the old design. In these cases. the 








windows were divided into two seven-foot areas, pro. 
viding long, low display units. 

On the rest of the windows, Holmes used the fy} 
height of the old structure but divided the 14-foot ares 
in three, with a wide area in the center and two equal 
narrower ones on the sides. 

In both types of display areas the accent in showing 
featured items is almost invariably on one type of article 
or line of merchandise. Holmes calls these “general” 
displays and believes they should be used exclusively, 
with the one exception of special sales or promotions 
where it is desirable to crowd as much merchandise as 
possible into the featured windows. 

He also believes in using enough background material 
and props to make the merchandise more appealing and 
thus more saleable. Backgrounds and display accessories 
at Square Deal Miller lean toward the unusual for 
maximum eye catching and customer stopping appeal. 
Stock backgrounds include a large variety of colored 
drapes, chunks of wood, branches and ming trees. On 
more unusual occasions, the Holmes’ display taste has 
run to flying saucers as a background. 

(Please turn to page 152) 


The firm's ingenuity in attracting atten- 
tion of shoppers is evidenced in this un- 
usual diamond ring display. Note how the 
picture frames effectively set off three 
diamond ring sets from the entire display. 








"For the new way of living” is the theme of 
this window display featuring ultra-modern 
home accessories at "stopper" prices. The 
price range is from less than $1 up to $8. 
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ROGERS BROS. INTRODUCES 


First and only silverplate with rich, elegant design 
that surveys prove most women want! 


Exclusive Pattern! 


Never before, a silverplate pattern so 
ornate, so luxurious, so much like the 
solid silver patterns that sell fastest for 
you !* 

Heritage fills a very special demand 
for such a pattern among your cus- 
tomers. You can exploit this fact to 
develop new interest in silverplate! 


*Based on special consumer studies. 
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Largest Color Advertising! 


Heritage will be introduced during 
April and May with the largest, most 
impressive advertising ever seen in the 
industry! 9 widely read women’s maga- 
zines will carry big color ads! Plus— 
local radio announcements everywhere! 


See your 1847 Rogers Bros. Repre- 
sentative or approved Silverware 
Distributor. 





[847 ROGERS BROS. 


America’s Finest Silverplate 


Product of The International Silver Company 
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Bringing you the 
New 1847 Rogers Bros. 


gn-type is now 
g hollowware. 


A popular traditional sterling desi 
Order today ! 


offered in silverplate with nen 
Plan for big sales starting in Apr}. 
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Atisens fein éx Gordon, 
Ire. 


Wholesale Jewelers 
Established 1895 


712-14 Sansom St. 
Philadelphia 6, Pa. 


Send for Our 1953 
Annual Catalog 





If You Are Located in New Eng- 
land, New York State, Northern 
Pennsylvania Send Your Orders 


For 
HERITAGE . 
to a ! 
I. ALBERTS’ SONS INC. 


BOSTON, MASS. 
SYRACUSE, N. Y. 


Serving Retail Jewelers 
for 55 years 





IT'S a GRAND 


new pattern! 


—and a glad opportunity 


for silver promotion 


LET US HELP YOU WITH 
YOUR MERCHANDISING PLAN 


BALDWIN-MILLER 


INDIANAPOLIS 
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, THROUGH THESE LEADING WHOLESALERS: — 


: 


‘The A. C. FICKEN 


A, Jos. Baltin & Co. Inc. 


Wholesale Distributors 


740 SANSOM STREET 
PHILADELPHIA 6, PA. 


Telephone: WAlnut 2-4678-9 


1847 ROGERS BROS. 
GREAT NEW DESIGN 








THE GORENFLO 
COMPANY 


1940 EAST JEFFERSON 
DETROIT 7, MICHIGAN 





K. A. MURPHY CO. 


373 WASHINGTON ST. 
BOSTON 8, MASS. 
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“New ENGLAND’s ONLY SPECIALTY 


SILVER WHOLESALER 





COMPANY 


Is Proud to Carry the New 
“HERITAGE” Pattern 


850 EUCLID AVENUE 


CLEVELAND 14, OHIO 


B. KLEITZ & BRO. CO. 


6TH & MARKET STS. 











WILMINGTON 99, DELA. 


Wholesale Jewelers Since 1891 


CARRYING A FULL LINE OF FORE- 
MOST BRANDS FOR THE RETAIL 


JEWELER. 


E.W. REYNOLDS CO. 





Headquarters for 
1847 Rogers Bros. and the new 
HERITAGE Pattern 





LOS ANGELES 


HONOLULU PHOENIX 


SAN FRANCISCO 





FOR PROMPT SHIPMENT 
OF 1847 ROGERS BROS. 
NEW HERITAGE WRITE 








THE GERWE BROWN CO. 


817 Main St. 


Southland Life Bldg. 





Cincinnati Dallas, Texas 





FOR MARCH, 1953 


Introducing the New 
Herita ge Pattern 
by 1847 Ro gers Bros. 


M. A. MEAD & CO. 


CHICAGO DETROIT 


EDWARDS & CO. 


ALBERT 
WALKER C0. 


Providence, R. I. 





Call Walker for 
1847 Rogers Bros. 
Latest Pattern 





KANSAS CITY 
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Customers 
(From page 142) 


tered, Lebold and Voegele find that many of them return 
later to purchase diamonds and watches. 


Occasionally, as occurred at Adair High School, a 


f group of girls will exchange teaspoons at graduation time. 
x 1847 OLEI Hate BROS. In many instances, Voegele found, girls follow through 


~ 


; AMERICA’S FINEST SILVERPLATE 


, with their registrations by commencing purchases of 


: et china and crystal upon becoming engaged. Also, friends 
Ke) THE MAGNIFICENT of the registered girls check with the store to learn just 
NEW PATTERN what items have been already purchased. No effort is 


made to acquaint the general public with this particular 


SUCH RICHNESS a: promotion. 


Registration of girl graduates is made on yellow cards. 


SUCH WEIGHT... Each purchase of silver, china, or crystal by graduates or 
friends can be tallied by a single pencil mark. Voegele 
SUCH TIMELESS reported that of the girls who registered, 50 per cent 
actually followed through with purchases on patterns 
BEAUTY... selected. The most popular silver patterns are reported 


yearly to the silver companies concerned. 

One large vertical display in the rear of the store, which 
was specially designed and has built-in lighting, serves 
to impress customers with the large variety of silver pat- 
terns carried. Displays of china and crystal occupy 
prominent positions in the store. 

Having perhaps the largest selection of silver, china, 
and crystal in the Macomb trading area, the Lebold and 
Voegele store is becoming known among youthful cus- 
tomers and their relatives and friends as a headquarters 
for graduation and wedding gifts. 





Personal Selling 
(From page 148) 


Price tags on all merchandise shown are an integral 
part of all Square Deal Miller windows. All prices are 
tax included. The management of Square Deal Miller 
feels it a decided advantage in gaining customer con- 
fidence and good will to advertise prices in this manner 
and to avoid tacking on extras which might jeopardize a 





COUNT on us to supply your needs of this 


loveliest of new patterns in silverplate— sale in its closing moments. 
HERITAGE—the pattern with the “Sterling Platforms inside the Square Deal Miller windows bring 
Silver” look. all merchandise up to eye level for passersby—the height 


at which Holmes believes it can be shown to best ad- 

vantage. An important extra in laying out the Miller 

windows was the installation of swinging shelves on 

ALEX SABIN & SONS, INC. | brackets suspended from the shadow boxes on one side 

WHOLESALE JEWELERS of each window. These shelves are swung into position 

Di-Uiees-eeeie ene Now Meek 00, HM. %. close to the front glass and are used for small displays 
of featured merchandise. 


RELIABLE service to the retail jeweler for 
61 years has been our Heritage. . 


TLS EELS a aT USES PERSONALIZED SIGNS 


ALEX SABIN & SONS, INC. K 
20 WEST 47th Street, New York 36, N. Y. In all sales presentations through Square Deal Miller 
Resins window or counter displays, special, personalized signs 


are used. Even in promotions of brand name merchandise, 
manufacturers’ display units are usually passed up for 
neatly lettered presentations bearing the script signature 
in the lower right hand corner: Miller. These sales pres- 
entation signs identify the manufacturer and list the high 
+ | points of the merchandise as covered in his own display 
: | material. But they add the personal selling touch which 


[] Please send us full information about the New 1847 
Rogers Bros. Heritage silverplate pattern. 


CU) Please send us your 1953 Catalog (limited quantity 
available to rated jewelers.) 


Name 2... ccc ccc ccc ccc ccc ccc ccc ccn cue cecncccncccceccecee 
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has for years been part of the Miller firm’s campaign to 
win and hold customer confidence. 
Handled in the same style as the merchandising signs, 
Miller’s “Know-It-Grams” add an important personal 
touch which helps make the firm’s windows something to 
look forward to for old customers. “Know-It-Grams” are 
proverbial type sayings of a humorous or philosophical 
nature. They carry no merchandising message, but are 
‘ntended mainly to help store personnel in their full time 
task of making new friends and retaining and strengthen- 
ing the good will of the old ones. When used in windows, 
the Know-It-Grams are usually hung at the rear above 
the short eye-level partition at the rear. They help carry 
the attention of the shopper through the window and into 
the store itself. Inside the store they are used profusely 
behind or alongside of counter top displays and are 
also suspended from the ceiling in strategic places where 
they serve such functions as attracting attention to the 
store’s application department located on a second floor 
balcony. Samples of the Miller Know-It-Grams include: 

“T want to deserve your business.” 

“Do not belittle a fact — face it.” 

“Never satisfied till you are.” 

“Not afraid to talk in my sleep.” 

“Performance is our proof.” 

“I didn’t build this business fooling people.” 


DISPLAY PROGRAM AIMS 


A well run display program, according to Holmes, has 
four main parts: 

1) It attracts attention through use of motion, color, 
light or unusual objects. 

2) It creates interest in the merchandise shown. 

3) It arouses a desire for the merchandise in the cus- 
tomer through attractive display and persuasive copy 
which plays up the desirable features of the articles. 

4) It induces action toward buying the merchandise 
by giving full information regarding its purchase and 
inviting the shopper to come in and see it. 

Important emphasis in every phase of the Square Deal 
Miller display program is on merchandise classed as 
“traffic stoppers.” A “stopper,” as described by Holmes, 
is a “buy” which the shopper will feel is too good to pass 
up. It will bring him into the store, make him a customer 
and a friend. 

Stoppers include attractive merchandise in any cate- 
gory and are always priced at $3 or less. The preferred 
price range for stoppers at Square Deal Miller is 59c 
to $1. They are always given prominent window display 
space and are invariably sold somewhere at the rear of 
the store, making it necessary to walk by and take note 
of most of the merchandise in the store in purchasing one 
of these special items. 

This easy accessibility of merchandise carries through 
the theme which earmarks all Square Deal Miller display 
practices. “If visibility and accessibility are good, sales 
ceilings are unlimited.” 





FATHER’S DAY SUGGESTION—The Crescent Jewelers, 
Fargo, North Dakota, suggested as a novel gift for 
Father’s Day a key chain of yellow gold or sterling silver, 
each link was one letter of father’s name. 


FOR MARCH, 1953 





wre 
AMERICA’S FINEST SILVERPLATE 
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~ 


5, THE MAGNIFICENT 
. NEW PATTERN 


SUCH RICHNESS... 
SUCH WEIGHT. .. 
SUCH TIMELESS 
BEAUTY... 





Order Now! Be assured your 
stocks will meet the demand the big, 
3-month national advertising 
campaign will create. Get prompt 
service on all six 1847 Rogers 
Bros. patterns from George Phillips 


Co., Ine. 






GEALPRILPS-00 





\ 
NZ, 
sms SERVI coche 


Pechicaly everything sold § 


1168S. Salina St. 149 Penn Ave. 216N. Second St. 


Syracuse, N.Y. Scranton, Pa. Richmond, Va. 
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NEW PATTERN 


SUCH RICHNESS... . 
SUCH WEIGHT... 
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BEAUTY... 







































You've seen this richly ornate Victorian design in 
top-selling sterling patterns, but never before in silverplate. 
Only 1847 Rogers 
Bros. could have achieved for you this depth and 


Here’s historic sales opportunity! 


richness of pattern, plus a complete matching hollowware 
service. To get you off on a fast-selling start, the 
biggest 3-month national advertising punch ever to 
launch an 1847 Rogers Bros. pattern announces 


it... be ready for April 13 launching—stock up now! 


Also take advantage of two wonderful introductory offers 
limited to July 1, 1953. Long Server, regular $4.00 
value, now $2.95. 3-pc. Snack-Set, regular $5.50 value, 


now $3.95. Full dealer markup. 


BOB SCHEFFRES CO. INC. 
29 E. Madison St. 
Chicago 2, Illinois 



























Selling Slants... 

A Vallejo, California, firm scored a 366 
per cent increase in charge accounts with 
their monthly “Charge Account Drawings.” 

Each month the firm draws three names 
from alist of all their Charge customers—and 
the lucky people selected don’t have to 
for their previous month’s purchases from the 
store. 


DRAWING 
CARD 








The drawing is held publicly with the usual 
promotion, and winners do not need to be 
present to get their month’s statement marked 
‘Paid in Full.” To date the awards have aver- 
aged $30.00. But the store finds it worthwhile 
because of the tremendously increased activity 
on present accounts as well as obtaining many 
new customers. 











‘Packaged Service’ 
(From page 144) 

Where large weddings are concerned, according to 
this Texas jeweler, this service takes a burden off the 
shoulders of the bride or her parents, and it is deeply 
appreciated. 


SERVICE BRINGS EXTRA SALES 


It is understandable then why this service brings about 
extra sales from wedding guests. Knowing that Ray’s 
Jewelers will set up the display of wedding gifts, it is 
easy for the gift purchaser to make a selection and ask 
that it be displayed at the wedding reception. 

All deliveries of the gifts, as well as the racks, tables, 
cloths, etc., are carried out in a Ray’s Jewelers’ automo- 
bile. 

A few years ago, in order to expand the program and 
to extend its familiarity to young girls of the area, Levy 
set up a cooperative program with home economics classes 
in local high schools. Under this plan, groups of high 
school senior girls visit the store and are given a com- 
plete lecture on the proper use of china, glass and sterling 
silver. The talks are carefully scheduled, thoroughly in- 
formative, and every girl is reasonably familiarized with 
the store’s bridal services. 

Securely entrenched in the goodwill of Temple’s 
younger set, and offering services unmatched by larger 
stores. Levy is understandably pleased with the results. 


ee 





POL All the way down from Washington to 
the members of the town council, the subject of politics 
should be avoided at all costs. There are some folks who 


can discuss their point of view with opponents of their 


ideas and not become prejudicious against the other 
fellow ... but they are few and far between. 
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Tourist Market 
Is Profitable 


Summer tourists, who flock to many 
of the nation’s major cities and resort 
areas from June to late August, repre- 
sent a far more profitable market for 
the jeweler than is often suspected. 
This is the opinion of Fritz Funk, 
head of Mahan Jewelry Co. in Colo- 
rado Springs, Colorado. 

Located near a Rocky Mountain 
national park region which attracts 
some 100,00 tourists per year, Funk 
is qualified to advise on “tourist mer- 
chandising.” With decades of ser- 
vice in the Colorado Springs com- 
munity behind him, he feels that “a 
fresh outlook” on his merchandising 
must be taken during the tourist 
season. 

The major consideration in attract- 
ing tourist spending, this jeweler has 
found, is window display. “The sum- 
mer vacationist.” Funk observed, “is 
bound to be influenced by eye-appeal. 
His are mostly impulse purchases 
which are generated by seeing a de- 
sirable item in a window. For that 
reason, the jeweler who is going after 


the tourist market will find it wise to 
alter his usual window policies dur- 
ing the summer months in favor of 
a larger variety of items, more fre- 
quent window changes, more color 
and more of the ‘unusual’ items.” 

Mahan Jewelry Co. changes its 
window an average of once a week 
but during the summer months it is 
changed every two to four days. This 
is because tourists are in town for 
only a short time, they do a lot of 
window shopping and so the displays 
should be fresh and different to pre- 
sent something that particularly ap- 
peals to them. 

Funk deliberately emphasizes 
“color” and novelty appeal heavily 
through the summer vacation period. 
While the store is noted for its qual- 
ity lines, Funk adds many novelty 
items to his inventory for summer 
selling, such as humorous knick- 
knacks in Indian jewelry, rustic 
woodenware, etc. All the novelty 
items are chosen on a “souvenir” 
basis, and Funk carefully investigates 
sources of supply and getting his 
stock well in advance of May 30, when 
the Colorado summer tourist season 
begins. 


Five display tables located in the 
center of the store are utilized for 
novelty promotions, as are the win- 
dows, and these, too, are changed at 
frequent intervals during the entire 
summer months. 

The firm has found it necessary to 
set up a gift-wrapping and mailing 
service for tourists. Funk has learned 
that few tourists have any additional 
space for souvenirs and that many 
sales are lost simply because of the 
inconvenience of carrying around 
extra items. Therefore, Mahan Jew- 
elry Co. regularly offers gift wrap- 
ping and mailing services, for which 
the customer pays only a nominal 
charge. 

Another important aspect of Funk’s 
“tourist merchandising program” is 
the policy of pricing every item 
shown in windows. “We have made 
it a routine policy to place a price 
card on every item in the windows 
during the summer months, no mat- 
ter how small it may be,” Funk stated. 
“Our theory is that the usual tourist 
sells himself while viewing our win- 
dow displays.” 
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The 
the flame you aim... 
the Beattie Jet Lighter 






















































out in front for jewelers’ profits! 


TILTED jet = 
flame for pipes oe 


UPRIGHT 
for cigars and 
cigarettes 


The Beattie Jet Lighter with a two-way 

flame gives you two-way sales support, too! 

The Beattie Jet is backed by years of 

national advertising. And it’s the only lighter of its 
kind with thousands of enthusiastic users 

acting as “salesmen” for you. This means fast 
turnover and the profits that go with it. So keep 
the Beattie Jet Lighter out where your customers 
can see it. Watch it sell itself! 


. The Flame 


you aim 





Why Beattie Jet Lighters sell so easily... 


1. Two flames—jet for pipes—regular for cigars 
and cigarettes. 

. The only jet lighter that works on standard 

lighter fuel, always at hand. 

Wick lasts indefinitely. 

. Longest flint. 

. Easy to fuel—holds more, too. 

. Guaranteed to work. 

. 10 models retailing from $6.85 to $27.50. 

. Consistently advertised. 


For full information or display material write to 


BEATTIE Ta a INC. 


19 East 48th Street,7 New York City 


CONAN AW bw 

















«7 














Advertising Clinic 


Preferred Position 


A retail jeweler in a small community writes that 
he is dissatisfied with the position assigned to his ad, 
in the local newspaper. In his analysis of the ad; 
he has found that when his advertising appears oy, 
the society page he gets far better results. 


Most newspapers have a preferred position rate tha 
is slightly higher than the regular advertising rate. Whey 
a special position is specified the preferred position rate 
is charged. 

This may have some advantage for a jeweler if his 
analysis of his past advertising has revealed that on one 
page there is more pulling power than there is on anothey. 
However, before starting a program of using preferred 
positions in the newspaper it would be wise to analyz 
carefully past ads to be sure that it is position that js 
responsible for results. 

If it is determined that position is the controlling 
factor, there is one other point to consider. Try to get 
special positions without requesting for it. Some jewelers 
have found that they can sometimes get spegeial position 
by talking the problem over with the salesman for the 
newspaper. 

Special positions are occasionally given to regular 
advertisers without the premium payment. Naturally, 
these position are sometimes lost because another adver- 
liser may buy the spot the jeweler selects. But, in most 
communities the newspaper is willing to go along with 
the better advertisers in giving them the position that 
will build the most business. 

Keep in mind these three points about preferred 
position: (1) be sure that the special position is the true 
cause of the plus business, (2) try to secure preferred 
position without paying the premium, and (3) carefully 
consider the increased cost against the possible increase 
in the pulling power of the ad. 








Selling Slants... 


Retailers (especially those in rural areas) 
can use this interest-arounsing feature to at- 
tract more customers. 

In a conspicuous place in your store, fasten 
a large slate. 





On it can be written information concern- 
ing farm sales or auctions, equipment wanted, 
items wanted, items offered for sale, or simi- 
lar information of interest to farm folks. 

People come into the store to take advan- 
tage of this service and often remain to buy. 
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A Bid for Post-Christmas Sales 


In a post-Christmas ad, Alpert’s, Elmira, N. Y.., made a 
bid for late holiday shoppers. The clever ad was titled, 
“Who Did You Forget?” | 

The copy read: “You thought you had selected it—- 
and that you had mailed it, too? Well, now don’t you 
fret another second about it. Just come in to Alpert s! 
I'll take but seconds to help you choose just the right 
gift—we ll gift wrap and mail it for you if necessary. 

“Friends understand those things can happen; why. 
gosh, don’t think for one minute you're the only one that 
forgets. Every year Alpert’s are happy to come to the 
rescue of many nice people-—and we're mighty glad to 


do it, too !” 





The Problem of Inertia 


Science knows ‘inertia’ as that property which causes 
moving objects to continue to move, and keeps stationary 
objects in a state of rest. 

Consider our own habits. When we are busy, it is 
perfectly natural and normal for us to keep on being 
busy. Our bodies and minds as a mechanism are in 
motion, and it takes a very real, though not always con- 
scious effort to check ourselves and stop. Similarly, if 
we have been inactive for awhile, it is equally hard to 
get going. The difficulty of making a change is in direct 
ratio to the intensity of either condition, whether it be 
activity or inactivity. 

A sales person who is busy finds it easy to greet people 
and show merchandise. Although this is a fine condition, 
it isn’t always possible for him to remain occupied in this 
way. And this is when the problem arises. It becomes 
increasingly difficult to start working again after a period 
of doing nothing. Mental and physical processes have 
dozed off, so to speak, and any interruption is unwelcome. 


Under these circumstances, the service which patrons 
receive deteriorates—the attention given to them lacks 
eagerness and vitality. Customers can sense this disin- 
terestedness and may, as a result, experience a lack of 
confidence not only in the salesperson but in his mer- 
chundise as well. Furthermore, there is always the danger 
of losing the sale through lack of the necessary enthusi- 
asm to ‘clinch’ the customer at the proper time. 


One solution is to ask for or assume certain responsi- 
bilities with which to keep reasonably busy at all times. 
Certain types of stock keeping, for example, can be done 
on the floor between times—and can be made distinctly 
advantageous to the store as well as to the person who 
does it, improving both the appearance of the department 
and its efficiency. 

Customer record keeping is also a valuable duty for 
odd moments of the day—lists for mailings or telephone 
calls can be prepared that are indispensable for promot- 
ing special card days and occasions, for special sales. 

Many other activities are also available to the person 
who makes a practice of thinking on the job—any of 
them infinitely more profitable than watching the clock. 

The thing for us to keep in mind is that the real pur- 
pose of keeping busy is to avoid inactive inertia—pro- 
moting sustained activity as insurance of real and effec- 
tive service when the next customer appears. 
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Milano .. . a distinguished 
modern stainless steel flatware, 
designed by Gio Ponti. 
Internationally acclaimed 
for its superb quality, 
Milano is produced 
in a special nickel-chrome steel, 
with a high mirror finish. 





To retail: $8.95 to $9.75, 
a five-piece place setting. 


FRASERS, xe 


2409 Telegraph Avenue, Berkeley 4, California 


Importers and distributors of 


contemporary table appointments 
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D IPLOMACY and tact needn’t be restricted 
solely to that suave set of gentlemen known as “Ambassa- 
dors.” For jewelers nothing is more urgent than diplo- 
macy, particularly in the handling of collections. Tact as 
opposed to bluntness is often the difference between keep- 
ing a customer and losing one. 


If you use high pressure tactics in your credit depart 
ment, you might as well forget about having any sales 
promotions. Damaging the sensitive ego of a customer 
by sending him a “pay-up-or-else” letter damages and 
counteracts the work of a store’s sales promotion depart- 
ment. 

Albert C. Arthur, owner of Arthur’s jewelry store in 
San Bernardino, California, falls in the jeweler-diplomat 
category. Arthur prefers using “a fine sabre” in dealing 
with credit collections. However, in the past he, like many 
another jeweler, used “efficient” (quote, unquote) but 
actually detrimental methods in bringing in those remit- 
tance checks. 


Arthur was aware that a “credit department, incom- 
petently operated, could virtually wreck a good store. It 
was my desire,” he stated, “to soften the ‘sting’ in our 
collection methods.” 


As a result, three years ago Arthur initiated a new 
credit collection system. Instead of mailing out state- 
ments and mimeographed letters—all quite simple but 
very cut and dry—he devised special credit cards which 
are examples of tact as well as warmth. 
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To bring in those remittance checks, Arthur's uses a series of tactful, as well as thoughtful, credit cards. 


WANTED: Diplomacy and Tact 
In Handling Credit Collections 


The basic idea underlying the thinking behind these 
cards is a sound business psychology. When a customer 
is delinquent in his credit payments he doesn’t, of course, 
like being called “delinquent.” The word has nasty over- 
tones—it implies that he is a bum. 

When a customer of Arthur’s misses a payment he is 
sent the following card, just one of many for such cir- 
cumstances. 

Something wrong? If some set-back has unfortunately 
occurred ... please do inform us! 


These regular payments are important to our operations 
(Please turn to page 176) 
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Encouraged by the success of its credit cards, Arthur's also 
use other cards, as the one above, for store operation needs. 
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General Mills 


for Spring [x 






Mem 


Here’s a bargain that’ll make 
sense to all your customers...a 
chance to STEAM Iron the Betty 
Crocker way for only $19.95. At i e tale 
last women can get this sensible J ERR Ak NR RRO AE ae 
General Mills steam iron combina-_ | es 
tion that comes apart for lighter, 
faster dry ironing (75% of all iron- 
ing is done BEST with a dry iron) 
for little or no more than ordinary 
steam irons. 

A barrage of advertising in 8 
major publications will tell every 
other family in America about this 
special money-saving price on the 
General Mills Tru-Heat Iron and 
Steam Ironing Attachment. Other, 
special ads will feature the General 
Mills Toaster right at the height 
of the big Spring gift season. 

Check your stock now... be 
sure you get your share of General 
Mills Appliance sales this Spring! 





A FREE DispLay KIT is waiting 
for you now! Colorful “Special Price’’ 
steam iron displays and a unique 
Toaster “‘tent” slot insert are all 
packed and ready to help you do a 
record volume on General Mills 
Appliances this Spring. Simply fill 
out and mail the handy coupon order 
form below... 








SEND FOR THIS FREE DISPLAY KIT NOW! 


BARRAGE 
OF SPRING ADS General Mills Home Appliances 


Sales Promotion Department JC-33 


RU N MARCH 1620 Central Avenue 


Minneapolis 13, Minnesota 


TH RU J U NE IN Send memyfreedisplay kitforthe 1 trong seununmdiaane 


SATURDAY EVENING Post GENERAL MILLS SPECIAL | 17 Toaster display 
Woman’s Home ComPANION PRICE FULL PROFIT PRO- 1 Window “tip-on” poster 











BETTER HomEs & GARDENS MOTION 1 Ad Mat—Consumer Folder order sheet 

SUCCESSFUL FARMING 
PROGRESSIVE FARMER eee ; 

FAMILY CIRCLE 
WoMAN’S Day NS . .. icsrcrsnnsasaanaesiiiiiiem emails 
D 

HousEHOL . ee ZONE...STATE........- ’ 
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‘Stand-Out’ 


Front 


Gives Accent to 


Small Store 


Located in the crowdéd shopping area 
of a large city, this small jewelry 
store, by modernizing its front in a 
distinctive design, has proven to be 


an eye-catcher on the busy street. 


— 


by GEORGE E. TOLES 


: H.. a small jewelry store in the crowded 
downtown shopping center of a large city can be made to 
stand out distinctively through unusual architectural and 
entrance features is effectively demonstrated in the new 
Ostrander’s store at 101 Yonge St., Toronto, Ont. 

The front and interior were completely planned and 
constructed by Cameron McIndoo Limited of Toronto, 
store specialists, who brought into play some new and 
striking techniques in store design. 

The Ostrander’s store is 40 feet deep and only 12 feet 
wide. The depth of the recessed store front is six feet, 
six inches. 

The front is completely of glass, including the door. 
Customers may inspect displays in the exterior show 
case to the left of the entrance while standing in the 
shelter of the recessed entrance area. At the same time. 
the visual front provides street traffic with a complete 
view of the store interior. 

Catching the eye of traffic is a large facia sign which 
is made of sheet plastic, opaque in the general back- 
ground with translucent plastic letters. The sign back- 
ground is forest green, the letters white. 

The facia area itself is green carrara. In addition to 
the overhead sign, the store name is imposed on two sec- 
tions of the front at eye level. 

In addition to the principal show window on the 
exterior, there also are six protruding plastic windows 
for individual or group displays, accessible from the rear. 
They are located on a forest green enameled wall at the 


160 











ve ease et ane ae ae etn 
PO OG A AO ALL 


A colorful all-glass front fashioned in distinct design 
has made this small store stand out from its neighbors. 


right of the entrance, constructed of vertical fluted wood. 
The store front lighting is recessed incandescent, with 
a side light to illuminate the door area. The entrance 
floor is terrazzo, in beige color. : 
A highlight of the store interior is the rear wall which 
is completely mirrored. 
Display fixtures are constructed in birch with a paint 
finish. The birch areas of the store are finished in 3 _ 
warm brown color. Colors used on display fixtures run ~ 
this way: frames, white; interiors, light salmon, yellow | 
and light turquoise. 
Along the left wall is a continuous display case, sup- | 
ported by floor to ceiling fins, with continuous frame- 
less sliding glass doors. : 
Show cases are mounted on legs with built-up pads — 
and are cloth covered in the display area. : 
At the rear of the store are located shadow box and | 
lower glass display cases. At the right wall rear are 
sloped flatware display shelves. | 
The ceiling and left wall of the interior are a deep 
plum, while the right wall is light mushroom. The drapes | 
are light grey and the floor salmon red with black lateral 
stripes. : 
The legs and bases of display units are black, with 
vertical fins on the left wall in light mushroom. 
The general lighting of the interior is fluorescent, with 
incandescent spots on the show cases, all of which con- 
tribute an air of distinction to a small store in a big | 
town. 
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ADVERTISED IN 





Own the most beautiful stainless tableware in America, created by the wor! 
gil the serving pieces - - - perfect in any setting, for 


handsome patterns . . 


—————— 


less today, just call WESTERN UNION by number, ask for Operator 95. She will give you 


CURRIER & IVES SERV-A-TRAY.- 
Double-duty wood tray with lift-out flat- 


SPOON RACK. Authentic early 
American reproduction, antique fin- 
ish, handy storage drawer in base, 
containing 40 pieceS.------- $54.95 


TUCKAWAY TRAY. Wood tray with fold- 
under cover, containing 26 pieces. $38.50 


ware holder, containing 34 pieces. $49.50 


WALLACE SILVERSMITHS AT WALLINGFORD, 


CITATION 


* 
& 
* 


d-famous makers of Wallace Sterling. Four 
every dining occasion. To see Wallace Stain- 5 


the name of the store nearest you. .\ 


PATIO CHEST. Beautiful hand rubbed 
walnut finish chest, wrought iron legs. 
Bamboo lined, containing 76 pieces.$99.50 


TUCKAWAY TRAY. Leatherette cov- 
ered chest with fold-under cover, con- 
taining 52 pieceS.------*"""""" $69.50 


CONNECTICUT SINCE 1835 





20 CENTS 


Look for this advertisement APRIL 13, 1953 


The Greatest Sales | 
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Opportunity of a Generation 





Throughout the country, homemakers are discovering 
stainless steel tableware .. . seeing it, loving it, wanting 
it in their homes. And, for these very good reasons: 


1. HANDSOME DESIGNS... 
ing, modern patterns. 


stainless lends itself to strik- 


2. UTILITY. . . it’s so easy to care for... never, ever needs 
a polishing. 
3. SERVICEABILITY ... it’s guaranteed to last—through a 


rugged lifetime! 


Are you awake to the 
profitable possibilities of stainless? 
A whole new market has opened up... one that can bring 
new customers into your store. Customers who will be 
looking for stainless steel where they know fine tableware 


is sold. Customers who will be presold on Wallace Stain- 
less Steel patterns! 


WALLACE STAINLESS 
HAS TAKEN THE COUNTRY BY STORM 


FOUR new patterns—the most beautiful in the world today! 
MADE by the finest silversmiths in America. 

BACKED by the Wallace reputation for quality. 

PRICED to insure every family a prospect. 


And supported by the Biggest, Strongest, Nation- 
_ wide Stainless Promotion in Wallace History. 


STAINLESS 
hbleware Tradition [ 
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America will see me 
WALLACE STAINLESS IN LIFE! 


Your customers from 17 to 70 will learn about Wallace 
Stainless through powerful, full-page advertisements in 
LiFE— America’s most important selling magazine. 


Operator 25 will be selling 
WALLACE STAINLESS for YOU 


Every LIFE advertisement will carry the 
Operator 25 service line. All the reader will 
have to do is call WESTERN UNION’s “Operator 25) 
to learn the name of the store in your locality 
that sells Wallace Stainless. Your order will 
make sure she mentions your store. 







HERE’S YOUR OPPORTUNITY...FOR A BRAND NEW BUSINESS THE YEAR ROUND! 


SMC cuslomord WALLACE STAINLESS 





in these athachve Gye PACKAGES. 


a. PATIO CHEST... beautiful hand rubbed walnut finish 
chest on wrought iron legs. Bamboo lined. Contains 76 
pieces. (Service for 12) ............... Retail $99.50 


b. TUCKAWAY TRAY... leatherette covered chest with 


fold-under cover. 52 pieces. (Service for 8). . Retail $69.50 


c. SPOON RACK ... authentic early American reproduc- 
tion, antique finish, handy storage drawer in base. Con- 


tains 40 pieces. (Service for 8).......... Retail $54.95 


d. CURRIER & IVES SERV-A-TRAY .. . double-duty wood 
tray with lift-out flatware holder. Contains 34 pieces. 
ES sw ote eh eaed eo wad Retail $49.50 


e. TUCKAWAY TRAY... wood tray with fold-under cover. 
Contains 26 pieces. (Cervice for 6) ....... Retail $38.50 


DON’T MISS THIS CHANCE FOR NEW PROFITS WITH 
BEAUTIFUL, SALEABLE WALLACE STAINLESS 














USE THIS HANDY 
ORDER BLANK 


CHECK ITEM WANTED AND SEND TO 
WALLACE BROTHERS, WALLINGFORD, CONN. 





Name 





Address City 








Please send me the following merchandise and display material 
as checked below: 


PATTERNS —cHECK QUANTITY IN APPROPRIATE COLUMNS 


VOGUE CITATION TRELLIS 





FLEETLINE 





26-piece set 


MERCHANDISE 





Tuckaway Tray 
with 26-piece set 


WALLACE BROTHERS 


A DIVISION OF WALLACE SILVERSMITHS 
At Wallingford, Connecticut, Since 1835 








$38.50 ccc, 








34-piece set 


Currier & Ives 
Serv-a-tray 
with 34-piece set 


y 
$49.50 exch 








40-piece set 





y 








52-piece set 








76-piece set 
elUr YN Bak me 4 














DESCRIPTION 


ST 103 — Requires just 8 in. sq. of counter space, dis- 
plays knife, fork and spoon of all four patterns. 





with 76-piece set 


Spoon Rack 
with 40-piece set $54.95 Ccich 
~ 
Tuckaway Tray 
with 52-piece set $69.50 exch 
Patio Chest $99.50 exch : 

















ST 104 —Attractively designed to hold complete dis- 
play of all four stainless patterns. 








Revolving wy | 
Pattern J If $5.00 each 
Selector /# / f \\ 
| / / Be la 
/ | / yj 4 | \ 
ane $5.00 ech | 
Display 

















ST 100—Displays complete place setting and provides 
space for piece of china and glassware in stock. 





Combination 
Display 


$2.50 ectt| 














ST 101—Lovely aqua satin background, grey linen 
accents. Displays a place setting and serving pieces. 





2 Pattern 
Window Display 





$3.50 eath 














ST 102—Displays a complete six piece place setting 
in window...on counter. 








Place Setting 
Display 


























$1.25 eat) 








Suggested newspaper advertisements... (in mat 
form), for your use in local promotion. 


Consumer folders... illustrating all four Wallace 
stainless patterns and pieces available and includes 
prices, etc. 


Life Promotion Kit. 


—_ ee aes ae es ae ae oe — oe ee ee ee ee ee ee ee ee ee ee ee eee eee ee ee ee ee ee ee ee ee eee ee ee ee ee ee ee ee eee eee ee eee oe 
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Cooperative Advertising Contract. 
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Advertising Clinic 
Advertising Budget 


My past advertising efforts have been irregular and 
a review of my records does not give much informa- 
tion on which to base an advertising budget. How 
can | develop such a budget? 


There are two basic ways: (1) percentage of sales 
method, and (2) advertising task method. In the former 
method, a budget is established on the basis of anticipated 
sales for the coming year. This annual planned sales fig- 
yre is then broken down into months, and a fixed per- 
centage of planned sales is allocated for advertising 
during each month. This system has the advantage of 
cashing in on the ready-made market for certain seasonal 
selling periods such as spring weddings and Christmas. 
With this system it is possible to allocate more advertising 
during specific seasons for extra promotion. Adjustments 
should be made periodically to bring the actual adver- 
tising expenditures into line with actual sales if they 
differ from those anticipated. This plan sets up a con- 
sistent advertising program with some advertising every 
month of the year. 

With the advertising task method, certain objectives 
are established for the business. This may include attract- 
ing more customers, larger transactions, more repair and 
service work, reaching younger people, -or introducing a 
new jewelry line. 

One of the difficulties of this method is to determine 





how much advertising it will take to add, let us say, 40 
new customers’ names to the books. One persuasive ad 
timed just right may bring in 20 new people for a wrist 
watch, and another ad might not bring in a single buyer. 

Most retailers favor the percentage of sales method with 
a slight modification. They will increase advertising ex- 
penditures during months preceding a heavy selling 
season. Thus, the advertising expenditure is heaviest 
when customers are thinking of buying rather than during 
the time when they are actually making their purchases. 





Football Hero Lends Merchandising 
Support to Jeweler 


Vince Mazza, Canadian professional football star, sup- 
plied merchandising support recently for the Jewel Box, 
Hamilton, Ontario, by appearing in the store on two 
successive nights. 

Mazza was the winner of a professional football popu- 
larity poll. In announcing the football star’s personal 
appearance at the store, the Jewel Box said Mazza would 
be on hand “to personally thank all the fans who voted 
for him.” Visitors were invited to bring their auto- 
graph books. 

The promotion was given a merchandising slant with 
newspaper ad copy which read: “Men! An experienced, 
married man, Vince is well qualified to help select gifts 
for the women in your life, from our wonderful selec- 
tion of diamonds, watches and silverware.” 
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a BIG item...a little price! 


the new EMCO’ Silvercase lined with Pacific Silver Cloth 
the one and only cloth that positively prevents tarnish 





Your customers will see this new Emco Silvercase adver- 
¢h tised in these national magazines: 

BRIDE S REFERENCE BOOK 
BRIDE S MAGAZINE 





: WOMAN'S HOME COMPANION 
HOUSE BEAUTIFUL GOOD HOUSEKEEPING 


mous cloth that really shuts out 
tarnish, keeps silver bright and 
shining—Pacific Silver Cloth. 
Your customers will ask for the 
ware. BEST OF ALL, the Emco EmcoSilvercase. You'llsell them 

: Silvercase is lined with the fa- absolute protection for their sil- 
hy —_ ver...at an appealing low price. 


: This smart looking, low-priced 
hE Silvercase is a standout! Made 
| of durable, washable imitation 
leather, it holds 56 pieces of flat- 






to retail for 


about $395 


*Reg. U.S. Pat. Off. 
by Eureka Mfg. Co. 


+ mm meee 


ih 
Der nt ite ks 
£7 pagitte 


at 






New visual wrap display 
helps you display Pacific Silver 
Cloth where your 















PACIFIC MILLS, Dept. R3, 1407 Broadway, New York 18, N. Y. 

Gentlemen: Please send me names of suppliers and descriptive literature on 
Place-setting rolls ——, Hollow ware bags ——, Lined chests ——, Packets —-—, 
Wraps (yard and 2 yard ——). 


Sulphur gases, always in air, = sm customers can see 
nt tarnish your silver. Tiny particles _. ai it! Point out the 
of silver in Pacific Silver Cloth : label and _beaver- 
brown color that 


absorb these tarnish gases before 
identify the genuine 


they can reach your silver. Rated 














— 


best silver wrap in Reader’s — Pacific Silver Cloth. Name Title 
Digest report. 
Store Dept 
only PACIFIC silver Cloth | “ 
City Zone State 


ln an ascebsesumesemameennmemnsnmeianmmunmnemnmmmantl 


absolutely prevents tarnish 
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2. 


1. Rich shades of yellow and green ap- 
pear in this "Chrysanthemum" pattern in 
Lorenz Hutschenreuther china, finished with 
gold lines, half-mat gold handles; open 
stock; 94-pc. set retails at $200. From 
Paul A. Straub & Co., Inc., New York. 


2. New "Dry Champagne" design in Arz- 
berg china from Bavaria, created by Amer- 
ican designer Corinne Nevelson, sprays 
golden bubbles over pure white porcelain; 
5-pc. place setting retails for $14.85. Sold 
by H. E. Lauffer Co., Inc., of New York. 


3. Just introduced is this blown-by-hand 
bowl set on a modern foot in the "Capri" 
design, made with candlesticks to match; 
in crystal only; the 9!4" bowl may be re- 
tailed for $7.50; the 6" sticks, $5 a pr. 
By Fostoria Glass Co., Moundsville, W. Va. 


4. “Coronet''—new pattern on "Caroline" 
shape shows dove-gray plumes tied with a 
pink bow, gray rim edged with platinum; 
feet of hollow pieces covered with plat- 
inum; 5-pe. setting retails for $15.75. Cre- 
ated by Syracuse China, Syracuse, N. Y. 


Table-Top Fashions 

















5. Leaves seem to swing around the bowl 
in this new “Nonchalance” pattern in cut 
crystal glass stemware; it is made in a 
complete line of stemmed pieces, retail 
$2.50 each; and 8" dessert plates, $2.75. 
From A. H. Heisey & Co., of Newark, Ohio. 















6. ''Green Garland" pattern on high-fired 
Finnish faience by Waertsila-Arabia now 
available in breakfast sets as well as in 
dinnerware, teasets, and open stock; the 
»I-pc. -breakfast set for one, $14 retail. 
Imported by Waertsila Corp., of New York. 
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They’re New... 





1. "Regency'—new pattern in Franciscan 
china has stylized sheaf of wheat done in 
platinum, finished with platinum line at 
edge; 5-pc. place setting, $16.85 retail; 
l6-pc. starter set, $49.30. From Gladding, 
McBean & Co., of Los Angeles, California. 


4. White flowers and green leaves toned 
with gray and brown, finished with gold 
ornamentation, make up this "Hawthorn" 
pattern in white-bodied Franconia china; 
five-piece place setting, $8.95 retail. From 
Herman C. Kupper, Inc., of New York. 


4. 
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and Home Accessories 


... They're Selling 


2. 


2. New on market—this Adderley's din- 
nerware is the first coupe shape ever to 
be made in English bone china; designed 
in America, it is shown here decorated 
with the "Simplicity" pattern. Distributed 
by Ridgway & Adderley, New York, N. Y. 


5. Gift suggestion for Mother's Day and 
Easter, this china Madonna, one in series 
of busts imported from Italy; 4" tall, it 
is done in white with the shoulders and 
halo decorated in fine gold; $6 retail. 
Sold through J. & H. Alexander, New York. 





3. "Rose of Sharon" decoration has been 
added to the "Classic" and "Florentine" 
designs in the sterling silver and glass 
Coastray line; made in 334", 4%", and 
63/4," sizes with matching table lighter and 
urn. Frank M. Whiting & Co., Meriden, Conn, 


6. "West Wind"—new china dinnerware de- 
sign shows fresh sweep of leaves in soft 
green, yellow, brown and lavender across 
the modern coupe shape, finished with rim 
in 24K gold; 5-pe. place setting, retail 
$19.25. By Lenox, Inc., of Trenton, N. J. 
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Commemorative Pieces 


Ver 


For the Coronation 


ee? 
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England’s world-famous china and glassware industry always 
takes a leading part in the creation of fine pieces to commemorate the 
coronation of its monarchs. Shown here are some of those made 
to celebrate the crowning of Elizabeth II, all of them particularly 
suited to jewelry store merchandising. 


1. A Rosina bone china teacup and saucer, one of two shapes, decorated with 
the Queen's picture, her cypher, and wreath of English roses, imported by 
the Geo. Borgfeldt Corp. 


2. A Spode coronation beaker, with the Queen's likeness encircled by a wreath 
of roses of England, thistles of Scotland, shamrocks of Ireland, daffodils of 
Wales, from Copeland & Thompson, Inc. 


3. A Grecian-style loving cup 5" tall, decorated with the Royal coat-of-arms 
and richly gilded, in Paragon bone china, (appointed Potters to the Queen 
during the last three reigns), from Fondeville & Co. 


4. A service plate and a low-footed compote in Aynsley bone china decorated 
in gold and enamels and carrying a portrait of the Queen, in tiara and 
coronation cloak, which is exclusive with Aynsley. 


5. Imported by Maddock & Miller, Inc., are the bust and the cup and saucer 
made by Foley and the ash tray in Coalport bone china. 


6. A group of pieces in Queenware from Josiah Wedgwood & Sons, makers of 
coronation ware through the reigns of ten monarchs. 


7. The hand-engraved "Commonwealth" bowl in Brierley crystal, imported by 
Williams & Thompson, Inc., one of 50 whose purchasers will be registered and 
their names inscribed in the Brierley Coronation Book. 





8. Front and reverse of the coronation loving cup from Royal Doulton show 
portraits of Queen Elizabeth II and the first Elizabeth, good Queen Bess; 
made in limited edition and accompanied by parchment certificate of 
authenticity. 





A nosuQ Ar ets a 
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lassware 





"CLARE" 





App. $75 
a doz. 
a treasure to own... retail 


a sparkling gift to give 


WATERFORD 


LEAD CRYSTAL FROM IRELAND 
hand-blown and cut in brilliant designs 


worthy successor to the tradition that 
made antique Waterford glass so renowned, 


on the market again for the first time in 100 years. 





and from 
HEINRICH & CO. 


two important new patterns 


“PLAINTAIN” 


(TOP) 


a swirl of delicate fronds in 
subdued tones of green and 
reddish brown, with touches of 
coin gold. 


o-pe. Place Setting About $9.75 Retail 


and 


“GLAMOUR” 


(BOTTOM) 


a curve of stylized flowers in 
sold with gray-green leaves, 
completed with coin gold edge 
lines. 


o-pe. Place Setting About $11.50 Retail 





Both appear on coupe shape in 
snowy white Bavarian china dinner- 
ware. 


GFELDT CORPORATION 


Established 1881 
44-60 EAST 23rd STREET 44 York Street 
NEW YORK 10, N. Y. Toronto, Ont., Canada 
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GEO. BO 


1355 Market St. (Mdse. Mart) 


San Francisco 3, Cal. 
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by MADELINE LOVE 


HOSEN as the service for the State banquet at the 
coronation of Queen Elizabeth II next June is this 


Wedgwood bone china pattern designed by the late 





Eric Ravilious. It is printed in gold with the royal coat 
of arms incorporating the royal cypher in the center. The 





service consists of 400 pieces, and after the banquet, half 
of the items will be sent to one of the important embas. 
sies abroad, the other half to be returned for use in future 
entertainment of distinguished visitors. The State ban. 
quet is to be given by the foreign secretary, Anthony 
Eden, for the Queen and the Duke of Edinburgh, wit), 
150 guests from all over the world. 
Fee booklet on Brierley coronation crystal 
from England has been brought out by the importers, 
Williams & Thompson, Inc., of New York. Brierley has 
been commemorating historic events in England fo, 
nearly two centuries, and the special pieces designed foy 
the June coronation of Queen Elizabeth II are illustrated 
and described in the booklet. Several of the pieces are 
signed and numbered, and the purchasers’ names will be 


registered in the factory’s Coronation Book. 
% % % 


AMES W. MAHONEY, vice president and genera] 

sales manager for Gladding, McBean & Co., of Los 
Angeles, has announced that Philip C. Starr is manager 
of field sales for the Franciscan Division of the company. 
Robert C. Colley has been named manager of administra- 
tive services of the Division; Mary Jane Wimans, designer 
and stylist; Otto Lund, formerly director of Castleton 
Studios, is ceramic artist; and John Starr, also formerly 


of Castleton is in charge of product planning. 
* % * 


HE Jackson Vitrified China Co., New York, has been 


appointed exclusive representative in the United 











ART WARES 


by 
Lorenz 
Hutschenreuther 


New subjects by the well known 
sculptor 


ACHTZIGER, Selb 
and by 
TUTTER and WERNER 


arriving in each shipment 





We invite inspection 


Displayed at all important shows 


.| PAUL A. STRAUB 
& Company, Ine. 


19 East 26th Street (Near Fifth Avenue) 
NEW YORK 10, N, Y. 
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“GOLDEN HARVEST” 


(The exquisite pattern, HANDPAINTED AND EMBOSSED IN GOLD, which won the coveted Gold Medal at the Tri-Annual 
Milan Fair—the ONLY medal awarded the ceramics industry!) When you offer “GOLDEN HARVEST” you are really offering 
the FINEST in Bavarian dinnerware. Advertised in House Beautiful. Inquire if still “open” for your city. Note the very com- 
plete open stock service. Prompt shipment from Philadelphia stock. 


RETAIL PRICE LIST 





No. Item Each No. Item Each 
' * 15 Cov’d Sugar, small size ........ sealehemusiaabioamaaa $ 8.00 
s Fested Tes Cup & Ser .......... i I I i sscteisessiecnnsaccernseenmnnesceanns 9.90 
2 Footed A.D. Cup & Ser oo... 3.00 17 Cov’d Sugar, large size ................ ee 
3B. & B. Plate ............... kt Rs 18 Creamer, large size ........................... a 
4 Sal Er iicichicnsnsisninanenehiannshixnetaseuune a 
a ad Plate bbmdberaekemane nae ceca keedudon Pie aaa aeecedaie a 4.50 20 Coffee Pot. small size eee ic i a = 12.00 
6 Dinner Plate .................. Foe eee Te 6.00 21 Coffee Pot, large size .............................684 ee 
8 Frui III... .. cc scascnedeausieunsiennsnnaannetanncscanunsiie 
om Saucer ........ ee eT 3.00 23 Platter 11%” nina 10.00 
OF NN ID i ciscvinceas cacabseasatteees caliibigaae 4.50 24 Platter, 137 oo....cccccc. eae ae 15.00 
28 C S /S: ee Te SE OTe ee ee eee 33.00 
. speattaetaellpaloccnggees _ 26 Oval Vegetable Dish, 1014” ....................... 12.00 
FIVE PIECE PLACE SETTING ................. 19.50 SRR SRE ORS repre mmo 7.00 


Prices higher in Rocky Mountains and West Coast areas. 
There is no other pattern like “GOLDEN HARVEST” 
See it and you know why this is TRUE! 


EBELING & REUSS COMPANY 









Established 1886 
MAIN OFFICE, 707 CHESTNUT ST., PHILADELPHIA 6, PA. 
NEW YORK 10 CHICAGO 54. LOS ANGELES 14 
ifth Avenue 1557 Merchandise Mart 527 W. 7th Street 


















Nationally Advertised & 


Ore Gp 
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WOODLAND—charming ferns, colorful violets and gold tracings on an 
embossed gadroon shape, in pure white translucent china — accentuates 
dinnerware beauty at its best. 


Contemporary in spirit — Sets a charming table. 


5-pc. Place Setting with 1034” dinner plate $8.95* Retail 
* Slightly higher South and Weat 


Write for illustrated price list of this and other Franconia patterns 


HERMAN C. KUPPER, Inc. ei) NESE 73rd st: 











ode since 1770 


THE WFINE ENGLISH 


DINNERWARE 





COPELAND 
RAS 


Fine English Earthenware wo 


ENGLAND 














. . SPOULE 
PELANCS N 
English Bone China co LANDS CHINA 











| 
| Lowestoft Stone China 

















Made in England by W.T. COPELAND & SONS, LTD. 








IMPORTED AND DISTRIBUTED AT WHOLESALE BY 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10, N. Y. 










































States and Canada for Manufacture Nationale de Sevre 
of Sevres, France, makers of fine china. The first ni: 
of artware samples from Sevres were introduced “7 
preview-cocktail party held February 19 at the Jackson 
showrooms at 9 East 55th Street. 

Philip R. Distillator, president of Jackson, sailed fe}, 
ruary 22 for France where his company and Sevres ), 
conducting a contest for dinnerware shapes and decory. 


tions among students in French schools of art. 
~” % * 


sana F. DALZELL, president of the Fostoria 

Glass Co., was the guest of Kate Smith at one of 
her recent television broadcasts, and at that time he 
awarded Miss Smith with an Americanism award from 
the Glass Crafts of America, which Mr. Dalzell also heads. 
The award was given in recognition of her many actiyj. 
ties in the interest of her country, and represents the 
hand-made glassware industry and its 60,000 workers, 

- * * 

OBERT C. JONAS, JR., who has been sales repre- 
sensative for Haeger Potteries, Inc., in the Midwest 
for 15 years, is now the permanent representative in the 
new showrooms in the Brack Shops, Los Angeles. His 
territory will include California, Nevada and Arizona, 
¥ * ¥% 

ELECTED for Good Design and exhibited in the Good 
Design Show being sponsored by the Museum of 
Modern Art, New York, and the Merchandise Mart, Chi- 
cago, is an after-dinner coffee pitcher made by the 
Iroquois China Co. in its “Interplay” collection. It is 
done in either charcoal gray or golden melon and relates 





-to any of the three different decorations which are in- 


cluded in the “Interplay” group. 


* * * 


—_— SOUTHARD has been appointed vice presi- 
: dent in charge of advertising and sales for Buehner- 
Wanner, manufacturers of Buenilum metal giftwares, ac- 
cording to announcement made by the president, Frederic 






DANIEL SOUTHARD 






Buehner. Mr. Southard has been acting as assistant to 
Mr. Buehner since 1950 and will now direct the expanded 
sales activities through this country as well as Canada 
and Latin America. The factory is in East Norwalk, 
Conn. 


* * » 


Cyt hundred and thirty-five years of existence was 
celebrated last month by Libbey Glass, division of 
Owens-Illinois Glass Co., of Toledo, O. Originally the 
New England Glass Co., the company was founded in 
1818, making flint and crown glass in Boston and Cam- 
bridge, and rose to a position of great importance in this 
country’s glass industry. In later years it was famous 
for its fine engraved crystal. William Libbey became 
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This advertisement will run in the June issue of House 
Beautiful and House & Garden with a dealer listing. To 
fnd out how you can be included in this listing, write 
the Duncan & Miller Glass Company, Washington, 
Pennsylvania. Duncan’s Gift Parade consists of two (2) 
each of starred items and one (1) each of the others— 


total 27 items—total cost $39.50 NET PACKED F.O.B. 


factory. 





a Canterbury 
3 Pc. Sale & Pepper Set 
$1.75t 





Canterbury 
3 Pc. Individual Sugar & Creamy 
2.25f 







| Canterbury 
© 5 Pe. Condiment Set 
$4.95¢ 





















Canterbury 
3 Pc. Marmalade Set ¥ 
$2.00T 







Duncan 
7’ Swan® 
$2.00T 







Let your gift reflect your fine taste... 

your love of beauty . . . your perfect judgment. 
These lovely Duncan pieces were made to 
treasure. They are meant to be kept for 


years and years—like heirlooms. 





Duncan 
10’’ Swan 


$4.00T 





Duncan’s Gift Parade is 


mene 


a collection from 


“the loveliest glassware 









. . $9 
in America. a GENUINE 


$2.50 pr. 


ss 


Canterbur 
9’’ Crimped Bowl 
$2.25t 


se Ne 











Ss ee 





o _,,anterbury Canterbury _ Canterbury Canterbury | Canterbury 
+4” Flower Arranger 12’’ Celery & Relish Candy Jar and Cover 1014” Celery & Relish 3 Compt. Candy Box & Cover 
$2.25f : $3.75T $2.50T $3.25T 





$4.00T 





Murano Canterbury Contour - Contour Canterbury 
7’’ Flared Vase 14’’ Torte Plate 2’ Candlesticks*® 619” Tulip Ash Tray¥ 4 Pc. Dressing Set 
$3.50t $5.50 $2.00 pr.t $2.25T $3.75¢ 


tApproximate retail prices. Prices slightly higher in West and Southwest 


THE DUNCAN AND MILLER GLASS COMPANY, Washington, Pennsylvania 
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It's much to your advantage to talk over your Jewelry 
and Gift Box requirements with your PICTORIAL” rep- 
resentative when he calls on you. Here is the best 
possible way to accomplish ycur box—buying, quickly, 
easily, economically. By placing your order well in 
advance, and including ALL your box needs for the year, 
you can take advantage of quantity discounts and lowest 
FACTORY PRICES. You can be sure of getting the pat- 
tern you select from our wide variety, and you won't 
have to worry about rush deliveries later. 


MAIL COUPON FOR CATALOG 


Shows our complete line of set up and feld- 
ing Gift and Jewelry boxes, seals, labels, 
fancy wrapping paper. Ask your 
PICTORIAL salesman for this catalog, or 
send coupon below. It will help you make 
the selections that will meet your needs 
the best. 


Op 


PICTORIAL PAPER. PACKAGE. CORPORATION 


15116 MERCHANDISE MART e 2932 SOUTH LAKE STREET 
CHICAGO, ILLINOIS AURORA, ILLINOIS 
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“THE PACKAGE IS PART 
OF THE PURCHASE” 








Pictorial Paper Package Corp. 
AURORA, ILL. 


Please send catalog of your complete 
line of Gift and Jewelry Boxes, Seals, 
Labels and Wrapping Paper, 


Name 





Firm 





Address 
































agent for the company in 1872, with his son Edward 
Drummond Libbey as a clerk. In 1880, he became his 
father’s partner and a few years later, when labor troubles 
forced the closing of the plant, Edward Libbey took Some 
100 workers with him to Toledo where he resumed busi. 
ness. In 1907, he began to make tumblers with automatic 
machinery, the first company to do so, and thus began 
new era in the making of low-priced, attractive table. 
ware. 
% % % 

H J. YOSS is now representing Koscherak Bros., Inc. 

® importers of china, glass and giftwares, in Ney 
York, New Jersey, Pennsylvania, Delaware, Maryland 
and Ohio. This territory was covered for many years 


by the late Fred S. Kohn. 


% % * 


— C. PRESTON, executive secretary of the 

225 Fifth Avenue Association, New York, since its 
inception, died January 28 of a heart attack aboard the 
French liner Liberte, as he was returning from a Euro. 
pean trip. Mr. Preston was the head of his own adver. 
tising agency at 225 Fifth Avenue, and prior to founding 
that agency in 1921, he was editor of an industry trade 
magazine. Born in New York in 1889, he was a World 
War I veteran, and was the adjutant of the French Uni- 
versities Post of the American Legion. 





Advertising Clinic 
Quantity Space Contract 


My local newspaper has asked me to sign a space 
contract in which I agree to use a certain amount of 
space during the year. This contract, I understand, 
gives me a better rate than the regular one. Can you 
give me any information about this type of contract? 


This type of contract is typical of agreements used by 
many newspapers. Usually these are “informal” con- 
tracts and you are not bound to use the full amount of 
the space you agree to use. However, be sure that your 
contract is a simple agreement that “reserves” space and 
“ouarantees’ rates for your advertising. 


Most of these space contracts work to the advantage of 
a retail jeweler. In case the newspaper find it necessary 
to increase its advertising rates during the term of the 
contract, the jeweler is protected during the time of his 
contract. 


Briefly, here is how most space contracts work: a 
jeweler agrees to use a certain number of column inches 
during the year. On the basis of this quantity the jeweler 
is billed a certain rate for the space he uses each month. 
For example, if the newspaper has the following rate 
schedule, $1.50 flat rate, $1 for over 1000 column inches, 
¢$ .85 for over 2000 column inches, and $ .75 for over 
5000 column inches, the jeweler is billed for the amount 
he agrees to use when he signs his space contract. 


If at the end of the year the jeweler has not used the 
full amount of his contract, he is billed for the short rate. 
Thus, if a jeweler signs a contract for 2000 column inches 
during a year, he is billed at the $ .85 rate each month 
for the amount used. At the end of the year, he may have 
used only 1800 column inches-—200 short of his contract. 
The newspaper would then bill the jeweler $ .15 per 
column inch used or $270 more. 
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House & Garden—May 


Living for Young ly 
Homemakers—May 


Brides’ cluimar; toa! 0 “anh shiping 


Modern Bride Aystieal- 


Cypensiale Lyoleingy 3 it “ler, sherbet 






‘House's Gata 


The biissgepeee of Sasrcred ; ” x4 





Here’sa quality line of beautifully designed 
glassware, bargain-priced for today’s big market of 
newly - marrieds and about -to-be-marrieds. Tall 
stemmed and graceful, Jenny and Glenmore patterns 
for people who prefer the more formal table. Low- 
stemmed Baguette and Neptune patterns for today’s 
casual, easy entertaining. 

Each of the four patterns are available in the 
following sizes: 10-0z. Pilsner, 14-0z. Footed Iced 
Beverage, 9-oz. Goblet, 6-0z. Sherbet, 5-oz. Wine, 
314-0z. Cocktail, 1-oz. Cordial. 

Nationally advertised 
These two eye-catching advertisements will reach 
more than 12 million readers this Spring. Let this 
advertising help you sell—give prominent display in 
your store and when folks ask for your help with 


ESTABLISHED 1818 
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sift recommendations always suggest glassware— 
high-profit Libbey glassware. 
For complete details see your supplier or write 


Libbey Glass. Toledo 1, Ohio. 





LIBBEY GLASS, Division of Owens-Illinois Glass Company, Toledo |, Ohio 
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Service Makes and Holds Appliance Sales 






It is essential for the sake of future business that a retailer be equipped to 


provide prompt repair service on any appliance he carries. In this way, John 


Wilson believes, the retailer demonstrates he stands behind his merchandise. 


w om - 
ROW EAE HK BAP BH 
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A consistent newspaper advertiser, this Syracuse jewelry 
store regularly features appliances in its advertisements. 


by BILL HEENAN 


—_ is one of the most important factors 
in the sale of appliances, says Jerome M. Wilson, vice 
president of Wilson’s Leading Jewelers, Syracuse, N. Y. 
This is especially true in the field of electric housewares, 
he believes. 

Wilson’s maintains a full scale appliance department, 
offering everything from electric irons to refrigerators. It 
comprises at least a third of the store’s area. As for mer- 
chandising, appliances get the “full treatment.” 

“But it is not enough merely to advertise,” he explains. 
“You must make it known that you can offer complete 
service on any article you sell to a customer. Especially 
in the sale of electric housewares and other appliances do 
we give that assurance to our customers.” 

Appliance repairs are handled as quickly as possible. 
depending on the traffic at any given time. But customers 
are always satisfied in that if a service job is promised 
for a certain date, it is always delivered at the promised 
time. 

“For the sake of future business,” says Wilson, “it is 
very important that a dealer be equipped to give prompt 
replacement and repair service on any appliance he 
carries. In this way, the dealer shows he is standing 
behind his merchandise.” 

The firm employs a special appliance sales staff of 
seven. Jerome Wilson regards them as “specialists,” and 
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TABLE MODEL TV 
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17” TV CONSOLETTE 
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he encourages them to be such. There are no half-hearted 
sales approaches by Wilson’s appliance salesmen; all of 


them know what they are talking about, due to in-store 
training and tips from manufacturers’ representatives. 


. 
317 S$. CLINTON ST. 


(Please turn to page 178) 
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FRI-WELL MEAL-MAKER 








lt pays to promote 


DORMEVER 


Dormeyer has what it takes to build 
successful hard-hitting retail promo- 
tions. Top-notch products — with a 
nationally advertised name... and 
backed by the promotion-wise sales 
policy that has made Dormeyer BIG 
(AND GROWING BIGGER!). 
















Want to run a Free Trial Promotion? Avie i 
A Package Promotion? Dormeyer has fice Boe, , 
them ready for you—complete with * Weis Be 

display materials and kits of direct-mail 
ad helps. Call your Dormeyer distributor — 
for all the details—now. — 





Dormeyer Corporation, Kingsbury and 
Huron Streets, Chicago 10. 





FREE TRIAL 


PROMOTIONS 
All Dormeyer Products 


Are Advertised in 


The Saturday Evening 





PACKAGE 
PROMOTIONS 





BROIL-WELL BLENDER ‘“DORMEY"’ TOASTMAKER COFFEE-WELL POWER-CHEF 
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Earring sales amount to a more 
impressive portion of yearly sales 
volume at Jos. Goalstone, Jeweler, 
Denver, Colorado, since the store be- 
gan an unusual form of “specializa- 
tion.” 

Until a few years ago, earrings 
were classed loosely as “costume jew- 
elry” and were shown chiefly in low to 
moderate price brackets. There were 
few sales above the $5 price level, 
and thus, it is not surprising that Don 
Goalstone, head of the store, showed 
little interest in the promotion of ear- 
rings. 

However, Goalstone noticed a few 
years ago that there was a definite 
predominance of women who had un- 
dergone the ear-piercing operation, 
in order to wear larger and often 
more decorative types of pierced ear- 


‘Specialization’ Program Elevates Earring Sales 





With the customer comfortably seated and a mirror at hand, owner Don Goalstone ex- 
plains the quality of his pierced earring line. Prices range from $2.50 up to $100. 


rings. When he became interested 
in this fact, the jeweler checked fur- 
ther, and was surprised to find that 
ear-piercing was by no means con- 
fined to “faddists” in high schools, 
colleges, etc. Many business women, 
socialites, and even matrons were 
piercing their ears. 

The result of this information was 
a “test program” on pierced earrings, 
which worked out so successfully that 
it is now a feature in the downtown 
Goalstone store. 

The sale of pierced ear earrings is 
“dramatized all the way.” First, they 
are shown in a special section at the 
right-rear of the store, displayed ex- 
clusively in a_ sit-down, shallow- 
topped glass case, of the type nor- 
mally used only for sterling flatware. 
The case contains from 25 to 35 se- 


lections neatly spaced on colorfyj 
satin or velvet backgrounds, for indi. 
vidual interest. All earrings are de. 
tached from cards or any other Sup. 
port, and are geometrically spaced 
out so that each attracts attention on 
its own intrinsic eye-appeal. 

All earring merchandise has heey 
carefully chosen by Goalstone to aid 
the store in building up a reputa. 
tion for this type of ear ornament. 
There are very few duplications, and 
these only in the lower-price brack. 
ets. All are chosen for unique ap. 
pearance, freedom from duplication, 
with no “novelties” of any sort in. 
volved. The price range represented 
is thoroughly respectable, as well, in. 
asmuch as included are earrings 
ranging all the way from $2.50 to 
$100. Though the store, of course, 
sells very few $100 earrings, the aver. 
age sale is at least 5 times what it 
would be with standard clip-on types, 
and it has been noticeable that the 
majority of earring customers are 
from better-income families, who are 
depending upon Goalstone to produce 
earrings in keeping with other ex- 
clusive items of apparel. 

“Tt is a remarkably smooth oper- 
ating sales specialty,” Goalstone - 
pointed out. “We make little attempt 
to set ourselves up as specialists in 
this field, other than the sit-down 
case, and an occasional window dis- 
play made up entirely of pierced-type 
earrings. Nevertheless, traffic has 
crown steadily to the department ever 
since it was set in motion, and our 
earring sales are several times what 
they were before the pierced-ear va- 
riety was given the limelight.” 
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Mailing List of Graduates 













obtain a list. 
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Advertising Clinic 


This year I plan to use a direct mail advertising 
campaign to attract the business of local high school 
and college graduates. Can you give me some sug- 
gestions as to how I can obtain a list of graduates? 


One easy way to obtain a list of graduates is to contact 
schoo] authorities for permission to use their records. 
Then some schools prepare a list of graduates which they 
distribute to local businessmen at no cost. Others permit 
responsible businessmen to use their school records to 


Where the school authorities do not give out lists or 


permit businessmen to use their records, some jewelers 
resort to the services of a local direct mail advertising 
agency. This type of firm compiles a list and rents it to 


local businessmen. Still another way is to pay some 
student so much a name for collecting this information. 





MOTHER’S DAY SUGGESTION—Garibaldi & Bruns, 
Charlotte, North Carolina, highlighted sterling silver gifts 
in their Mother’s Day advertising. Featured were Harle- 
quin coffee spoons, each with a different sculptured 
flower, and five extra pieces: cream ladle, olive fork, nut 


scoop, lemon fork, and jelly server. In addition, all these 


items were prominently displayed in the window. 
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THE STERLING FLATWARE PATTERN INDEX 








Actual size of book, 
2. 


Teaspoons are shown 
actual size in book. 


IMMEDIATE 
DELIVERY 


Practically all the patterns of the leading sterling silver flatware manufacturers in this country 
are illustrated in the latest edition of this invaluable reference book. 


There has also been added to THE STERLING FLATWARE PATTERN INDEX, the only pub- 
lication of its kind, an entirely new and corrected alphabetical index of pattern names. This 
index lists the manufacturer and shows the current status of every pattern. 


Jewelers find THE STERLING FLATWARE binder is of rich black cowhide leather, gold 





PATTERN INDEX absolutely indispensable 
for identifying patterns to be matched—and 
for making selling suggestions to customers. 


stamped. These pages are supplied in loose- 
leaf form, making it convenient and econom- 
ical to insert revisions as they are published 





stil 









It contains, under one cover, full-size illustra- periodically. 
tions of more than 1300 sterling flatware pat- 


terns—active, inactive and obsolete patterns. 


In daily use by jewelers everywhere, this book 
has proved its value as an essential reference 


Milustrations are beautifully done, in full size, volume, invaluable in operating a Sterling 


and printed on fine coated paper. The Silverware Department. 


With binder $20.00—Without binder $15.00 


For those who are using the INDEX we can supply the 1951 Revised Sheets at $5.00 
Prices subject to change without notice. 
All books are sold remittance with order. 
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Stainless Steel Blades 


by “Moctham pl on 


For New Goods or Repairs 


nn 











Bottle Opener (Ring Type) 


Cap Lifter (Hook Type } 
Knife Blade (Medium) 


Cheese Scoop - 


Leading silversmiths and repair shops look to 
Northampton for finely finished forged stain- 
less steel blades. Unequalled for quality, 
beauty and craftsmanship since 1871, North- 
ampton offers a wide variety of specialty items 
in addition to a complete line of tableware. 
Prices and illustrations gladly furnished. 








NORTHAMPTON CUTLERY COMPANY e 


NORTHAMPTON 2, MASS: * ESTABLISHED 1871 




















Stamp NAMES 
or MONOGRAMS 


ON 
FOUNTAIN PENS 

LEATHER GOODS 
WRITING PAPERS : 
GIFT ITEMS : 7, 


Make your own 
Price Cards 
Price Tags 


ee ee.. 
Breen 


~ NOW YOU CAN RENT 
the simple, easy-to-use Kingsley Machine 
Write for full details. | 


STAMPING MACHINE CO. 


HOLLYWOOD 28, CALIFORNIA 


Kings/e 








Credit Collections 


(From page 158) 


(and to your credit)! Having heard nothing, we ar 
inclined to feel you’ve just been neglectful. Remember 
“tomorrow” just never seems to come around! 

Please make contact with us at once! Let’s get back 
onto the 100 per cent pleasantries we started out with! 

Now a customer receiving such a card cannot Possibly 
take exception to its contents. There is absolutely nothing 
in it to injure his ego. As a matter of fact, this card 
cleverly conveys two points: (1) something serious may 
have happened to the customer and the jeweler is cop. 
cerned for his customer’s sake—and not about getting g 
fast payment; (2) the payment is delayed, the jeweler 
good-naturedly suggests, because of human nature, that 
is, people always wait for “tomorrow” to take care of 
their obligations. 

Of course, no single card brings results on all accounts 
—or this would be the end of this article. Therefore, to 
those who do not respond to the first mailing piece, 
Arthur’s mails another card which, like all the others, is 
of a cheerful color and informal in appearance and copy, 
The follow-up card reads: 

What’s happened? If there is just cause for this delay, 
we do want to cooperate in every way. Being away, sick. 
ness, mail errors—it can happen we know. But just to be 
sure, try to contact us at once. 

Our business depends mostly upon a smooth in-flow of 
collections. Your credit standing is gauged primarily by 
your regularity of meeting agreed-to payments. Please 
come in or call. 

Here again Arthur’s demonstrates its sympathy for 
possibly existent customer problems. The store is not 
acting like a Simon Legree brandishing a _ threatening 
whip over its customer. In contrast, the firm shows it is 
capable of understanding its customers’ difficulties. 

Furthermore, the card makes a point—one that always 
hits home—that the customer’s credit standing may suffer 
by permitting payments to pass by. 

In each of the firm’s credit cards there is a strict avoid- 
ance of any appearance of “being mad.” All wording is 
couched in friendly, sympathetic terms, and every attempt 
is made to make the customer feel that the company is 
“on his side.” 

Negative words like “unsatisfactory,” “delinquent,” 
“failure to pay,” etc., are avoided. Instead, all credit 
cards rely upon positive, friendly words. 

When a customer sends in a payment but forgets to 
forward the payment book, as will happen every so often, 
he is sent the following card: 

Your payment has been received and properly credited 
to your account. 

Prompt handling of your obligations is a splendid man- 
ner of managing one’s own personal affairs. 

Each credit card has a special identification number. 
As a result, when a card is sent out it is recorded on the 
customer’s ledger sheet thereby preventing any duplica- 
tion of credit cards. 

Since the credit card system has been in use, Arthur's 
receives hardly any complaints from customers. “Com- 
plaints have been minimized a great deal,” Albert Arthur 
observed, “because these cards are different from the 


THE JEWELERS’ CIRCULAR-KEYSTONE 























ordinary statement letter and because they are artistically 
‘ 99 
lee by the success of his credit cards, Arthur 
is presently using a variety of cards for other store oper- 
ations needs. For example, a green card is sent to a cus- 
tomer notifying him that his watch has been repaired. 
You will probably appreciate knowing that your watch 
is fully adjusted and ready for you. | 
We also take this opportunity of thanking you for the 
privilege of being of service to you, and hope that the 
satisfaction of our work will give us the pleasure of serv- 
ing both you and your friends in the very near future. 
As we said before, diplomacy and tact needn’t be 
restricted to that suave set of gentlemen known as 


“Ambassadors.” 





Free Automobile Offer Helps Launch 
New Illinois Store 


When Frank A. Bridge, owner of the Diamond Shop, 
510 East Monroe St., Springfield, Illinois re-entered the 
jewelry business in the Fall of 1952, he hit upon an idea 
that really clicked and started his new business off in 
grand fashion. 

Bridge’s idea was simply this: he purchased outright a 
new Chevrolet automobile, parked it out in front of his 
new store and then advertised that at a future date, there 
would be a drawing for it and the lucky person who won 
it, would get the car simply by registering in the store. 

There were no strings attached—no gimmicks—no 
tricks. It was an unusual idea and the people of Spring- 
field and surrounding community went for it in a big 
way—nearly 100,000 of them. 

A barrel was placed in the store. All the contestant 
had to do was to sign a card and drop it in the barrel, 
and wait for the drawing. 

In the meantime they had a good look at the interior 
of this new, modern store and a good idea of the quality 
merchandise carried in it. 

How effective was it? The management of the store 
estimates that sales ran $500 a day more for the period 
of the give-a-way than had originally been estimated 
for the first few weeks of the store’s business. 


HEAVY REGISTRATION 


In addition to the goodwill created in the area, a poten- 
tial mailing list was built up. An estimated 10,000 per- 
sons registered the first two days the car prize was an- 
nounced. 

To give a dramatic touch to the drawing, three well- 
known prominent citizens participated in the drawing 
and the winner was chosen without Bridge or any of the 
store personnel having a hand in it. 

Frank A. Bridge has long been identified with the re- 
tail jewelry business in Springfield. For many years 
he operated the Bridge Jewelry Co., at 215 S. Fifth St. 
This company is still in existence, under different owner- 
ship. 

After a period of semi-retirement, Bridge re-entered the 
business. The auto drawing quickly re-established him 
with local customers. 
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all — ladies 17- 

Jewel beauty, 
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ow rolled-gold 
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AT A cord attachment 


PROFIT 


WITH THESE 


TOWNE 


WATCH 
I7=-JEWEL 


LEA D ERS SUPER - SPECIALS 
#°Q95 


YOUR PRICE 


Men’‘s special, 
precision 17-Jewel, 
heavy 10K rolled- 
gold plate case, 
padded leather 
strap — a profit- 



















FULLY Ne 

7 packed quality 
GUARANTEED IN, price-beater. 
10-DAY 
INSPECTION 


Order these 
terrific sellers 
today — beat the 
price-cutting competi- 
tion with real promotional 
values that EARN PROFITS. 
There’s never been a buy like 
this. Order now. Also see our com- 
plete selection of high-styled, precision 
crafted Towne watches — ask for full 
descriptive catalog. Towne watches are 
sold through retail jewelers only. 



















Presentation 
Boxes... 


75¢ each 





TOWNE WATCH Oe. 


























. 

TOWNE WATCH CO. t 
29 East Madison St., Chicago 2, Illinois - 
Ship Towne Men’s Specials - 
Ship Towne Ladies’ Special ‘ 
Ship Presentation Boxes a 
[_] Send complete catalog : 
Name : 
Address 3 
City State - 
Sm a we ow ee ww ee we ee ese eee sm 
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THINNEST 


AMERICAN MADE WATCH CASES 


for regular and automatic waterproof* and 
water-resistant watches 
In gold or gold with with stainless steel backs 


FINE "SWISS FINISH" 





Sold only 
to 
manufacturers 

and ile — * | 





Compare our high quality and 
low prices by sending the specifications of your move- 
ments to us for a quotation. 


SWISS WATCH CASE CORP. 


FACTORY: NEW YORK OFFICE: 
| School Street Nat F. Lampert 
Yonkers, N. Y. 545 Fifth Avenue, New York 17, N. Y. 
YOnkers 3-9712 MU 7-2086 


* Provided the erystal is intact and back is untouched. 




















NOW! You Can Sell 
College Rings 


at a FULL PROFIT, 
with No Investment! 


Here’s your money- 
making answer for your 
customer’s “*What will I 
buy?” gift problem. 
Sell to alumni or under- 
graduates from our il- 
lustrated, colorful cata- 
logue. Rings for any 
accredited college in the 
United States can be 
ordered, one piece at a 
time. No Die Charge! 
No Minimum Order! 











FREE! Send for selling catalogue, complete 


information, counter display card. 








COLLEGE SEAL & CREST COMPANY 


236A BROADWAY 
CAMBRIDGE 39, MASSACHUSETTS 
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Appliance Sales 





























(From page 172) 


Since appliances hold such great prominence in Wij. 
son’s, electric housewares receive the benefit of the “fy]]" 
merchandising treatment Wilson gives to this phase of 
his business. The store is one of the largest users of news. 
paper advertising in Central New York. 

Wilson’s spreads its ads throughout every issue of the 
two daily newspapers, with at least one or more large 
ads on one of the prominent pages. The store also carries 
a daily three-column ad on the comic page in promotion 
of useful but less expensive merchandise. 

Jerome Wilson finds that the best seasons for promot. 
ing small appliances are in the spring and fall in addition 
to the highly important Christmas season. The summer 
months are devoted to accelerated promotion of refriger. 
ators. 

When Wilson’s developed its appliance department 
about seven years ago, it made certain it could be seen 
from the sidewalk. A 12 by 15 foot window frames the 
entire department. Here, at all times, scores of electric 
housewares are on display. 

Ordinarily, small appliances are displayed on a plat. 
form just above floor level. Larger appliances are dis. 
played at the rear of the platform, but are arranged so 
that the passerby always has a complete view of the 
entire appliance department in the background. 

The appliance department is about 15 by 75 feet. In 
addition to this sales area, Wilson’s has an annex on a 
street behind the main store for television sales. 

And the factors which have made Wilson’s a highly 
successful jewelry store are aggressive advertising, expert 
merchandising and complete service. 

Especially in the small appliance field, repair service 
is the one factor which insures repeat business, says 
Jerome Wilson. 








‘Life With Mother’ 


Some people really enjoy life—so much so, in 
fact, that they attempt to lead the lives of others. 
To substantiate this statement is a story told to us by 
a Texas jeweler, 

One day an elderly lady, owner of a large cattle 
ranch, entered the jeweler’s store followed cautiously 
by her son and his new bride. 

After a few minutes of conversation it was obvious 
to the jeweler that dear old Mother was a very dom- 
ineering lady and she was running the show without 
any assistance. The woman was interested in purchas- 
ing a silver flatware service for her son and daughter- 
in-law. Without consulting the young married couple 
about their preference, the elderly dame bought an 
expensive set. 

The jeweler, glancing at the couple for a moment, 
asked the woman what initials she desired for en- 
graving purposes. 

“What initials!”? exclaimed the woman. “I want 
our cattle brand engraved on that silver!” 

Write us a note about your unusual business experience 
(Literary style is unimportant.) $5 will be paid for each 
story published. Address JC-K Editorial Dept., 100 E. 42 
St., New York 17, N. Y. No manuscripts returned; all 
become property of JC-K. Jeweler’s name and town will 
be used in story unless request is made to omit it. 
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Selling Slants... 

Never underestimate the power of a I¢ 

jece to stimulate greater sales. 

One firm recently promoted its 25th Anni- 
versary by offering 25¢ to every customer 
bringing to the store a penny coined in 1927 
the year the company began business. 


IM ONLY A 
PENNY, BUT__ 





Another retailer offers certain items for 1¢ 
if a penny of a certain year is presented as 
payment. This is held in connection with the 
store’s annual I¢ sale. 

And ...a Minnesota piano dealer, who 
wanted to empty his warehouse, considered 
mailing prospects a Gift Certificate worth $50 
on the purchase of a piano. But it was ap- 
parent to him that people would react indif- 
ferently because the idea had been over- 
worked. 

The piano man finally came up with this 
plan. He announced that his store wanted 
1933 dated pennies to use in connection with 
its Anniversary Promotion. Anyone bringing 
a 1933 penny to the store would receive a $50 
discount certificate. (This gave the certificate 
some value in the minds of the public, and 
the response and resultant sales were grati- 


fying.) 











Advertising Clinic 


Headline Ideas 


It seems to me that the headlines for my ads are 
all about the same. I’ve run out of new ideas that 
will attract attention to my newspaper advertisements. 
Can you give me some suggesions for headlines that 
will stop readers? 


Many advertisers feel that they always need something 
new and different for their ads. They remember what 
they have done in the past, but do newspaper readers 
remember? According to many reports on readership, 
repeat ads are read better the second time published. 
This is an advertising truism that is often overlooked by 
advertisers. 

Here is an idea for developing headlines that will give 
your advertising a different and distinct flavor: twist a 
cliche. With this technique you take a well known saying 
and change a word. For instance, “Gentlemen prefer 
blondes” could be twisted to “Gentlemen prefer... ” 
Use a word that sounds like “blondes” or starts with the 
same spelling. 

Make a list of cliches you know and see how easy it is 
to twist them around into 2 headline that will stop 
readers, 
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A Well Planned and Practical 
Stock Book Will Give You:— 


A SALES ANALYSIS AND BUYING GUIDE that helps 
you think in terms of INVENTORY TURNOVER and pre- 
vents tying-up working capital in slow-moving and 
dead stock. 


A compact and permanent record that you can con- 
tinue to use without changing or recapping as long as 
you continue in business, no matter how large you grow. 


A daily inventory that would be indispensable to show 
the insurance company to prove your losses in case of 
a fire or burglary. 


A numbering system with an index, that makes It 
possible to quickly and easily check the sold articles 
of Mdse. off from the stock book. 


A method that makes your next year's inventory a 
simple job. 


An easy way to restore a lost tag on any article 
of stock without guessing. A stock record that will 
enable you to quickly reorder Mdse. without digging 
to find the old bill. 


The advantage of having a source of moe for a 
small quantity of sheets without the expense of larger 
supplies from local printers. 








SOUDER'S BUSINESS RECORD 
i 
Simple, Direct and sieaies Method for Keeping 
Income-Tax and Management Information 


It tells the boss: 
Profit or Losses EVERY MONTH 


Assembles all data on two pages—Making Income Tax 
reports easy without rewriting several times into numer- 
ous books with a series of charges and credits. 


You will know aft all times: 


YOUR NET WORTH 

YOUR TOTAL STOCK VALUE 

YOUR OBLIGATIONS 

THE AMOUNT OF YOUR 
ACCOUNTS RECEIVABLE 


We offer you—not merely a record of sales and expenses, 
for this is truly a Safety System. No loss in Merchandise, cash 
or accounts can be possible, under this method without you 
knowing it. 

Simple enough so anyone with ordinary ability and without 
knowledge of bookkeeping can understand and keep it. 

Instruction set with explanation of entries directly on work 
sheets available on 15 day Memorandum. 


SOUDER’S SAFETY SYSTEM 


883 BROADWAY, ALBANY 4, N. Y. 


Business Record, Watch & Jewelry Repair Books, 
Special Calendars and Advertising Novelties 
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ACTIVE — INACTIVE AND OBSOLETE 
STERLING FLATWARE PATTERNS CAN 
BE TURNED INTO CASH NOW! 


Many of your customers are interested in changing 
their incomplete or obsolete patterns of flatware for 
new patterns, providing they can receive a fair price 
for their old silver. We are prospective customers for 
this silver and will be pleased to make a tentative 
offer on receipt of information as to quantity, con- 
dition, etc.; or, a definite offer on receipt of the 
silver. This will enable you to obtain a much higher 
price for the old silver. We are also interested in 
purchasing any sterling silver your customers wish 
to dispose of or any sterling flat or hollowware stock, 
either new or used. 


Correspondence Solicited 


We are also interested in your traded-in 
or surplus jewelry and diamonds. 


Julius Goodman & Son 
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BABY SHOE BRONZING 


means EXTRA profits! 


THIS 
DISPLAY 
is all you need 


Here's one line that makes 
year-in and year-out profits 
WITHOUT a penny's invest- 
ment in merchandise. The 
4 million new mothers of 
'52 will be looking to their 
favorite jewelers for Amer- 
ica's most beautiful baby 
shoe plating in ‘53. 


Bronzing has become a The Ougnal WW 
family tradition ... write BRON; - SHOE 


for details TODAY. 








baby shoe gorgeously plated. Write for yours or 


FREE! MINIATURE BRONZE SHOE—an exact replica of a 
attach this ad to your letterhead. 








THE BRON-SHOE COMPANY 


265 E. BROAD STREET e COLUMBUS, OHIO 











*» 


increase 
your 
THe 





without 


investment 






or 


inventory! 


NOW .. offer your customers a complete line of trophies— 
from sports ‘‘Oscars’’ to Championship Awards—without carry- 
ing a single item IN STOCK! Take all orders from bia full-color 
illustrated catalog...or 

Amazing new ‘“‘Stereo-Kit’’ showing 3-dimensional color 
slides of 190 different styles ... equal to a full window display! 
FREE to dealers who order ao minimum sample assortment. 





For full information, mail the coupon today! 


ARLEN TROPHY CO., INC.” 


50 Gold Street, Brooklyn 1, N. Y. 


Please rush me FREE Catalog—plus details 
about FREE New ‘“‘Stereo-Kit’’ 











FIRM NAME 
ADDRESS 
CITY ZONE___STATE 
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Is it 18k -or 14k2... Is it Gold at alle 
FM ASTIN Tae celilolelltls Mela aleliialtl 2 
ls it White Gold....or Stainless Steel 2 





TESTING 
PRECIOUS 


Mé& TALS 
Identifying + Buying: Selling 








A Book for all who buy, sell, work or 


Admire the Precious Metals 


Figuring Value of Old Gold, Dentures, 


Solutions...Handling them to advantage 











C. M. HOKE 
Price $2.50 Postpaid 
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100 East 42nd St. New York 17, N. Y. 
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ODD SIZE MOVEMENTS | 


All Steel Water Resistant Men's and Ladies’ Watches 


STEVEN MAYER, Inc. 
Watch Importers 
PLaza 7-7586 
580 FIFTH AVENUE NEW YORK 19, N. Y. 
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JADE 


One of the largest importers of 
JADE of every type 


Complete Stocks of Tigereye Cameos, Hematite Intaglios, 
Scarabs, and all other semi-precious CHINESE STONES 


Write for full particulars 


CHINESE JADE CORP. 


lame West 47th St. © New York 19, N. Y. 











@ JUdson 6-1666_. 





DIAMONDS for EXPORT 
BARBER saxo SLUIS 


ST. ANDREW'S HOUSE 
32/34 HOLBORN VIADUCT 


LONDON, BG. 


CABLES: SLUBAR - LONDON 


ALL QUALITIES AND. SIZES POLISHED AND ROUGH 
FROM: 


LONDON, ANTWERP ann AMSTERDAM 


FOR MARCH, 1953 


Here's your Success Book 








... your key to 


FRATERNAL 
EMBLEM 


Profits 











((reatin the insignia of Fraternal Orders for nearly 

80 years has given us a ‘know how” that is re- 
flected in beauty of design, adherence to fraternal sym- 
bolism, quality of materials and craftsmanship that 
makes Harvey & Otis Emblematic Jewelry outstanding. 
For sheer variety of Orders served — number of items 
shown — scope of the Emblematic Jewelry possibilities 
you'll find the new Harvey & Otis catalog profitable 
reading. Send for a copy (or use the one you nay 
have filed). You can order either through your whole- 
saler, or direct from us to be billed through him. Better 
act on this — and cash in on fraternal jewelry profits. 


Harvey & Otis 











o> Sos SS Lee 3 
LINES WANTED 





* 

Well Known Salesman Carrying 
Nationally Advertised Line 
and Calling on Leading 


JEWELRY WHOLESALERS 


Wants Strong, Desirable Lines of 


COSTUME JEWELRY and 
ALLIED MERCHANDISE 
for New York City and Vicinity 





Please send full particulars to 


Box “C., 1623,” Jewelers’ Circular-Keystone 
100 East 42nd Street New York 17, N. Y. 
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Advertising Clinic 


National Advertising Tie-In 


While paging through a popular national magazine 
at home, I often see an ad for some brand of merchan- 
dise I stock in my jewelry store. The idea often oc- 
curs to me to tie-in a window display and a newspaper 
ad with this magazine advertisement. But by the time 
I get around to doing something about it there is 
another issue of the magazine on the news stand and 
it is too late to take advantage of this national ad- 
vertising. How can I know in advance about this 
advertising so I can use it to full advantage in my 
store? 


Your idea about tieing-in with national advertising is 
good. Jewelers who do cooperate with manufacturers 
find that it is profitable. Yet, to be most successful this 
program must be timed just right. Window displays and 
local newspaper ads should appear, whenever possible, 
the same day the national magazine is distributed. 


Here are some suggestions on how to plan local tie-ins 
with national advertising: 


(1) Keep a plan schedule. Announcements of national 
advertising are often sent out by the advertisers to retail 
jewelry stores. These notices arrive in advance of the 
event and the jeweler should set up a schedule in an adver- 
tising diary which will serve as a handy reminder. 

(2) Discard excess ideas. Not all material a jeweler 
receives can be used. If a decision is made immediately 
to keep or to discard, the desired advertising tie-in mate- 
rial is easy to locate. 


(3) Check ads in JC-K and also the “Manufacture, 
News” section. In every issue of JC-K there is a section 
devoted to manufacturers’ promotion plans. These articles 
give information about national advertising: when it wjjj 
appear, in what magazine, and the availability of mat, 
and display aids. Checking this section of JC-K eyery 
issue will help you to develop a plan to tie-in with this 
important national advertising. 





Can You Top This? 


It was an ordinary business day and the couple 
Mrs. Tingle Epperson was conducting through the 
McVicker’s (Richland, Wash.) china, silver and crys. 
tal department seemed quite ordinary, too. 

The usual questions were asked and were promptly 
answered. But one leading question was aimed at 
Mrs. Epperson and it ultimately hit her “‘right between 
the eyes.”’? The lady casually asked if the store had 
any arrangements for exchanging silver. 

“Of course,’’ answered the sales lady. “‘When a 
customer receives a silver gift which doesn’t match 
her pattern we are always happy to exchange it.” 

“Well,”? the customer coyly said, “‘I have 64 pieces 
I’d like to exchange.”’ 

“How long have you had it?’’ 

‘“‘Nine years,”’ said the woman and she had added 
reassuringly, “but it has never been used!” 


Write us a note about your unusual business experience 
(Literary style is unimportant.) $5 will be paid for each 
story published. Address JC-K Editorial Dept., 100 E. 42 
St., New York 17, N. Y. No manuscripts returned; all 
become property of JC-K. Jeweler’s name and town will 
be used in story unless request is made to omit it. 

















Smooth russet cowhide with 
detachable leather pass case. 


Ts, Fe Honl- 


Yb A BIG HAND J 


Stitched, stitchless, and laced styles. Smooth 
calf, hand grained Morocco, ostrich, ’gator, pin 


seal, California steer, pig in black, hazel, 


natural, or blended Tritone—Many, many others! 
Smooth and Spanish tooled. Over 150 marvelous 
values to retail at $2.50 to $25.00. (Over 30 at 
$5.00!) Send for Bosca’s complete catalog! 





SPRINGFIELD 99, 
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Black calf. 


One piece 
construction. 


OHIO 


THE JEWELERS’ CIRCULAR-KEYSTONE 























AVOID PUBLICITY ON END OF EXCISE TAX. Jewelers should avoid any impression which 
would indicate to the public the likelihood of early excise tax removal. Such 
publicity always has an adverse effect on sales since buyers await tax reduction 
and jewelry sales consequently fall off. Along this line is an interesting 
comment of William Wagner, executive secretary of NJA, who stated, "It will be 
up to jewelers to get across to the public that the much-talked—about tax relief 
is somewhere around many corners." 


OGUSH LEAVES GRUEN. On February 2, concurrent announcements by the Gruen Watch Co. 
and William B. Ogush, for the past year senior vice-president of the firm, made 
known the resignation of Mr. Ogush from Gruen. At press time Mr. Ogush had made 
no statement as to his future plans. 


H. VICTOR PAUL, CHAIRMAN OF NEW RJTC. The newly—formed Retail Jewelers Tax 
Committee which replaces the former Jewelry Industry Tax Committee will be 
chairmanned by H. Victor Paul, vice-president of Wiss Sons, Inc., Newark, N. J. 
G. H. Niemeyer has accepted the post of vice-chairman and James B. Dickey will 
serve aS treasurer. All organizations formerly represented on the JITC have 
been invited to appoint a representative to the new committee. 


KE. H. BENNETT, FORMER JC—K AD REPRESENTATIVE, DIES. Ernest H. Bennett, 86, 
advertising representative for The Jewelers' Circular-—Keystone prior to his 
retirement in 1942, passed away February 18 at the Hackensack, N. J., hospital. 


AGS CONCLAVE MAY ATTRACT RECORD TURNOUT. The advance interest being shown in the 
18th annual conclave of the American Gem Society points toward the largest 
conclave in the Society's history. The three-day event will be held March 29 
through 31 at the Bellevue-Stratford Hotel in Philadelphia. 


"JEWELRY MARKET WEEK" SET FOR MAY. The manufacturing jewelers of Rhode Island and 
the Attleboros have set May 3 to 16 as the dates for a large-scale "Jewelry 
Market Week." New lines will be on exhibit at the Sheraton-Biltmore Hotel in 
Providence and so far four floors —-— 140 exhibitors —— have been set aside for 
participating firms. Planning the event is a committee co-—chairmanned by Max 
Kestenman (Kestenman Bros. Mfg. Co.) representing the NEMJ&SA and Stanley 
Conheim (Anthony Creations Inc.) representing the MJSA. The Costume Jewelry 
Manufacturers Association of New York has announced that its first costume 
jewelry show will be held at the Hotel Martinique from May 10 through May 22. 


FRANK W. STIRLING, V-P OF REYNOLDS CO., PASSES AWAY. Frank W. Stirling, vice- 
president and sales manager of E. W. Reynolds Co., Los Angeles, passed away 
February 12, at his home in Beverly Hills, Calif. Active in jewelry 
associations, Mr. Stirling was past president of the 24—Karat Club of Southern 
California. 
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ON THE 
STREET... 


r 
Customer? © 


He can be both. Especially if you 
use your best traffic builder .. . 
your repair department. Your repair 
































department can be responsible for 
more than 1/3 of your traffic and a 





large percent of your volume. And 
once the man on the street is in your 
store, you can make him a customer. 
You have a chance to sell jewelry, 
silverware, diamonds, etc. Ask us 
how other jewelry stores have done 





this. Information is free and without 
obligation. 


C. & E. MARSHALL CO. 


DEPT. J-3 BOX 7737 CHICAGO 80, ILLINOIS 








Branches and Distributors in Principal Cities Throughout The USA 
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Jewelers Net Profits 
Drop in 52 Despite 
Rise in Dollar Volume 


While 1952 jewelry-store sales were 
about 10 per cent more in dollars and 
cents than in 1951, retail jewelers’ net 
profits registered a decline, according to 
a preliminary report on sales volume and 
operating expenses issued by the National 
Jewelers Association. 

The decline in jewelers’ net profits, 
despite increased sales volume, was caused 
mainly by an increase in the operating 
expenses of single-unit firms. Chain stores 
decreased their operating expenses by 
about six points. The saving was made 
mainly in salaries, bonuses and employers’ 
drawings. 

Chain-store figures, according to Wm. 
Wagner, executive secretary of the NJA, 
show a net profit of 2.37 per cent for 1952 
as against a net loss of 2.63 per cent for 
1951. Single-unit firms, fairly representa- 
tive of the rank and file retail jewelry 
business, according to the percentage sta- 
tistics compiled for the NJA by F. B. Todd 
& Co., dropped from about 6.44 per cent 





net profit in 1951 to 1.56 per cent for 1952. 

Chain-store instalment volume showed 
virtually no change in the last year. Single- 
unit firms which sell on instalments, how- 
ever. seem to have gained about four 
points. Since chain stores account for the 
major portion of the trade’s instalment 
volume, the NJA’s statistics indicate that 
1952 instalment volume did not register 
a noticeable increase over 1951. 

Strictly jewelry sales in 1952 by single- 
unit firms maintained the increase regis- 
tered in 1951. These stores, the same as in 
the preceding year, sold about one-third 
non-jewelry goods, including sterling and 
plated silverware. The chains did about 
half of their volume in non-jewelry mer- 
chandise, a slight drop from 1951. 

“Failure on the part of the retail jewelry 
business to improve its profit position has 
to be charged mainly to tax absorption,” 
Wagner says, “but fierce price slashing on 
nationally advertised and fair-traded prod- 
ucts, especially watches, also affected profits 
to a substantial degree.” 

Diamonds were the jewelers’ best selling 
merchandise in 1952, accounting for about 
one-fourth of the trade’s sales volume. The 
diamond volume in 1952 is indicated slightly 
higher than in the preceding year. 





Sheaffer Takes Office as New 
Assistant Commerce Secretary 


Close attention to controls on critical 
products and materials will be part of the 
new job assumed on February 11 by Craig 
R. Sheaffer, Fort Madison, Iowa, new As- 
sistant Commerce Secretary for Domestic 
Affairs. 

As he was sworn in, the ex-president of 
W. A. Sheaffer Pen Co. said there may be 
a need for “very limited” controls on cer- 
tain scarce items. He added that “we are 
anxious to see decontrol accomplished as 
fast as possible.” 

Mr. Sheaffer forecast a continuing high 
level of business activity. 

When testifying before the Senate Com- 
merce Committee prior to confirmation of 
his appointment, he said he advocates a 
fixed point or percentage beyond which 
federal taxes could not go. He did not 
specifically endorse the idea of setting the 
limit at 25 per cent. 

Mr. Sheaffer asserted that present tax 
rates “border on confiscation” and _ that 
the pen company founded by his father 
could not have developed under them. 
Present tax rates, he said, will do “im- 
measurable” damage to younger people if 
they see no way of making and retaining 
money. 
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The proposal that there be a 25 per cent 
limit on federal taxing power, he testified, 
would allow small business to plow back 
more profits into their enterprises. He said 
he does not intend, though, to push the 
plan as a Commerce Department official. 





Secretary of Commerce Sinclair Weeks 
(left) administers oath of office to Craig 
R. Sheaffer as Assistant Secretary of Com- 
merce for Domestic Affairs, while Mfrs. 
Sheaffer looks on. Both men are former 
prominent members of the jewelry industry. 
Weeks was formerly chairman of the board 
of Reed & Barton Corp., and Sheaffer was 
formerly president of the W. A. Sheaffer 
Pen Co. 





New Tax Committee Formed 
To Push Industry's Drive 
For Excise Tax Repeal 


The Jewelry Industry Tax Committee, 
a standing committee of the Jewelers 
Vigilance Committee, met on January 23 in 
the 24-Karat clubrooms in New York City. 

The purpose was to establish a basis of 
procedure whereby the segments of the 
industry would establish a united front 
in its efforts to eliminate the 20 per cent 
Federal excise tax. 

The chairman of the committee, Leon 
J. Engel, presided. Maurice Adelsheim 
spoke on the need for unity. This was 
followed by Leo Weisfield, Leo Henebry 
and Fred Dreifus who concurred. Said 
Dreifus: “We should all understand what 
unity means. We must have the unity of 
thinking which will result in a unity of 
action.” Wallace W. Harwood suggested 
that the jewelry industry should tie-in with 
other excise-taxed industries. 

James B. Dickey suggested that the ex- 
perience and the machinery which the 
JVC Tax Committee had accumulated 
during their years of efforts in the cause 
should not be ignored. 

Ray Wells brought out the fact that ex- 
cise taxes are at the moment too important 
to the revenue of the country and sug- 
gested that what was done in the industry 
should be clearly defined as is the tax 
policy of the National Association of Man- 
ufacturers which organization is advocat- 
ing a tax at the manufacturer’s level. 

James G. Shennan more or less con- 
curred with this agreeing somewhat with 
Harwood that the unity should be wider 
than just the jewelry industry and that 
while we are trying to eliminate the 20 
per cent tax we should not ignore the 
efforts of other businessmen who are seek- 
ing a more equitable taxing structure that 
does not discriminate, one industry against 
another. 

Shennan said: “We should act as an 
industry for a principle, that principle 
being that excise taxes are unfair to all 
industries so burdened.” 

Sam Jacobson said that the burden of 
the tax is on the retailer principally and 
suggested that the majority of retailers 
favor the NAM plan. 

Leo Weisfield then spoke and in line 
with a recommendation of Emil E. Fachon 
said that the tax committee of the jewelry 
industry should have a separate identity. 

A motion followed to appoint a commit- 

(Please turn to page 192) 
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1953 Sees Another Fabulous Banquet 


Of the 24-Karat Club of New York 
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Gilded smilax and thousands of red roses decorated the stage where the head tables were 
located at the 24-Karat Club banquet. Seated on the dais were honored guests and past 
presidents of the club. 


The banquet committee of the fifty-first 
annual dinner of The Twenty-Four Karat 
Club of the City of New York had, in 
the parlance of show business, a “bad 
spot” for the 1953 affair. Theirs was the 
responsibility to provide a gala evening 
which would stand up with credit against 
the sensational fiftieth anniversary dinner 
of the previous year. 

This they did and the chairman, Nor- 
man M. Morris, and honorary chairman, 
G. H. Niemeyer, were quickly relieved of 
any concern as they saw the wide-eyed 
members and their guests admiring the 
decorations upon entering the ballroom of 
the Waldorf-Astoria. . 

The stage where the head tables were 
located, seating the present officers and 
past presidents, was lavishly decorated with 
gilded smilax and thousands of red roses. 

Benjamin Lazrus, president of the club, 
briefly welcomed the members and guests 
and turned the evening over to fulfillment 
of its purpose: good fellowship between 
some 1400 distinguished personalities rep- 
resenting every division of the jewelry 
industry. 

Equally distinguished was the souvenir 
of the evening which was unusual, hand- 
some and practical; a set of eight Carvel 
Hall steak knives with a matching carving 
set all, of course, packaged appropriately 
as a 24-Karat Club souvenir. 

The food and entertainment, the table 
decorations, the precision of the program, 
everything made this one of the finest of 
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a long line of fabulous 24-Karat Club New 
York banquets. 

Those seated on the dias were: Frank C. 
Beckwith, honorary member, The Twenty- 
Four Karat Club of the City of New York; 
Albert S. Munnis, president, Boston Jew- 
elers Club; John M. Montgomery, presi- 
dent, National Wholesale Jewelers Asso- 
ciation; Maurice Adelsheim, chairman, 
Jewelry Industry Council; Leo F. Hene- 
bry, president, American National Retail 
Jewelers Association; Rev. Dr. Julius 
Mark, Senior Rabbi, Congregation 
Emanu-El of the City of New York; Ben- 
jamin Lazrus. president, The Twenty-Four 
Karat Club of the City of New York; G. 
H. Niemeyer, chairman, Jewelers Vigilance 
Committee, past president, The Twenty- 
Four Karat Club of the City of New York; 
Harvey Brown, president, Canadian Jew- 
ellers Association: Charles D. Ellbogen, 
president, Chicago Jewelers Association; 
Donald W. Leach, president, Sterling Sil- 
versmiths Guild of America; Irving J. 
Wolfgang, president, National Jewelers 
Association: Emil E. Fachon, president, 
New England Manufacturing Jewelers & 


Silversmiths Association, and Fred A. 
Bullock, president, Jewelers Board of 
Trade. 


The past presidents are: William !. 
Rosenfeld, Walter N. Kahn, Charles W. 
Sommer, Jacob Mehrlust, W. Waters 
Schwab, Albert E. Levy, P. Irving Grin- 
herg, Walter Ejitelbach, Reginald Reich- 
man, Howard W. Boynton, William B. 








As a souvenir of the occasion, each person at the 24-Karat Club banquet received this 
handsome and practical ten-piece Carvel Hall steak set by Briddell. 
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Ogush, P. M. Fahrendorf, Norman M 
Morris, August O. Packer, Herman L. 
Baskin and Harry J. Bromley. 

Other members of the Banquet Com. 
mittee were: Jerome T. Agate, P, M. Fah. 
rendorf, William B. Ogush, August 0 
Packer, Reginald Reichman, W, Waters 
Schwab and Carl Van Dam. 

The Reception Committee was com. 
posed of Charles H. Church, chairman 
Alexander E, Arnstein, John H. Ballard 
Herbert L. Gardner, James H. Hetzel, Bei 
jamin S. Katz, Julius Kaufman, Willian 
A. Kinsman, Craig D. Munson, Jerome 
Richheimer, James G. Shennan, Robert W 
Schick, H. James Stern, Thomas J. Tier. 
ney and Milton Weill. 





Record Turnout Expected | 
At Annual AGS Conclave 


The advance interest being shown jp 
the 18th annual conclave of the American 
Gem Society points toward the larges 
conclave in the Society’s history, according 
to Kenneth G. Mappin of Montreal, AGS 
president. The three-day event will be held 
March 29 through 31 at the Bellevue | 
Stratford Hotel in Philadelphia. 

Many new events are being planned for | 
the conclave, both educational and social, | 
for the benefit of the members in attend. 
ance. One conclave feature will be the 
“Gem Room” where actual jewelry and 
original sketches of jewelry by leading 
designers in the United States and Europe 
will be exhibited. 

The conclave program will be _high- 
lighted by two interesting and educational 
demonstrations. One will be given by 
Lazare Kaplan & Sons who will cleave a 
diamond, demonstrating step-by-step the 
art of diamond cutting. The other will be 
given by Traub Manufacturing Co. who 
will demonstrate methods used in man | 
ufacturing rings by producing a ring at 
one of the sessions. 

Martha Percilla, fashion director of the 
Jewelry Industry Council, will give a report 
on style trends observed during her recent 
European trip together with jewelry she 
was able to secure abroad. 

For the first time. there will be an open 
session that the public may attend. This Ff 
event is designed to inform the public on 
the fine points of gemology and to sample 
public opinion first-hand. 





Appointed 
Sales 
Mor. of 1881 
(R) Rogers (R) 
Div. of Oneida 


J. J. HEUER 





The appointment of J. J. Heuer as sales 
manager of the 1881 (R) Rogers (R) 
Division of Oneida Ltd. has been am 
nounced by D. E. Sanderson, vice presi 
dent. Mr. Heuer has been in charge of 
the New England territory for 3 years. 
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The ‘Inside’ Story of Diamond Smuggling 


Revealed at Meeting 
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of JSA Board 





eaker at the annual Advisory Board meeting of the Jewelers Security Alliance 
k Parker (third from left), U. S. Attorney for the Eastern District of New York, 


who related confidential stories bearing upon recent criminal cases involving diamond 

smuggling. Shown here with him are, left to right: Robert A. Pinkerton (Pinkerton National 

Detective Agency); Victor A. Lambert (Lambert Bros. Jewelers); Mr. Parker; Walter 

Fitelbach, JSA president; Richard C. Murphy, executive secretary of JSA, and James B. 
Dickey (Tiffany & Co.). 


At the annual meeting of the Advisory 
Board of the Jewelers Security Alliance, 
those attending were given a clear picture 
of the well-founded security of the organi- 
zation itself. 

Held as heretofore during a luncheon at 
the Waldorf-Astoria on the day of the 
4-Karat Club banquet, the meeting was 
well attended and the executive secretary 
again commended on his stewardship dur- 
ing the preceding year. Richard C. (Dick) 
Murphy took the kind expression of ap- 
preciation of his efforts as a tribute to 
the wholehearted cooperation he had re- 
ceived from the industry members. 

As is customary at these annual JSA 
Advisory Board meetings, Walter Eitel- 
bach, the president, opened the business 
session which followed the luncheon with 
a report of progress during the year of 752. 

Reviewing the history of the organiza- 
tion, which was established in 1883, Mr. 
Fitelbach said: “We have reason to be 
justiiably proud of our record and the 
faith our members have in the continual 
fight we are waging against the under- 
world to protect our great industry. We 
publicly acknowledge and appreciate the 
efforts of all law-enforcement agencies in 
the United States who have helped to 





round up the criminals who prey upon 
the jewelry industry. It is our aim to 
make the underworld appreciate the fact 
that we will not relax for one moment in 
our vigilance.” 

Victor A. Lambert, chairman of the 
membership committee, reported the 
healthy membership position of the Alli- 
ance, emphasizing, however, that there are 
firms not enrolled who could well benefit 
from the services of the JSA. 

Following the business session, the guests 
were treated to confidential “inside” stories 
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Chatting animatedly when snapped by the photographer were, left to right: Thomas J. Tierney 


bearing upon some of the recent outstand- 
ing criminal cases involving diamond 
smuggling. These off-the-record stories 
were presented by Frank Parker, U. S. 
Attorney for the Eastern District of New 
York, a principal figure in the prosecu- 
tion of diamond smugglers apprehended 
during the past year. 

Following the Parker presentation a 
spectacular display of electronics was 
given by representatives of the General 
Electric Co. This elaborate and entertain- 
ing demonstration was particularly de- 
signed to explain the fundamentals of 
existing protective devices and point up 
the potentialities of such equipment now 
in various stages of development. 


Machine Chain Manufacturers 
Elect Berghahn President 


A new slate of officers has been elected 
by members of the Machine Chain Manu- 
facturers Association. They include: Presi- 
dent, Albert G. Berghahn (Armbrust Chain 
Co.) ; Vice President, Albert F. Wiesner, 
Jr. (Goldsmith Mfg. Co.); Secretary, 
Hans Bemberg (Speidel Corp.), and Trea- 
surer, Charles Rotkin (Concord Mfg. Co.). 

Named to the board of governors were: 
Russell L. Rooney (Federal Chain Co.) : 
Adolf Schraysshuen (Universal Chain 
Co.) ; Max Schweinshaut, Jr. (M. S. Co.), 
and William O. Sweet (Sweet Mfz. Co.). 

The association’s annual meeting was 
held Friday, February 6, in Providence. 
Cocktails, dinner and entertainment were 
included in the program. 





— 


(Jones & Woodland Co., Inc.); Henry A. Lambert (Lambert Bros. Jewelers); Alexander H. 
Arnstein (Arnstein Bros. & Co.); W. P. Diesing (General Electric Co.}; Fred A. Bullock 
(Dolan & Bullock), and Joseph P. Byrne (Joseph P. Byrne & Sons Co., Inc.). 





Enjoying a brief respite at the cocktail party 
which preceded the JSA luncheon are, left to 
tight: Harold Alberts (1. Alberts Sons, Inc.), 
William B. Ogush, and Leon J. Engel (The 


Stieff Co.). 


FOR MARCH, 1953 


Among the many Advisory Board 
members who attended the JSA 
luncheon were Silas B. Regan 
(left), of the Baldwin-Miller Co.., 
and George E. Brown of the 
Gerwe-Brown Co. 





Watch Material Distributors 
Set Date for Annual Meeting 


Officers and directors of the Watch Ma- 
terial Distributors Association of America 
met January 15 and 16 at the Statler 
Hotel, St. Louis, Mo. A number of sub- 
jects of paramount importance to mem- 
bers were discussed at the meeting which 
was presided over by Eugene Swigart, 
president of the association. 

Consideration was given to the program 
for the organization’s seventh annual 
meeting to be held at the Ritz Carlton 
Hotel, Atlantic City, N. J., on June 8 
and 9. It was the consensus of opinion 
that speakers should be selected from 
the association’s membership. One full 
session will be devoted to association 
business, at which time the officers and 
committee chairmen will make their 
reports. 
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Over 800 Jewelers Crowd Statler Ballroom 
For NEMJ&SA‘s Golden Anniversary Banquet 


A half-century of progress in the mass 
production of jewelry was fittingly observed 
Saturday night, February 21, at the 50th 
annual banquet of the New England Manu- 
facturing Jewelers’ & Silversmiths’ Asso- 
ciation. 

The affair—usually held in Providence— 
was staged this year in Boston, at the 
Hotel Statler, because of the record at- 
tendance of 800 manufacturers and their 
guests. 

Historically a social event, it was the 
occasion this year for recalling the strides 
made by the industry in a half century. 
It also served as the spring board of a 
concerted effort to make jewelry manufac- 
turing a bigger and better industry in its 
maturity. 

The highlight of the evening, for in- 
stance, was the unveiling of a “Treasure 
Chest” of jewelry that will be used to 
acquaint people all over the country this 
year with the ability of the manufacturers 
to meet milady’s fashion requirements. 

In this chest were more than 100 dif- 
ferent types of jewelry and allied items 
collected by the association from its 
members. 
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Examining the contents of the “Treasure 
Chest" which was unveiled at the NEMJ&SA 
banquet are, left to right: George R. 
Frankovich, executive secretary of the asso- 
ciation; H. William Coulthurst, chairman of 
the event's publicity committee; Donald W. 
Pickup, assistant association secretary, and 
William E. Smith, banquet committee 
chairman. 


The items represented every segment of 
the jewelry industry and typified the im- 
portant place in the American economy 
which the industry has carved for its 
products of beauty and utility. In a 
dramatic manner it showed the progress 
of 50 years of fashion leadership and 
styling —and in addition the _ realistic 
manner in which the manufacturers keep 
step with fashion trends. 

The chest will be on display at the two 
large retail jewelry shows to be held this 
summer in New York and Chicago. The 
committee plans to use it generously dur- 
ing this year to acquaint the public with 
the continuing effort to supply Mrs. ‘and 
Miss America with jewelry items that are 
now considered an integral part of their 
wardrobes. 
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The pieces in the chest were carefully 
selected to present a cross section of the 
industry’s product, to point up the constant 
attention to style and fashion trends and 
to make the public conscious of the quality 
that is built into American-made jewelry. 

While the unveiling of the “Treasure 
Chest” was an outstanding feature of the 
annual top social event of the association, 
there were numerous other features that 
made the event an outstanding one. 

The good fellowship that always marks 
these events was enhanced by the trek to 
Boston. Those attending from Providence 
and the Attleboros were given deluxe 
transportation to Boston in a “Jewelers’ 
Special” train, which travelled from Provi- 
dence, stopped at Attleboro, and made a 
return trip following the banquet session. 

Attendance set a new record. The 690 
attendance in 1952, was topped by the 
participation of more than 800 manufac- 
turers and their guests. 

An unusually fine banquet souvenir was 
presented each guest in keeping with the 
50th anniversary affair. The committee, 
headed by William E. Smith of Irons & 
Russell Co., Providence, selected a beauti- 
ful G. E. clock-radio as the favor. 

Emil E. Fachon, president of the asso- 
ciation, welcomed the guests and _ intro- 
duced Stephen H. Garner, Sr., of Leach & 
Garner Co., Attleboro, a past president of 
the association. Mr. Garner presented an 
engraved sterling silver Revere Bow] and 
matching cups to the immediate past presi- 
dent of the association, Edgar E. Baker, 
W. R. Cobb Co., Providence, who served 
from 1949 to 1952. 

Featured in the evening’s entertainment 
was George Gobel, prominent night club, 
radio and television comedian, recently 
featured on the Garry Moore television 
show. 

Among the head table guests were Hon. 
Walter H. Reynolds, mayor of Providence; 
Hon. John M. Hines, mayor of Boston: 
Hon. Cyril K. Brennan, mayor of Attle- 
boro; Fred A. Bullock, president of the 
Jewelers Board of Trade: David C. Per- 
cival Jr., president of the Diamond Peacock 
Club, Boston; Leo F. Henebry, president! 
of the American National Retail Jewelers 
Association; Albert S. Munnis, president 
of the Boston Jewelers’ Club; Reginald 
White, president of the Providence Jewel- 





Each diner at NEMJ&SA's 50th annual ban- 
quet received this handsome G.E. clock- 
radio as a souvenir of the affair. 





ers’ Luncheon Club; William E, Smith 
banquet committee chairman; Emil E 
Fachon, association president; Edgar E 
Baker; Stephen H. Garner Sr., Edgar M. 
Docherty and George R. Frankovich, a 
ecutive secretary of the association. 





Members of Long Island RJA 
Elect Michaelson Presiden} 


Jack Michaelson was elected president 
of the Long Island Retail Jewelers Asso. 
ciation at a meeting of that Organization 
held on January 15 at Paprin’s Restaurant 
Woodside, L. I. He succeeds Sol Bloom: 
of Long Island City. 

Other officers elected were: Bennet 
Schwartz, first vice president; Adolph 
Brookman, second vice president; Archie 
De Venuto, third vice president; Rae 
Brecher, secretary; E. Werner Gross, 
treasurer, and Dominick D’Elia, sergeant. 
at-arms, 

On hand at the meeting to instal] new 
officers was Sam Jacobson, general chair. 
man of the Executive Board of Retai) 
Jewelers Associations of Greater New 
York. Also present at the meeting was 
Mike Wilson of Scarsdale, N. Y., vice 
president of the New York State Retail 
Jewelers Association. 





Three Prominent 

Jewelers Form 

Schmukler-Kahn- 
Levine Co. 
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IRVING FRIEDMAN 


Schmukler-Kahn-Levine Co., Inc., is the 
name of a wholesale jewelry firm formed 
recently by three leading trade figures who 
have been associated with J. J. Schmukler 
& Son, Inc. The firm has been organized to 
continue the wholesale activities which 
were previously carried on by the 50-year- 
old Schmukler firm. 

Located in attractive showrooms and 
offices at 15 West 47th St., New York, 
S-K-L will function as distributors of 
nationally advertised brands of silverware, 
clocks, jewelry, electrical appliances and 
watches. 
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Tessler & Weiss to Continue 
Distribution Thru Wholesalers 


In assuming his new duties as sales 
manager of Tessler & Weiss, Inc., jewelry 
manufacturers of Newark, N. J., Alfred 
S. Jaffee stated that he intends to con- 
tinue that firm’s policy of selling strictly 
through the wholesaler and large man- 
ufacturer. 

“In this day of intense competition for 
the wholesaler,’ Mr. Jaffee said, “I will 
exert my every effort towards fostering 
their position in the jewelry market and 
will continue to render such services as 
are requisite to the ultimate success of 
the wholesaler.” 

Before joining Tessler & Weiss, Mr. 
Jaffee was associated for seven years with 
Feature Ring Co. He is well-known in 
trade circles for his innovations in ring 
promotions and for maintaining a close 
correlation between sales and advertising. 





A. & Z. Honors Four Employees 
For Long Service With Company 


Four employees of the A. & Z. Chain 
Co., who are celebrating their 25th year 
with the Providence manufacturing firm, 
were honored at a testimonial dinner in 
January. Executives, several of the firm’s 
sales representatives and other key em- 
ployees joined in paying tribute to the 
quarter-century workers. 

The testimonial dinner, which culmi- 
nated a series of daily sales conferences, 
was held in the Garden Restaurant at the 
Sheraion-Biltmore Hotel in Providence. 





With Benjamin H. Rossman (center), presi- 
dent of A. & Z. Chain Co., are four em- 
ployees currently celebrating their 25th year 
with the firm. Shown left to right are: 
Richard C. Philbrick, Mrs. Ann M. Forrest, 


Mr. Rossman, Mrs. Alice W. Sward and 
Edward J. Malone. 


Honored for their 25 years of service 
were Edward J. Malone of Niles, Mich., 
midwest representative of the company; 
Richard C. Philbrick of Boston, New Eng- 
land representative; Mrs. Ann M. Forrest, 
bookkeeper, and Mrs. Alice W. Sward, 
in charge of the firm’s stockroom for the 
past 25 years. 

Presentation of gold watches and a 
diamond ring was made by Benjamin H. 
Rossman, president of A. & Z., at a cock- 
tail party preceding the dinner. 





Arthur J. Block, president of T. C. 
Tanke, Inc., jewelers of Buffalo, N. Y., has 
been re-elected treasurer of the Buffalo Re- 
tail Merchants Association. 
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1847 Rogers Bros. Introduces ‘Heritage’ 
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"Miss Heritage" derived a great deal of 
pleasure from showing the new 1847 Rogers 
Bros. Heritage pattern at the New York 
preview for wholesalers. UPPER LEFT: 
Among Pittsburgh jewelers present at the 
preview were, left to right: Lawrence Big- 
gard (Biggard & Co.}); Ed Stein (Grafner 
Bros.); | “Miss Heritage"; Lou Corbin 
(Samuel Weinhaus Co.), and Bertram 
Biggard (Biggard & Co.). UPPER RIGHT: 
"Miss Heritage" and E. C. Stevens (second 
from left), chairman of the board of Inter- 
national Silver Co., discuss the new pattern 
with Webb C. Ball (left), (The Ball Co.), 
Chicago, and Silas B. Reagan (right), 


On Friday, January 23, International 
Silver Co. held a day-long presentation of 
its new 1847 Rogers Bros. “Heritage” pat- 
tern at the Plaza in New York City. This 
was the first stop of this introductory 
“extravaganza,” a show that ended its 
country-spanning performances _ before 
wholesalers on the Pacific Coast, weeks 
later. 

Present, and taking part in the pro- 
gram of presentation were: Evarts C. 
Stevens, International board chairman; 
Maltby Stevens, president; Craig D. Mun- 
son, vice president and general sales 
manager; A. L. Zeitung, director of flat- 
ware sales; John D. Shaw, sales manager, 
1847 Rogers Bros., and J. W. Hosdowich, 
sales manager, International Hollowware, 
as well as all the principals in the ad- 
vertising and promotion § departments 
headed by George Morrison. Thus the 
company indicated the importance it 
placed upon the proper launching of this 
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(Baldwin-Miller Co.), Indianapolis. LOWER 
LEFT: Grouped around "Miss Heritage” as 
she displays a teaspoon from the new 
Heritage flatware service are Alvin Liebo- 
witz, Gerry Ozers and Harry Neuman, all of 
Aisenstein & Gordon, Inc., Philadelphia. 
LOWER RIGHT: Attractive “Miss Heri- 
tage" holds an equally attractive “Heri- 
tage" cake server. She is shown here with, 
left to right: John D. Shaw, sales manager 
of 1847 Rogers Bros.; Bill Ficken (A. H. 
Ficken Co.), Cleveland; Hyman Cohen (A. 
Cohen & Sons), New York, and A. L. 
Zeitung, director of flatware sales, The In- 
ternational Silver Co. 


new pattern at its initial showing. 

The New York meeting was keyed to 
present to 1847 Rogers Bros. eastern 
wholesalers the new “sterling-like” pat- 
tern “Heritage” and acquaint them with 
the tremendous advertising and promo- 
tional efforts which will back up the 
introduction of this new pattern to the 
public and the trade. 

The elaborate presentation and im- 
pressive display had a strong undertone 
bearing upon the silver company’s con- 
fidence in the new pattern and its con- 
viction that women were waiting to buy 
it, if its beauty is sold to the retailer 
by the wholesaler. The impression was 
made that International had spared noth- 
ing to do its part in putting the new pat- 
tern in the hands of consumers, but that 
the real success of their program de- 
pended upon enthusiastic salesmanship 
on the part of the wholesaler, and through 
him on the part of the retailer. 





Pennsylvania Watchmakers 
Hold 19th Annual Banquet 


Gathering for their 19th annual banquet, 
members of the Watchmakers Association 
of Pennsylvania with their families and 
guests assembled at the Italian Sons and 
Daughters of America Club, in Pittsburgh, 
on the evening of January 20. 

In addition to the usual delicious dinner 
that was served, the evening was high- 
lighted by the installation of officers for 





the ensuing year. Installed at the banquet 
were: George Niesslein, president; August 
K. Schran, vice president; George W. 
Meyers, secretary; Virgil Petrocelly, trea- 
surer, and Joseph A. Beimel, technical ad- 
viser. 


Another feature of the evening’s festivi- 
ties was an interesting talk and the show- 
ing of his own colored movies on “Wild 
Life in the Northern Woods” by Peter 
Krass of Carnegie, Pa. 
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Harwood Succeeds Fine as President of 
Diamond Mfrs. & Importers Association 


A stirring memorial service in honor of manager of the Industrial Diamond Asso- 
the late Louis Frankel, general counsel of ciation of America, and Col. Harry D. 
the Diamond Manufacturers & Importers Henshel (Bulova Watch Co.). 
Association of America, was held prior to In his last annual report as president. 
the organization’s annual meeting on Janu- George Fine highlighted the activities of 
ary 21. This was the association’s 20th the association and directed his main at- 
anniversary celebration and was held at tention to “switch” transactions. This 
the Savoy Plaza, New York. method of importing diamonds into the 

Eulogic addresses in memory of Mr. United States consists of a manipulation 


Frankel, who died suddenly on December of foreign currencies and is a major 
30, were made by George Fine (Max Fine source of illegitimate competition for the 
& Sons, Inc.), retiring president of the industry. 





Mr. Fine, in his address, pointed out an 


association; Athos D. Leveridge, executive 
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existing situation where the imports of 
rough diamonds from Switzerland, g non 
producer of diamonds, have sky-rockete; 
from $150,000 in 1950, to an estimated 
$8,000,000 in 1952. “This figure js exorhj. 
tant,” he stated, “when compared to the 
total amount of imports of rough diamonds 
from all sources which amounts to approxi. 
mately $50,000,000 yearly or 16 per cen 
of the total.” 

Mr. Fine continued: “Actually encour. 
agement is being made to smuggling rings 
on the one hand by the importation ol 
rough diamonds transshipped via Switzer. 
land into the United States, and on the 
other hand, another branch of the (Coy. 
ernment is trying to stamp out these 
smuggling rings—not only for the evasion 
of duty on polished diamonds but also t, 
prevent the flow of industrial diamond; 
to Iron Curtain countries. The Diamond 
Manufacturers & Importers Association of 
America has and will continue to presen; 
its case to our Government authorities jp 
the hope of finding corrective relief.” 





Neva Patterson, stage and television star, 
is crowned “Diamond Queen for 1953" by 
young Johnnie Klein and Wallace W. Har. 
wood, newly-elected president of the 
Diamond Manufacturers & Importers As 
sociation of America, in a ceremony held 

at the Savoy Plaza Hotel, New York. 


Elected as association president for the 
ensuing year was Wallace W. Harwood 
(Schless-Harwood Co., Inc.). Other of: 
ficers elected were: Vice Presidents: 
Stephen W. Hofman (Diamond _ Distribu- 
tors, Inc.), Jack Solow (J. Solow & Son), 
Jean H. Van Praag (Van Praag Diamond 
Co.), and Harry Winston (Harry Winston, 
Inc.) ; Secretary, Leo L. Kaplan (Lazare 
Kaplan & Sons, Inc.), and _ Treasurer, 
Aaron Koenig (Max Koenig & Sons). 

Named to the board of directors were: 
Al Abrams (Diamond Processing, Inc.); 
Alexander H. Arnstein (Arnstein Bros. & 
Co.): Simon Barend (Barend, Sweyd & 
Vanderlinden) ; Joseph Baumgold (Baun:- 
vold Bros., Inc.) ; Sereno P. Davis (Jacob: 
son Bros. Diamond Corp.) ; Herman Drei- 
blatt: Sam Eckstein; George Fine (Max 
Fine & Sons, Inc.); Joseph S. Kipnis 
(Kipnis Diamond Cutting Co., Inc.); Al 
bert Lam: Frantz Landau (Landau Con- 
solidated Corp.): Henry Reinhold (Rein- 
hold Bros.): Louis Rose (Rose & Ridel. 
Inc.) ; W. Waters Schwab (J. R. Wood & 
Sons, Inc.): Jacques Spira (Spira & 
Hymnas); Josef Spira, and Peter Ver 
heyleweghen. 

After the business meeting, Miss Neva 
Patterson, currently appearing in the 
Broadway production of “The Seven Yea! 
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Itch,” was crowned “Diamond Queen for 
1953” with a diadem valued at $750,000 
which belonged to the Austrian Imperial 
family, and is now the property of Harry 
Winston, Inc. After the crowning, cock- 


tails and buffet supper were served. 


Hall Retires from Hamilton; 


Chapman Named Successor 


John Hall, New York and New England 
district sales manager for the Hamilton 
Watch Co., has retired from active ser- 
vice as a member of the firm’s sales or- 
ganization, it was announced January 20 
by L. F. Halligan, Hamilton vice president 
in charge of sales. Mr. Hall is not retiring 
completely from the watch business but 
will continue with Hamilton in an ad- 
visory capacity as special sales counsel in 
the New York metropolitan market. David 
F. Chapman, Hamilton’s New York City 
sales manager, was named to succeed Mr. 
Hall as district sales manager in the New 
York and New England territory. 








‘ P 


D. F. CHAPMAN JOHN HALL 


N.Y. and New Retired 
England District District 
ales Mar. Sales Mgr. 


Mr. Hall, a watch and watch case sales- 
man for 57 years, has had the unique ex- 
perience of achieving success in two busi- 
ness careers. Mr. Hall’s first career was 
with the Joseph Fahys Co., watch case 
manufacturers. He joined the Fahys com- 
pany’s sales staff in 1895. In 1909 he 
was named Fahys’ sales manager to suc- 
ceed Frank C. Beckwith, who had left 
Fahys to join the Hamilton sales organi- 
zation and who later became Hamilton’s 
president and board chairman. 

On January 1, 1931, Mr. Hall began his 
second career as New York sales repre- 
sentative for Hamilton. When Hamilton 
inaugurated its controlled distribution plan 
in 1934, Mr. Hall was named district sales 
manager in the New York and New 
England area. In 1951 Hamilton aban- 
doned its wholesaler distribution in the 
metropolitan New York area and began 
direct-to-retailer sales. The changeover 
was successfully accomplished under Mr. 
Hall’s direction and a New York sales 
office was established. 

Dave Chapman joined the Hamilton 
sales organization in 1947 as a traveling 
representative. He had previously been 
associated with the Krementz Co., Newark, 
N. J., and Weston Electrical Instruments 
Corp. in the same city. Mr. Chapman was 
named Hamilton’s New York City sales 
manager in March, 1951, when Hamilton 
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began selling direct to metropolitan jewel- 
ers. He now assumes responsibility for 
Hamilton’s entire northeastern sales dis- 
trict. 





Son Succeeds Father As 
President of Sheaffer Pen 

Walter A. Sheaffer, II, 30, was recently 
elected president of the W. A. Sheaffer 


Pen Co. He succeeds his father, Craig 
Sheaffer, who resigned as president to be- 


come Assistant Secretary of Commerce in 


the new administration. 
The new president, a grandson of Walter 


A. Sheaffer who founded the writing equip- 


ment manufacturing company in 1913, 
joined the organization in 1945, becoming 
treasurer in 1948. He was appointed 





assistant to the president in 195). 

Directors of the pen company elected 
M. T. Erdtsieck treasurer to succeed the 
new president. He had been vice president 
and comptroller and is now vice president 
and treasurer. 

John D. Sheaffer, also a son of Craig 
Sheaffer, was elected to the board of di- 
rectors and named to the executive com- 
mittee to succeed his brother, Walter. 


Gries Named V.P. of Gorenfio 


Announcement of the appointment of 
Elmer J. Gries as vice president was made 
recently by the Gorenflo Co., Inc., whole- 
sale jewelers of Detroit, Mich. Before 
his new appointment, Mr. Gries was as- 
sociated with the firm as sales manager. 





a 








Newly-Formed Tax Committee 
To Press for Excise Repeal 
(From page 185) 


tee to create a program for the considera- 
tion of the JVC Tax Committee. This pro- 
gram to be a presentation of what the ap- 
pointed committee would recommend as a 
suitable tax group to represent the indus- 
try—suitable from the standpoint of the 
representation of the various organizations 
and suitable from the standpoint of its 
recommended procedures for raising money 
to finance the effort. 

This committee was composed of James 
B. Dickey, chairman, Leo Weisfield, Fred 
Dreifus, H. Victor Paul, Ray Wells, S. 
Ralph Lazrus, Leo Kaplan and James G. 
Shennan. 

This committee of men reported back 





to JVC at another meeting held at the 24- 
Karat clubrooms on Tuesday, January 27, 
and recommended the retailers through 
their organizations, the National Jewelers 
Association and the American National Re- 
tail Jewelers Association, should be the 
ones to spearhead the fight. 


The committee suggested that their rec- 
ommended jewelry industry Tax Commit- 
tee should be made up of three retailers 
from each of the two retail associations 
and that every other national trade organi- 
zation previously represented on the JVC 
Tax Committee should have one member 
on the advisory board. 

The two retail jewelers organizations 
should then be assigned the task of col- 
lecting the necessary money for the ex- 
penses which would be incurred in fighting 
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the tax. 











See for yourself how it accurately records con- 
tinuously with greater sensitivity and scannning 
power. Shows plainly on continuous tape what 
higher priced machines fail to show. 


In line with these recommendation 
work on the formation of the Retail hea 
elers Tax Committee, as the new grou 
is called, was started immediately, During 
the past month H. Victor Paul, vice wail 
dent of Wiss Sons, Inc., Newark, N. J 
accepted the chairmanship of the newly. 
formed committee. G. H. Niemeyer of 
Handy & Harman, Inc., has agreed ty 
serve as vice chairman, while James B 
Dickey of Tiffany & Co., Inc., will act “a 
treasurer. 

Representing ANRJA on the newly. 
formed committee are William Prestoy 
Sr., James B. Dickey and H. Victor Paul, 
The NJA will be represented by H, A. 
Goldberg, Leo Weisfield and Fred B. 
Dreifus. 

The national organizations listed below 
have appointed the following members to 
represent them on the RJTC advisory 
board: American Watch Manufacturers As. 
sociation, James G. Shennan; American 
Watch Association, S. Ralph Lazrus; Na. 
tional Wholesale Jewelers Association, 
Milton Freudenheim; Associate Jewelers, 
Inc., Herman Ostrin; Diamond Manufactur. 
ers & Importers Association of America, 
L. M. Kahn; Diamond Center, Inc., Henri 
S. Kleinberg; American Stone Importers 
Association, George Heller; Sterling Sil. 
versmiths Guild of America, Donald Leach: 
New England Manufacturing Jewelers & 
Silversmiths Association, Ray Wells, and 
Educational Jewelry Manufacturers Asso- 
ciation, August Packer. 





JIC Reviews ‘52 Activities 
At Annual Membership Meeting 


Against a backdrop of numerous visual 
exhibits, the annual membership meeting 
of the Jewelry Industry Council was called 
to order by Maurice Adelsheim, chairman 
of the board, on the afternoon of January 
25 at the Waldorf-Astoria, New York. 

The meeting got underway with a short 
address by G. H. Niemeyer, chairman of 
the program committee, who emphasized 
the importance of fashion in increasing re- 
tail store turnover and total retail sales. 

Details of the Council’s widespread and 
sustained efforts in promoting fashion dur- 
ing the past year were discussed by Martha 
Percilla, JIC fashion director. In reviewing 
the past year’s activities, she mentioned 
her trip to the European markets where 
she did research work on jewelry store 
merchandise and the subsequent fashion 
clinics she conducted upon her return to 
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Date 
Jewelry Mfrs. Set | 
For Providence ‘Market Week 


May 3 to 16 has been set as the dates 
—— large-scale “Jewelry Market W eek 
by the manufacturing jewelers of Rhode 
[sland and the Attleboros. 

The affair will be conducted along the 
lines of the showings held last fall and 
spring, sponsored by the Manufacturing 
Jewelers Sales Association, except that it 
will be considerably larger both from the 
standpoint of the number of lines shown 
and the number of buyers expected to 
attend. ; 

Late in January the New England Manu- 
facturing Jewelers & Silversmiths Associa- 
tion voted to join with the MJSA in spon- 
soring the event. 

The original sponsors have grown in 
membership since the November event, but 
the co-sponsorship of the NEMJ&SA, with 
its large membership, will expand the 
number of firms eligible to participate 
many fold. 

As with the previous market weeks, it 
will be held in the Sheraton-biltmore 
Hotel. Already four floors—35 rooms to a 
floor—have been set aside for participating 


firms. 


————_ 


J. J. Schmukler Announces 
New Expanded Sales Effort 
J. J. Schmukler & Son. Ine.. New York 


jewelry firm at 630 Fifth Ave., will launch 
an extensive sales campaign on behalf of 
their Beautycrest line of diamond rings 
according to an announcement made re- 
cently by Jacob J. Schmukler and Bernard 
Schmukler. 


BERNARD 
SCHMUKLER 


The organization has also made known 
plans to expand its manufactured lines of 
gold wedding rings, as well as putting 
greater merchandising effort behind the 
Waltham watch line which it distributes. 

Having dropped the wholesaling func- 
tions of the company, the J. J. Schmukler 
organization is putting on a drive to obtain 
increased consumer demand for the nation- 
ally advertised Beautycrest line. Adver- 
lising and merchandising plans will be 
released soon. 


Felch Purchases Queen Line 
Felch & Co. Inc.. of Providence, R. I., 


manufacturers of “Danecraft” sterling sil- 
ver jewelry, have purchased the complete 
sample line and models of the Queen 
Novelty Co., of New York City. 

All sterling silver items formerly made 
by Queen Novelty Co. will now be man- 
ufactured and sold under the “Danecraft” 


label by Felch & Co. 


FOR MARCH, 1953 


———————— - oe 




















Named Asst. 
Sales Mgr. of 
Community 
Plate 


FRED LOUNSBURY 





D. E. Sanderson, vice president of 
Oneida Ltd., Oneida, N. Y., has announced 
the appointment of Fred Lounsbury, for- 
merly in charge of the Kansas City terri- 








lory, as assistant sales manager of the 
Community Plate Division of the company. 
R. W. Landon is sales manager. 


Ollendorff Representatives 
Attend Semi-Annual Meeting 


Ollendorff Watch Co., Inc., manufac- 
turers of Gotham watches, held its semi- 
annual sales meeting and dinner on Thurs- 
day evening, January 22, in the Hotel 
Biltmore, New York. 

Salesmen from all territories throughout 
the country attended and greeted the new 
line and sales promotion plans with en- 
thusiasm. 

Enthusiastic approval was also given a 
new display box for Gotham watches. 
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Tiffany's Business Policies 
Described in Post Article 


Tiffany’s, the famous New York jewelry 
firm, stocks of $6,000,000 worth of gems, 
“fingerprints” its diamonds, makes anti- 
aircraft equipment along with costly sil- 
verware and is burglar-proofed to the 
teeth, according to the January 24 issue 
of The Saturday Evening Post. 

In an article entitled “Treasure House 
on Fifth Avenue,” Henry La Cossitt says 
that in the more than 100 years of its 
existence. Tiffany’s has faithfully practiced 
a rock-bound conservatism that defiies 
most of the standard rules of profitable 
merchandising. He adds, “It has done this 







with outstanding success.” 
Some have said that Tiffany’s is a state 





vt mind, La Cossitt reports. If you are 
in the jewelry business you undoubtedly 
respect its position in the industry. If 
you are a reputable competitor, the re- 
port states, the firm’s continual harping 
on ethics may strike you sometimes as 
being bombastically self-righteous. But 
you probably also admire it and collab- 
orate in Tiffany’s efforts to maintain high 
levels of business practice. If you are not 
reputable, the story adds, you probably 
fear and hate Tiffany’s, while at the same 
time you try to imitate it. 

The author reports that Tiffany’s will 
not set—or appraise—diamonds not pur- 
chased there, refuse to handle antique 
china and its prices—despite an interna- 
tionally held belief to the contrary—are 
relatively low. 
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Jewelry Manufacturers Since 1894 


DAVIDSON «& SONS 


JEWELRY CO., 
20 West 47th St., New York 36, N. Y. 


HOW... 


BIRTHSTONE RINGS 


Successfully with an average 


merchandise investment 
of only *20° a month 





We, at Davidson, have per- 
fected, yes, perfected a program that 
puts you back in the birthstone ring 
business profitably. And all you need 
to do is order as little as 2 DASON 
birthstone rings per month (one 
lady’s, one man’s) in order to get, 
without additional cost, more selling 
aids (that really sell). No binding 
agreements! Our program really 
works for you. It positively sel/s birth- 
stone rings. You’ve much to gain by 
sending the coupon and not a thing 
to lose. Do it NOW! 


MAIL THIS COUPON! 


Get the interesting details 


without obligation! 


INC, 








You get this beautiful display FREE. It 
holds a removable color-card that you re- 
place each month. All DASON birthstone 
rings come in attractive plastic boxes. 





Each month 


You get 2 sizes of 
newspaper mats 
FREE, featuring 
the birthstone of 
the month. 


FREE 
Each month 


You get a selling dis- 
play insert, featuring 
the birthstone of the 
month. 














Se ee “/ 
| DAVIDSON & SONS JLRY.CO.Inc. |! 
. 20 West 47th St., New York 36, N. Y. | 
| O.K., DASON, send me details on how to | 
" sell more birthstone rings. No obligation, | 
' of course. 
i 
, Store Name | 
| 
j City State i 
i | 
| Address | 
| 
__ AMention of J 











Trade Leaders Map JDA Drive 
At N. Y. Luncheon Meeting 


The jewelry industry started its driye o, 
behalf of the 1953 Joint Defense Appeal 
(JDA) campaign with an Organizational 
luncheon meeting on January 27 at the 
Waldorf Astoria Hotel, New York. Presid 
ing over the meeting was Barnett Robip. 
son, president of Robinson & Sverdlik, Inc, 
and chairman of the jewelry industry j, 
JDA’s 1953 campaign. 

The jewelry industry will help Jp4 
raise New York’s share of the $5,000,099 
necessary to finance the activities of the 
American Jewish Committee and the Anti. 
Defamation League of B’nai B'rith. Jpa 
is the sole fund-raising arm for both or. 
ganizations. 





Among those present at the industry lunch. 
eon where JDA campaign plans were 
formulated were, seated left to right: Ben- 
jamin Lazrus (Benrus Watch Co.), Edward 
D. Oppenheimer and Barnett Robinson 
(Robinson & Sverdlik). Standing left to 
right are: William Sachs, associate chair- 
man of JDA in Greater New York, Evon 
Bandler (Robinson & Sverdlik), and Jerome 
T. Agate (Cyma Watch Co.}. 


Principal speakers at the meeting were 
Benjamin Lazrus of the Benrus Watch Co. 
Inc., and Lester Waldman, National Pro- 
gram Director for the ADL. Both speakers 
stressed the necessity of supporting the 
effective AJC-ADL programs in view of 
mounting anti-Semitism in Russia and its 
satellite countries, the upsurge of neo 
Nazism and home-bred manifestations of 
bigotry and discrimination. 


Rawlings Re-elected President 
Of N. Y. Horological Society 


Dr. A. L. Rawlings was re-elected presi- 
dent of the Horological Society of New 
York at a meeting of that organization 
held on January 5 at the Capitol Hotel. 
New York. 

Returned to office with President Raw- 
lings were: Henry B. Fried, vice president 
and executive secretary; Paul G. Roth. 
recording secretary; Frank Knoll, trea- 
surer, and A. Lindig, editor and librarian. 

Others elected were: Felix Klein, 
financial secretary; Henry J. Morris and 
I. Liemer, trustees; Hans P. Thogersen 
and Messrs. Whitman and St. Johns, li 
brarians, and E. Becker, sergeant-at-arms. 

Named to the executive committee were: 
Foster H. Brown, Edward M. Meister, 
Benj. Matz, Henry G. Morris, Hartley F. 
Satnick, Jean Pierre Savary and Morrie 
Bernstein. 
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4 Members of the East Side Jewelers As- 
sociation, at a dinner-meeting held Febru- 
ary 5, elected Adolph Pusrin (Adolph Pus- 
rin & Bro.) to his fifth term as president 
of that organization. Also re-elected were: 
Harry Fine, vice president; Harry Cohen, 
treasurer, and Hy Schulman, secretary. 
Guest speaker at the meeting was Dr. 
Frank Kingdon who urged members to 
purchase Israel Bonds to foster the growth 
and development of that republic. In re- 
sponse to his appeal, approximately $15,- 
000 worth of bonds were purchased. 

q An illustrated lecture on “Rutile” was 
given by Langtree Lynd (National Lead 
Co.) at the February 9 meeting of the 
Lapidary & Gem Society of New York, a 
non-profit organization devoted towards the 
advancement of gem cutting and jewelry 
making. The meeting was held at the 
Society's quarters at 264 West 23 St., 
New York. The organization is exhibiting 
until the end of March a large selection 
of cut, polished and rough gem materials 
at the Franklin Society for Home Build- 
ing and Saving, 217 Broadway, New York. 
Other events planned for this year by the 
Society include field trips, courses for 
beginners and a social function. 

q Ben De Frece, president of the De Frece 
Watch Co., Inc., 64 W. 48 St., New York, 
was guest of honor at a dinner given 
February 25 at the Toots Shor restaurant 
in New York by Wildlife Restoration, 
Inc., a non-profit organization established 
to restore and perpetuate game _ birds, 
animals and fish on the North American 
Continent. Mr. De Frece is founder and 
president of the Manhattan chapter of the 
organization. He has been recognized for 
his outstanding work for conservation and 
restoration of American wild life for 25 
years having dedicated his country estate 
at Peekskill, N. Y., as a wild life sanctuary. 
q The Villereuse Watch Co.., formerly at 
5D W. 42 St., New York, moved recently 
to new and larger quarters at 401 Broad- 
way. 

q Walter Wolleman of Leo Wolleman, Inc.. 
and L. & W. Diamond Corp., 31 W. 47th 
St. New York, a member of the U. S. 
Army Reserve, was called January 18 for 
extended active duty with the Army. 

q Charles Grabhorn, manufacturer of gold 
mountings for leather goods, recently 
moved his factory and office to new quar- 
ters at 35 W. 19 St., New York. He was 
formerly located at 4 Washington Place. 

q Over 150 watchmakers attended the Feb- 
tuary 2 meeting of the Horological Society 
of New York which was held at the Capi- 
tol Hotel in New York City. Guest speaker 
at the meeting was Richard Slaugh, head 
watchmaker at the Hamilton Watch Co.., 
who discussed the new metals used by 
Hamilton in the manufacture of their 


“Dynavar” main springs. Citing the quali- 


ties of this new allov. he apoke of the 


FOR MaArcH. 1952 


| NEWYORK 


+ 








possible lifetime service of this metal as 


a power source, comparing it with the old- 
style conventional steel springs and of the 


latter’s susceptibility to breakage and 
‘setting.” 

q Joseph H. Frier, Jr., secretary-treasurer 
of the Maiden Lane Outing Club, an- 
nounced February 10 that the annual 
meeting of that organization will be held 
on Thursday afternoon, March 12, at 
Schwartz’ Restaurant, 183 Broadway, New 
York. At the meeting reports of officers 
will be read, elections held, and considera- 
tion and a vote will be taken on a pro- 
posed amendment to the organization’s 
constitution. 

q A new promotional and advertising pro- 
gram was outlined to all representatives 
and branch managers of L. Luria and Son, 
Inc., at the annual sales meeting of that 
organization. The meeting was theld Feb- 
ruary 1 at the firm’s offices and show- 
rooms, 160 Fifth Ave., New York. In an 
attempt to aid the retail jeweler in his 
own promotional plans, L. Luria and Son 
has developed an unusual assortment of 
mailing pieces and direct mail material. A 
get-together and dinner party was held at 
the Copacabana at the conclusion of the 
meeting. 





Jewelers Benevolent Assn. 
Installs Pusrin as President 


New officers and trustees of the New 
York Jewelers Benevolent Association 
were installed into office on the evening 
of February 14 at the organization’s 65th 
anniversary banquet, held at the Broadway 
Central Hotel, New York. Installed as 
association president was Adolph Pusrin 
(Adolph Pusrin & Bro.), who is serving 
his sixth term in that office. 


ADOLPH PUSRIN 


Elected to 
Sixth Term as 
President of 
Jewelers’ Group 


Others installed at the banquet were: 


Norman Blum, vice president; Robert 
Kahane, treasurer; Sam Horowitz, record- 
ing secretary; Jack Dolgin, financial 
secretary; Dave Barash, sergeant-at-arms; 
Leo Kossover, welfare chairman for 
Brooklyn and Queens; Henry Bilker, 
chairman of by-laws, and Gerald Rosen- 
thal, chairman of membership. 

Installed as trustees were: Joe Gold- 
man, Howard Dolgin, Julius Epstein. Jack 
Kirshenbaum and Al Gallv. 
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MANNING OPAL CORPORATION 


22 West 48th Street, New York 
Phone: Plaza 7-0622 
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DIAMONDS 


THE RIGHT SIZE for THE RIGHT 
PRICE. We Import our diamends from 
the best eutting centers. We fill mail 
erders promptly and we send diamonds oa 
approval. Please ask for our price Jist 
#19 of September 1952. 


576 FIFTH AVE. 
ORI NEW YORK 36, N. Y. 
‘ Tel. LUxemburg 2-3575 


Synthetic & Semi-Precious 


STONES 


Synthetic Ringstones all sizes and shapes 
DiaMonpDs—AIll Sizes and Qualities 


JOSEPH BLANK 


COrtlandt 7-3562 
New York 38, N. Y. 
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THE NEW SYNTHETIC GEM 


Lighter in Color 


than ever before 


HENRY 


LAPIDARY, INC. 


13 WEST 47™ ST. PHONES PLAZA 77-4815 
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bench work, 
hand filing and finishing 


Use Ransom & Randolph 


Jewelry 
Investment 


i This material is reli- 
tanto able: produces out- 

| standing results on 
runs of any size and 
is economical to use. 
Ransom and Randolph 
jewelry investment is 
designed to do the job 
best. 


We recommend a trial order. 


Send for CATALOG #52 


ALEXANDER SAUNDERS & CO. 


NEW YORK 14, W. Y. 
WaAtkins 4-8880 
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Obituaries 








LAWRENCE E. BODENHEIMER, 
64, founder and president of Lawrence 
Bodenheimer, Inc., diamond dealers at 
1650 Broadway, New York, died January 


31 at Polyclinic Hospital, New York. Mr. 


Bodenheimer had been in the diamond 
business for 40 years. His widow, a 
daughter and a sister survive. 

KARL KALMAN BURNS, 63, founder 
of K. Burns & Son, jewelers of Miami, 
Fla., died January 21 at Mount Sinai 
Hospital in Miami Beach. Well-known 
throughout the jewelry trade, Mr. Burns 
began his career in the retail jewelry busi- 
ness 43 years ago. He owned and operated 
numerous stores throughout the New 
England states, New York, New Jersey 
and Florida. Surviving are his widow, a 
son, five daughters, six grandchildren, two 
brothers and three sisters. 

JOSEPH GOLDMAN, 75, prominent 
jeweler of Milwaukee, Wis., died January 
30 at Mount Sinai Hospital in that city 
after an illness of three weeks. A_ busi- 
nessman in Milwaukee for more than 50 
years, Mr. Goldman was president of Joe 
Goldman Jewelers, Inc., with three stores 
at 838 W. Mitchell St., 156 W. Wisconsin 
Ave., and 2209 N. 3rd St. He had been 
a Milwaukee resident ever since he was 
a young man and entered the jewelry busi- 
ness with a brother, David, around the 
turn of the century. About 1905 he estab- 
lished a store of his own on Milwaukee’s 
South Side. In addition to his widow, he 
is survived by a daughter, a son, and a 
sister. 

FRANK W. STIRLING, 64, vice 
president, sales manager and a director of 
KE. W. Reynolds Co., leading wholesale 
jewelry firm, died February 12 at his hom” 
in Beverly Hills. Calif. Mr. Reynoliis 
entered the employ of the Reynolds com- 
pany on his arrival from his native New 


FRANK W. 
STIRLING 





York City in 1903. He was one of the 
first traveling salesmen employed by this 
concern. Active in all jewelry association 
matters, Mr. Stirling was a past president 
of the 24-Karat Club of Southern Cali- 
fornia. Surviving are his widow, a daughter 
and a grandson. 

CHARLES MYERS. 81, president of 
Vautrot & Myers Co., jewelers of Warren, 
Ohio, died the latter part of January. 
Mr. Myers began his career in the jewelry 
industry in 1893 as an apprentice with the 





firm of Vautrot & Sidells. When Charl 
Sidells and Jules Vautrot, Sr., died in 1897 
Jules Vautrot, Jr., made Myers a Partner 
The store then became known as Vautrot 
& Myers. In 1923 Jules Vautrot, Jr,, dies 
and his son, Philip, assumed his interes 
When Philip Vautrot died in 1924, th 
stockholders elected Mr. Myers president. 
a post he held until his death. Mr, Myer 
is survived by a son, a sister and three 
brothers. 





Death Takes Philip Kind, 70, 
Leading Philadelphia Jeweler 


Philip Kind, secretary of S. Kind ¢ 
Sons, one of Philadelphia’s leadine jew. 
elry firms, died January 23 at his home jn 
that city following a heart attack. He wa 
70. 

Mr. Kind was the last surviving son of 
Samuel Kind, founder of the firm, and had 
been active in the business since his 
eraduation from Central High School ip 


1900. 





PH'LIP KIND 


Mr. Kind was active in various business 
and civic organizations, and was a director 
and former officer of the Philadelphia Re. 
tail Jewelers Association, the Chestnut 
Street Association, the Philadelphia Trade 
Relations Council, the Philadelphia Mer- 
chants Association and the Better Busi- 
ness Bureau. He was a charter member 
and former president of the Rydal Country 
Club and a member of the Locust and 
Midday Clubs. 

Although his business interests kept him 
at the store every day, he found time for 
many philanthropic duties. He was an of- 











“BUY WHOLESALE” 


Name brand merchandise that is easy to sell, elec- 
trical appliances, radios, televisions, watches, jewelry, 
silverware, housewares. You don’t have to invest any 
money. Sell from our illustrated catalogs, that show 
the list price only. Large profits assured. Write 
today, don’t delay. 

SACKS MERCHANDISE MART 
1151-1153 (Dept. K), BROADWAY, N. Y. |, N. Y. 
Tel. MU. 9-5230-1 Cable Address Sacksirvin, N. Y. 














STERLING SILVER MIRACULOUS MEDAL 


¥%, inch high on 18 inch 1125F Sterling Silver, 
Spring Ring, rhodium finish neck chains, indi- 
vidually carded, $8.35 per dozen, PPD. Many 
other good values. Assorted samples on 30 day 
memo to rated firms. Circular price list on 
request. 
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472 Hendrix Street Brooklyn 7, New York 
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gcer of the former Jewish Foster Home, 
now called the Association for Jewish 
Children, & founder of Camp Linden, a 
charity camp near Collegeville, and was a 
director of the Philadelphia Voluntary 
Defenders Association. Mr. Kind was also 
, founder of the Jewelers Conference 
Group which has as its members leading 
iewelry stores in thirteen different cities. 
Surviving are his widow, the former 
Bessie Katzenberg, and two sons, Samuel 


and Philip, Jr. 


Joseph Perel, 65, Dies; 
Prominent Memphis Jeweier 


Joseph Perel, co-founder of the firm of 
Perel & Lowenstein, lezding jewelers of 
Memphis, Tenn., died February 2 at his 
home in that city. Mr. Perel suffered a 
stroke four years ago which left him par- 
tially paralyzed. He was 60. 

Perel & Lowenstein was founded by Mr. 
Perel and W. P. Lowenstein about 1910 
and since that time has grown into one 
of the larzest jewelry firms in the Mid- 
South. In addition to its main store in 
Memphis and another at Poplar Plaza, 
the firm also has large branches at Jack- 
con, Tenn.. Mayfield, Ky.. and Jonesboro, 
Ark. 

A native of Russia, Mr. Perel came to 
the United States as a boy, settling with 
his parents in Baltimore, Md. He moved 
to Memphis a short time before he and 
\[r. Lowenstein, who is still active in the 
business, founded Perel & Lowenstein’s, 
purchasing a small jewelry store already 
in operation. 

Besides his widow, Mr. Perel is sur- 
vived by his two sons, Philip and Russell, 








who are executives in the firm, a daughter, 
a brother and three sisters. 


Seth Thomas Announces New 
Organizational Changes 


Increasing sales volume has necessitated 
a reorganization of the Seth Thomas sales 
department, according to a recent an- 
nouncement by Harold E. Blackburn, gen- 
eral sales manager. 

Robert C. Carman, who up to now has 
served as merchandising manager of both 
clocks and watches, has been appointed 
sales manager of clocks. Alan A. Magary, 
watch sales supervisor, has been appointed 
sales manager of watches. 








ALAN A. ROBERT C. 
MAGARY CARMAN 


Appointed Sales 
Mgr. of Clocks 


Named Sales 
Mgr. of Watches 
“By dividing the responsibilities —be- 

tween Mr. Carman and Mr. Magary,” 
Mr. Blackburn stated, “we will be in a 
better position to coordinate sales and 
promotion activities on both cur major 
product lines.” 
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Executives and sales representatives of the Wyler Watch Agency are shown here at the 

firm's recent sales convention. Seated left to right are: Paul Wyler, Harry Braunsdorf, 

Walter McCready, Robert McCready, Frank Miles, Lou Ruskin, Edward C. Krozka, Paul 

Freiwald, Edward Freedman, Jack McCready, newly-appointed sales manager, Irwin Zlowe 

of the Zlowe advertising agency and Alfred Wyler. Standing left to right are: Robert Cort, 

Samuel Bitkower, Walter Feiden, Ernest Rosenthal, Harold Rapp, Robert Willens, Frank 
Teagarden and Murray Sprung, attorney for the Wyler firm. 


The sales staff of the Wyler Watch 
Agency was presented with a preview of 
the new 1953 line of watches at their 
annual convention held recently at New 
York’s Gramercy Park Hotel. Emphasis 
was placed on Wyler’s expanding adver- 
ising and promotion programs. Specific 
plans for graduation and other special 
merchandising events were unfolded by 
Paul and Alfred Wyler. 

Jack McCready, formerly a west coast 
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sales representative with the Wyler Watch 
Agency, has been named sales manager 
of the firm. He will make his headquarters 
in the New York office. 


For the past four years, Mr. McCready 
has been with Tom McCready & Sons, rep- 
resenting Wyler in northern California, 
Nevada and Utah. Previously, he had been 
sales manager with the Granberg Cor- 
poration of Oakland, Calif. 














The first time the right price 


FROM SCANDINAVIA 


HEAVY 6- PIECE STERLING 
DINNER SIZE 


Retail $33.75 


SEVERAL PATTERNS 


STERLING & SILVER PLATE 
COMPLETE IN RIGHT SIZES 


FOR AMERICAN USE 


STOCKED 
by these importers 


IN AMERICA 









NORWEGIAN SILVER CORPORATION 


55 West 42nd Street, Suite 735 
NEW YORK 18, N. Y. 










phos cone, 
TH. MARTHINSEN 


NORWAY 
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Horological 





THE 
SWISS 
INDUSTRIES 
FAIR 
BASEL 


April 11th to 21st, 1953 


is inviting the watch and jew- 
elry trade to visit its special 
Section, 
150 watch manufacturers and 
related industries are exhibit- 
ing the latest developments in 


the watch and jewelry field. 


Information on Fair: 


Consulate General of Switzerland 
444 Madison Ave., New York 22, NV. Y. 




















LITY Waterproof 


WN ASSORT 


SCREW DRIVERS 
PIN VISES. ETC. 


ACON WATCH CROWN CO. 
50 Eldridge St., New York 2, N. Y. 





Manufacturers of Gold Filled Crowns 
Sold through Wholesalers & Jobbers 














JEWELERS PRINTED SUPPLY HOUSE 


Jobbing Envelopes, Repair Checks—String Tags 
Scratch and Celluloid Tags — Wrap 
Papers—Stock Books, Memo—Order and Sales 


Books 
Complete Printed Supplies for the Trade 
Diamond Guarantees Cc 


DAUER PRINTING CO. 
37 E. 21st St., New York 10, N. Y. 














EATHER CLOCK CASES # 11J—Sheepskin case—Black, 
n 


rown, Blue, Red, Tan, Gre 


Tan, 


e 
#22) Genuine Morocco Leather 
case—Wine, Red, Black, Blue, 
Brown, 


n 
#35J—Genuine Ecrase Leath 
with gold tooled border. Brown, 


pee. K 
2%” and 2%” 
Waltham. Immediate Delivery. 
»ARISTO IMPORT CO., INC. 
630 Fifth Ave., New York 20 





Ea 








Importers of 


CHATONS — MARCASITES 
AND FANCY STONES 


K. GINSBURG, INC. 
New York City, N. Y. 
LOngacre 3-1176 

















| Pittsburgh News 


4 Patrons visiting Wolfe’s remodeled store 
at 6245 Frankstown Ave. were pleased 
with the attractive new showcases and shop 
decor, according to Saul Wolfe. The store 
has a brand new front topped by a two- 
story neon sign advertising “diamonds, 
watches, jewelry and silverware.” 

q Harry M. Lasday of the L. Schmidt 
Jewelry Co., Braddock, Pa., reports part 
of the duties of a newly-formed concession- 
naries and airlines group at the Greater 
Pittsburgh Airport is to get the auto shows, 
conventions and other group activities to 
use the administration building, hotel and 
display facilities. The spot is only 15 min- 
utes drive from downtown Pittsburgh and 
all roads lead to it and its movie, night 
club and jewelry store. 

q Robert W. Burger, watchmaker in the 
bank building on Federal St., being 
slightly away from sidewalk shopping, uti- 
lizes to good advantage his window on the 
bank balcony and community newspaper 
advertising to increase store traffic. 

4 L. L. Kenyon of Kenyon Bros., 746 Penn 
Ave., Wilkinsburg, Pa., believes very much 
in the parking setup in his area where 
people who park and purchase do not 
have to pay for parking, while people who 
park and do not purchase must pay their 












vwn parking tee. Either prospective cy, 

tomers or merchants thus pay for the up 

keep of the parking lots. 

q Joseph L. Roberts of John M. Rober. 

& Son Co., 429 Wood St., recommends lee. 

tures before women’s clubs as one metho; 
of acquiring the confidence of prospectiy, 
patrons, especially in the selling of gj). 
monds. 

q Edward Wolf of B. Harton at McKee, 
Rocks, Pa., favors using every advertisin, 
medium possible—newspaper, radio, direct 
mail—but not television. As yet, Wolf 
believes that while television is an effective 
advertising medium, its cost is prohibitive 
to neighborhood dealers. 

q Gordon L. Uhl, jeweler at 1410 Potomac 
Ave., Dormont, reports 75 per cent of his 
advertising is in community newspapers— 
and all of it is institutional. 

q Omer R. Noe, jeweler at 2810 Robingoy 
Blvd. in the Eastwood shopping district, 
has increased business considerably in one 
year by moving three blocks to where 
traffic is heavy. 

q Arnold Green, co-owner of the Greey 
Jewelry Co., 6233 Penn Ave., reports direct 
mail is an excellent source of revenue jf 
the jeweler has the persistence to use tha 
type of coverage street-by-street, and follow 
it consistently. 

q Alex Aubenque, owner of the A & K 
Watch Repair Shop, 402 Washinceton 
Road, Mt. Lebanon, Pa., has installed ; 





AISENSTEIN PROMOTION PLANS DISCUSSED AT CONFAB 


News of important innovations in fea- 
tured watches, styling and promotion of 
the Mido Multifort Superautomatic and 
other watches in the line, brought en- 
thusiastic response from the sales staff 
of Louis Aisenstein & Bros., Inc., at their 
recent sales convention in the Hotel 
Russell, New York. The company is sole 
distributor for Medana, Roamer and 
Heuer watches, as well as the Mido. 

Particular emphasis throughout the 
convention was placed on how the sales- 
men could help jewelers and their sales 
personnel do a more effective job of 
promoting the Mido Multifort Super- 
automatic Watch. 

A special session was conducted in 
which the various problems of retail 
jewelers were discussed and analyzed for 
the purpose of uncovering ideas which 





would help the retailers do a better job 
in the promotion of the brands carried 
by Louis Aisenstein & Bros., Inc. Each 
salesman was given a “capsule course” 
in retail presentation, including advertis- 
ing and display problems as well as retail 
sales training. 

Stanley Moser, vice president of Louis 
Aisenstein & Bros., Inc., announced that 
the Mido “Torture Tested” theme, first 
introduced in 1952, has proved so success- 
ful that it will continue to keynote the 
extensive Mido promotional campaign 
planned for spring of 1953. 

In addition to national advertising, 
plans were announced for an _ extensive 
trade schedule, displays, mat services, 
statement enclosures, radio, TV and mo- 
tion picture material. 





Extensive advertising and promotion plans were formulated by Louis Aisenstein & Bros. 
at their recent sales convention in New York. Here the firm's sales staff and executives pose 
for the cameraman at one session of the confab. 
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Charles D. Briddell, Inc., makers of 
Carvel Hall Cutlery, formally opened their 
60,000 square foot plant in Crisfield, Md., 
on January 30. This $750,000 plant is one 
of the most modern in the cutlery industry. 
Machinery has replaced almost every hand 
operation in the 50 steps necessary to make 
a steak knife from a pound of steel. Ac- 
cording to a company spokesman, 300 
employees can now produce 12,000 pieces 
per day. 

Over 3000 people went to Crisfield for 
opening day ceremonies to pay tribute to 


BRIDDELL OPENS NEW CARVEL HALL CUTLERY PLANT 














STERLON 
SILVER POLISH 


* RETARDS TARNISH * 
* CLEANS AND POLISHES 
IN ONE OPERATION * 
* NEEDS NO WASHING 
OR RINSING * 


The magic liquid 
polish that saves 
time, labor, and 
money for STORES 
and HOMES. 





the company. Governor McKeldin was on 
hand to present a citation from the people 
of Maryland to Charles D. Briddell, com- 
pany president, for outstanding enterprise 
and foresight in building this new plant 
from the ashes of total destruction from 
fire in 1951. 

Since 1948, Carvel Hall sales have 
reached a total of $20,700,000. With the 
increased facilities of the new plant and 
with the help of additional national adver- 
tising, the company expects 1953 sales to 


reach a new peak. Endorsed | America's leading silversmith to 
the trade. Recommended by leading stores for 
own silver on display, over the counter sales 

















new asphalt tile floor, installed new show- 
cases, and is contemplating a new store 


front. 

q Cark Meek, watchmaker at 813 War- 
rington Ave., uses this novel slogan in his 
newspaper advertising: “If Your Ticker 
Stops, C. Meek.” 


q Mrs. D. B. Stenger served temporarily 
as ofice manager for Century Jewelers in 
the Clark Building during the holidays. 
q Stanley Frank of S. H. De Roy & Co., 
jewelers at 330 Diamond St., is a member 
of the committee on arrangements of a 
permanent Downtown Merchants Associa- 
tion, newly-created at a meeting at the 
Hotel Sheraton, to “represent retail firms 
in matters affecting” the entire downtown 
business district. More than 200 mer- 
chants are members. The _association’s 
frst step will be to begin planning for a 
“Golden Triangle Festival” schedule for 
a week in mid-April when merchants will 
feature “special displays, decorations and 
offers of prizes.” 





Heads 
Costume 
Jewelry 
Division 

in Fund Drive 
GERALD 
ROSENBERGER 


President 
of Coro, Inc. 


Gerald Rosenberger, president of Coro, 
Inc., has accepted chairmanship of the 
Costume Jewelry Division of the 1953 
Joint Defense Appeal (JDA) campaign. 

The costume jewelry industry will help 


JDA raise New York’s share of the 
$5,000,000 necessary to finance the activi- 
ties of the American Jewish Committee 
and the Anti-Defamation League of B’nai 


Brith. 
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and as store gift. 


Firm Changes Mode of Operation | | Sarton, Retails at $50" Freight prepaid on 2 procs 


or more. 
16 oz. Economy Size Bottles $7.20 per doz. f.o.b. N. Y. 
Chas. Ascherman & Co., wholesale jew- i doz. to carton. Retails at $1.00. Freight Prepaid on 


; 1 gross or more. 
elers at 660 Hippodrome Annex, Cleve- 


land, Ohio, has changed its mode of y T & » L O N 


operation from a corporation to a part- 
CORPORATION 


nership. Operating the business as part- 
ners are Charles Ascherman and Robert 17 West 45 St. New York 36, N. Y. 


B. Kearns. 
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400-day clocks now have an ad- 
justable base, enabling your cus- 
tomer to adjust the clock in a 
level position on any desired 
place. They will also feature 
protection for the new suspen- 
sion spring together with an ex- 
tra complete suspension spring 
unit with the 3 attached parts. 


HECO reg. trade mark 


#2 EG 


400-day clock, 5%” x 7%” with 
= RR See f enamel dial with colored gar- 
os gS lands. Polished brass base & 
: é: pillars, 


Also available with 2 tone silver 
dial and embossed chrome fig- 
ures. Our number 2S. 


ASK FOR NEW CATALOG 
AND LATEST PRICE LIST 


Sole U.S.A. Agents for all 
Junghans Products 


Visit our Showrooms 


HENRY COEHLER CO., INC. 


101 FIFTH AVENUE, 
NEW YORK 3, N. Y. 


eae @ = =1524 MERCHANDISE MART 
Es CHICAGO, ILL. 
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QUESTION: 


If your present selection of Alice tail- 
ored earring styles are your biggest 
sellers (and you've proved that your- 
selves), wouldn't the COMPLETE line 
increase your volume that much more? 


Thru the wholesaler $100 
JEWELRY CO. 


g 8 Slocum St., Prov., R. 











14K. GOLD PINS 
PEARLS and RUBIES 


DAISY 32.00 BUG 18.00 

RABBIT 15.00 ROOSTER 9.00 

BUTTERFLY 36.00 FLAMINGO __ 15.00 
(Keystone) 


Also as Charms and Earrings Available in Sterling 


ASIATIC ART JEWELRY CO. 


225-Fifth Ave., N. Y., 10, N. Y. 
MU 5-5849 














aru WATCHMAKING 


REPAIRING - ENGRAVING 
Day or Evening 


PHILA. COLLEGE OF HOROLOGY 
1338-48 W. Somerset St.,° Phila. 
Write Dept. **K"* lil'd Catalog 


Baldwin 9-1376 Est. 1894 
Arthur T. Johnsen, Prineipal 














q Bill Wallace, Jr., current president of 
the Philadelphia Guild of the American 
Gem Society, slants his speeches on gem- 
stones to his consumer audiences by center- 
ing each talk about one kind of stone and 
allowing his audience to choose the stone 
they prefer to hear about. The diamond is, 
of course, the stone most frequently chosen. 
His busy March schedule calls for talks 
at the Upper Merion-Bridgeport Lions Club 
and the East Norton Mother’s Club. His 
talks attract customers to his father’s store 
at 126 Fayette St. in Conshocken, Pa. 

q Renovations on the new C. R. Smith & 
Son store at 7 S. 18th St., have made it 
compact, modern and glowing with the 
color of summer sun on sand. The eye-level 
window offers a more appropriate setting 
for showing jewelry items and the efficient 
store layout saves miles of steps taken to 
carry merchandise forward to each cus- 
tomer. 

q John Wesley Ray, formerly with Smith 
& West in the Broad Street Station Build- 
ing, is now with Hollywood Jewelers in 
their new location at 1536 Sansom St. 
This store was once located in the building 
Bailey, Banks & Biddle are now renovating 
for their own use. The newer and larger 
Hollywood store still makes good use of 
the quaint and priceless antique lady and 
gentleman figurines which once presided 
over the window at 16th St. They now sit 
comfortably in their own shadow box frame 
overlooking a wall display of miniature 
costume jewelry necklaces on miniature 
figures. 

q Al Gurwood, following a serious illness 
which, in turn, followed a long siege of 
illnesses in his immediate family and the 
passing of his mother, has declared volun- 
tary bankruptcy. As this was written, he 
was considering an offer to manage a 
jewelry store for a well-known firm but 
contemplated taking a two-week rest await- 
ing termination of bankruptcy proceedings 
in relation to his store at 817 E. Allegheny 
Ave. before making anv decision about 
future plans. 

q Elaborate and detailed plans have been 
formulated to assure the success of the 
annual conventon of the Pennsylvania 
Retail Jewelers Association which will take 
place on April 19 and 20 at the Berkshire 
Hotel in Reading. Distinguished speakers 
scheduled to address the group include: 
J. Howard Blake, U. S. Department of 
Commerce; Lowell Halligan, Hamilton 
Watch Co.; Charles Vi. Isaac, executive 
vice president, American National Retail 
Jewelers Association, and John Q. DuPont, 
Public Relations Department, DuPont Co. 
An afternoon forum is planned at which 
the chairmen listed below will answer ques- 
tions from the floor on the following sub- 
jects: Lowell Halligan—“Fair Trade and 
Direct Distribution to the Retailer”; A. 
Lester Sauter, a director of the Pennsyl- 
vania RJA—“‘The Operation of a Gift 
Department in the Jewelry Store”: F. 


* PHILADELPHIA 


















Clarke Bechtel, Joseph B. Bechtel & Co 
“Relations of Wholesaler and Retailer,” 
and Edwin S. Malmed, legal counse] {gy 
the RJA of Philadelphia and Easter, 
Pennsylvania—“The Legal Side of the 
Jewelry Industry.” Oscar Kind will serye 
as moderator. 

q At the January 27 meeting of the Retaj 
Jewelers Association of Philadelphia and 
Eastern Pennsylvania, held at the Drake 
Hotel, the following officers were elected 
to serve during 1953: President, Myer B. 
Barr; First Vice President, Francis Hag. 
gerty; Second Vice President, Lewis 
DeWolf; Secretary, George A. Lyons, and 
Treasurer, Samuel Kind, Jr. 

q Charles K. Harris of Harris and More. 
land, 13th and Walnut Sts., is in the store 
where he has conducted his work regularly 
for the past 28 years despite painful effects 
of a midnight fall down the cellar steps 
of his home. 

¢ Mr. and Mrs. Herman Barr and Mr. and 
Mrs. Myer Barr returned February 18 from 
a three-week vacation in Florida. 

q The following jewelers are serving in 
important positions in the current fund 
drive of the Allied Jewish Appeal: Myer B. 
Barr. associate chairman of the Trade 
Council; Philip Kind, Jr.. vice chairman 
of the trade council: Ralph Huberman 
and Samuel Z. Korff, both co-chairmen of 
the Jewelers Division of the Trade Council. 
q The Barr’s store which was located at 
28 S. 69th St., until the building was 
relinquished to new owners who plan to 
tear it down to make place for a_ large 
department store, is temporarily located 
at 59 S. 69th St., awaiting completion o! 
renovations in a new and more spacious 
location in the neighborhood. 

q Smith & West. in the Suburban Station 
Building, have been trying a new counter 
display technique. The most prominent 
counter showcase, nearest the door, is filled 
with one type of item at a time such as 
heraldic jewelry. The mass display of 4 
single type of jewel attracts attention and 
suggests the wide variety of stock available 
in all lines. 

4 Since the first of this year, H. O. Hurl: 
burt & Sons, 817 Chestnut St., have added 
a large number of new lines to their 
diversified stock. 

4 Edward Sickles. well-known member of 
the former M. Sickles & Sons, Inc., is now 
representing Elgin in Maryland and sur 
rounding territory along the eastern sea 
coast. 

q Brandt & Korsen, makers of “Marcasite 
Classics.” are enlarging their shops and 
offices in the Washington Square Building. 
4 Dick Ruth left the Englewood store of 
Lee Jewelers in Denver. Colo., to journey 
to Philadelphia and live nearer some of his 
relatives. This watchmaker has become 4 
member of the Smith & West store in the 
Broad Street Suburban Station Building. 
Soon he and Mrs. Ruth will settle in 4 
lovely, newly-acquired home. 
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Boston Jewelers Have Gala Evening at 65th Banquet 
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Albert S. Munnis, president of the Boston Jewelers Club, receives his banquet souvenir from 

Mrs. Eleanor Sheehan, while other members of the Gift Committee—John Kennard (left), 

Mrs. Dorothy Mullins and Ellsworth Read (right)—look on. In front, on left, Maj.-Gen. 

Roderick R. Allen examines the 6 x 15 Sports Model Prismatic Binoculars given as souvenirs. 

On the right, Rear-Admiral John L. McCrea looks forward expectantly to receiving his 
pair of binoculars. 


Nearly 1000 members and guests at- 
tended the 65th annual banquet of the 
Boston Jewelers Club at the Hotel Statler 
on February 7. 

Following the usual sumptuous dinner, 
seven superb night-club entertainment 
acts were presented under the direction 
of James T. Kennedy, with Karle Rohde 
and His Orchestra. Souvenirs, which were 
appreciated by all recipients, were 6 x 15 
Sports Model Prismatic Binoculars. Guests 
immediately put these to use in watching 
the floor show, and were amazed at the 
power of the pocket-sized models. 


Many receptions for visiting jewelers 
were held throughout the hotel. 


Guest and members at the head table 
included: Maj. Gen. Roderick R. Allen, 
Commanding General, Fort Devens and 
the Boston Army Base; Rear-Admiral 
John L. McCrea, Commandant, First 
Naval District; Capt. J. A. Callaghan, 
Chief of Staff and Aide to the Com- 
mandant; Capt. Lloyd P. Burton, Aide 
to the General; Lieut. John F. Crehan, 
Aide to the Commandant; Lieut. Frank 
E. Kelley, Aide to the General; The 
Rev. John Nicol Mark, First Congrega- 
tional Parish, Arlington, Mass.; Leo F. 
Henebry, president, American National 
Retail Jewelers Association; Fred A. 
Bullock, president, The Jewelers Board 
of Trade; Albert S. Munnis, president, 
Boston Jewelers Club; Emil E. Fachon, 
president, New England Manufacturing 
Jewelers’ and Silversmiths’ Association, 
Inc.; Harvey Brown, president, Canadian 
Jewellers Association; Charles D. Ellbo- 
gen, president, Chicago Jewelers Associa- 
tion; Kenneth G. Mappin, Chairman of 
International Committee, American Gem 
Society; C. Edward Cotter, president, 
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Caught by the cameraman while chatting 
informally were, left to right: Emil E. 
Fachon, president, New England Manufac- 
turing Jewelers & Silversmiths Association; 
Albert S. Munnis, president, Boston Jewelers 
Club, and Kenneth G. Mappin, chairman 
of international committee, American Gem 
Society. 


Massachusetts & Rhode Island Retail 
Jewelers Association; David C. Percival, 
Jr., president, The Diamond Peacock 
Club; Robert Schwinn, president, Boston 
Jewelers Bowling League; P. M. Fahren- 
dorf, president, THE JEWELERS’ CIRCULAR- 
KEYSTONE; and George Engelhard, editor 
and publisher, National Jeweler. 








Sheaffer Awards $4000 
In Snorkel Pen Contest 


Prizes totalling $4000 were awarded to 
24 Sheaffer Pen Co. sales representatives 
who lead their districts in the pen com- 
pany’s Snorkel pen sales contest. 

Six prizes ranging from $500 for first 
prize to $50 for sixth prize were awarded 
to Sheaffer Pen Co. salesmen in each of 
the four sales districts throughout the 
country. The contest was based on a 
point system. 
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REPAIR 


Our repair department is organized 
to give you prompt service—to help 
you build customer good will. 

It is completely equipped with the 
same factory personnel and methods 
used in producing the well known 
line of “fine finish” GRAN emblem 
and other jewelry. 

We take great pride in repairing 
and refinishing work to bring it back 
to look like new. 


We are especially equipped to: 
¢ replace worn shanks 
e re-engrave emblems 
¢ re-enamel emblems 
e replace stones 
¢ replace worn or lost emblems 


and any other repair work you may re- 
quire. Estimates furnished if desired. 


GRAN and COMPANY, INC. 


Creators and Manufacturers of Fine Jewelry 


546 So. Meridian St. * Indianapolis 25, Ind. 

















SOME INTERESTING CHARMS 


From Our Large Assortment 





Se: 
PS 


BY CHARM CRAFT CORP. 
FINEST QUALITY FINISH 
Subjects Shown Approx. '/2 Size 


From 3.00 Keystone in I4K. Also made in 
Sterling Rhodium finished and 1/20th 12K. 
Gold-Filled. Catalogue sent on Request. 


CHARM CRAFT CORP. 


Mfr’s of 14K, Gold-Filled & Sterling Silver 
Charms, Bracelets, Earrings, Tie Slides, Cuff Links 








|__- 198 Broadway New York 9, N. Y. 
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~ HERBERT W. 
STRANGER CO. 


387 WASHINGTON ST., BOSTON 
* 
We Specialize In 


WATCH BANDS 
Sp cide GEMEX 
KESTENMADE Forster 


4" to 6" Lengths in Stock 
* 
RONSON AND ZIPPO LIGHTERS 


VAN DELL, HAYWARD, SIMMONS 
STURDY JEWELRY ° ELCO IDENTS 
HYDE PARK WATCHES 


SEMCA-PHINNEY WALKER CLOCKS 
CATAMORE, HAYWARD ROSARIES 
MARVELLA PEARLS 
BDA RINGS 
REMINGTON SHAVERS © ROLLS RAZORS 
U. S. TIME PRODUCTS 
SNOW WHITE — CINDERELLA 
HOPALONG CASSIDY WATCHES 


A Satisfied Customer Is Our Best Ad. 
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HARRIS 


THE KING OF CARDS & DISPLAYS 





Fashion's Latest 
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q As this issue went to press, plans had 
been completed for the golden anniversary 
banquet of the New England Manufactur- 
ing Jewelers’ & Silversmiths’ Association, 
which, instead of taking place as cus- 
tomary in Providence, R. I., was held this 
year in the Hotel Statler, Boston, on Feb- 
ruary 21. A large attendance was assured, 
and a fine entertainment program, plus 
the distribution. of a fine souvenir was 
contemplated. 

q An unusual note was added to the 65th 
annual banquet of the Boston Jewelers 
Club at the Hotel Statler on February 7, 
when George Schuetz, of Larter & Sons, 
Newark, N. J., assisted by Arnold Schiff- 
man, of Greensboro, N. C., took up a 
collection for Netherlands relief at their 
table, raising $100 for the fund. 

q Plans have now been completed for the 
annual dinner-dance of the Diamond Pea- 


cock Club, which will be held at the 
Hotel Somerset, Boston, on Saturday, 
April 25. 


q With the bowling season now two-thirds 
over, the team of A. Stowell & Co., Bos- 
ton, stood 14 points ahead of the Mahar 
& Engstrom team, their next nearest com- 
petitor and champs for the last three 
seasons. Barring any terrific mishaps, it 
looks like Stowell’s will come out on top 
this year. 

q It was erroneously reported to the New 
England correspondent of THE JEWELERS’ 
CIRCULAR-KEYSTONE last month that Roger 
Dumont, jeweler of Brockton, Mass., had 
sold his store and moved to Florida. Mr. 
Dumont did go to Florida to look over 
property there, but decided against mak- 
ing any change, and is still in business 
in Brockton at 13 High St. 

q The party held on January 30 for Eu- 
gene Sanger, of Sanger & Co., 509 Wash- 
ington Building, in the Hotel Touraine, 
on the occasion of his 88th birthday, and 
reported briefly last month, turned into 
quite a surprise for Mr. Sanger. Not only 
did he receive a gold trophy cup as a five- 
star cribbage champion, but he received 
a package of his favorite tobacco. After 
opening this, he received another, and 
another and still another, until he thought 
he had about 25. Actually, a “chain gang” 
did a job on him, passing the packages 
around his back—although he finally set- 
tled for six packages—and eight candles 
on his birthday cake. 

q Louis LeMay, of LeMay Brothers, jewel- 
ers of Manchester, N. H., has closed out 
his restaurant business. Mrs. LeMay and 
daughter “Ginger” spent the month of 
February in Florida. 

q Arthur A. Kelley, treasurer of Norling 
& Bloom, 8th floor, Washington Building, 
and Mrs. Kelley, went to St. Petersburg, 
Fla., for a winter vacation trip. 

q Richard Penney, jeweler of Norwood 
St., Everett, has moved to 421 Broadway 
in new and larger quarters, and held a 
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formal opening on February 14, His son, 

who has served his time with the para- 

troopers, is now back at the store. 

q Mr. and Mrs. Harold Barry of Barry 

& Epstein, 400-401 Washington Bldg., 

spent the month of February in Miami 
and Daytona, Fla., and a week at Nassau, 
While in Daytona they visited with Birdie 
Tebbetts, ball player. 

q Two new faces in the J. and §, §. 
DeYoung Co., 517 Jewelers Building— 
Miss Constance Hutchins, secretary, and 
Miss Barbara Levitt, bookkeeper. 

q The New England Guild of the Ameri- 
can Gem Society held a laboratory ses. 
sion at the Museum of Science, Science 
Park, Boston, on February 11. Students 
brought stones for identification, along 
with some of their own instruments go 
that all had an opportunity to test stones, 
with instructors on hand to assist them. 
q In line with the winter sports activities 
of Clarence Lund, of Lund Jewelers, Claren.- 
don St., Back Bay, Boston, the store in- 
stalled a ski window during the winter 
months, with a miniature ski pole, size-2 
ski boots, cap, goggles, and wax calling 
appropriate attention to the display of 
waterproof watches. A_ beautiful winter 
scene of Waterville Valley, N. H., where 
Clarence Lund cooperates in a new ski-lift 
operation, formed a fine background for the 
unusual display. 

q Frederick Myers has taken charge of the 
repair department of Kennard & Company’s 
jewelry store in the Ritz Carlton, Boston. 
Alfred Nelson, formerly in charge of re- 
pairs, is now in charge of the store’s ship- 
ping department, replacing Tom Hodgdon, 
who has retired. 

q Lieut. Robert J. Lesperance, son of 
Adrien H. Lesperance, president of Bige- 
low-Kennard Co., was married in Orlando, 
Fla., on January 3, and will make his home 
with his bride in Williamsburg, Va. Mr. 
and Mrs. Lesperance attended the wed- 
ding. 

q Richard Cote is a new salesman in the 
jewelry department of Shreve, Crump & 
Low Co., Boston. Richard and William 
Shreve, Jack Reed, and Robert Stanley all 
attended the 24-Karat Club dinner in New 
York. 

q Mr. and Mrs. Michael Mahar, of Mahar 
& Engstrom Co., 405—412 Jewelers Bldg., 
left for a month’s vacation in Sarasota, 
Fla., immediately after the Boston Jewelers 
Club banquet. 

q Mr. and Mrs. Samuel Saroff, jewelers of 
Cambridge, Mass., have just returned from 
a Miami Beach, Fla.. vacation, well-tanned. 
q Robert “Bob” Johnson of Parker Pen 
Co., has just established a group, known 


as the Boston Jewelers Chess Club, which 
will meet regularly at the New Boston 


Club, Beacon St., Boston. Miss Sophia 
Nudnick, of Warren’s Jewelers, Lawrence, 
Mass., has been named recording secretary, 
and anyone in the jewelry trade interested 
in playing chess should get in touch with 
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Bob Johnson, who at one time was New 
England intercollegiate chess champion. 

4 Shortly after moving across the street to 
their new location on Main St., Plymouth, 
Mass., Loring Brothers, jewelers, placed a 
unique announcement In their show win- 
dow—a reprint from the Old Colony Me- 
morial, dated September 1, 1894, and read- 
ing as follows: “Announcement—To the 
people of Plymouth and vicinity—Having 
taken possession of and refitted the room 
formerly occupied by Jeweller Atwood, we 
wish to announce that we are prepared to 
do all kinds of watch, clock, and jewelry 
repairing in the most approved manner. We 
respectfully call attention to our well- 
selected stock of fresh goods. Call and 
examine and get the correct time. B. D. 
Loring, watchmaker and jeweler.” Ber- 
nard D. Loring, son of the founder, has 
heen vacationing in St. Petersburg, Fla. 


q Mrs. Anne Allman, co-partner of Quincy 
Jewelry Co., recently won a trip for two to 
Miami Beach on a New York quiz show, by 
answering correctly the question: “Who 
was Secretary of State when Alaska was 
purchased from Russia?” Her answer, 
“Seward,” won the trip for her, and, since 
George Allman is a winter sports enthusi- 
ast, Mrs. Allman went with her sister-in- 
law, Abbie Allman, of the Malden Loan 
Co., Malden, Mass. 

q Mrs. Walter E. Billings, of Billings, Inc., 
jewelers, Andover, Mass., splintered a bone 
in her leg when she fell on the stairs in 
the Jewelers Building early this year, and 
was laid up nearly two months. 

q Rudolph MHopfgarten, of Hopfgarten 
Brothers, 707 Washington Bldg., is re- 
cuperating at his home following two major 
operations at the Faulkner Hospital, Ja- 
maica Plain, Mass. 

4 Mr. and Mrs. Stanley A. Szwed, of 
Swede’s Jewelry, Windsor Locks, Conn., 
are back from a southern vacation. 


q Louis Ratzkoff, of the Diamond Center, 
Province Bldg., entered the Massachusetts 
General Hospital on February 10 for a 
checkup. Philip H. Ratzkoff, of Room 512 
Province Bldg., has added the Sandoz 


watch line. 


q Miss Gertrude A. Norton, for many 
years buyer of costume jewelry for Smith- 
Pattersgn Co., retired on February 3, and 
will spend part of her time at her estate 
in New Hampshire, and part at her home 
in Medford, Mass. She was tendered a 
luncheon at Hampshire House by the em- 
ployees, where she received a check from 
the firm, presented by Joseph Fahey, pres- 
ident, and a wrist watch from the workers, 
presented by Donald Reaves, vice-presi- 
dent. 


q Harold Weston, former manager of the 
Kay Jewelry Store, Waltham, and Mrs. 
Weston, flew to California in February for 
a vacation. 


q Miss Katherine A. Murphy, of the Kath- 
erine A. Murphy Co., 509-11 Jewelers Bldg., 
slipped on the ice January 16, breaking 
her shoulder. She convalesced at her home 
in West Medford, and was able to attend 
a special party and dinner which she 
staged for several jewelers’ wives at the 
time of the Boston Jewelers Club banquet. 
During her absence from her quarters, a 
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considerable job of remodeling and re- 
decorating was carried on. 

q Mr. and Mrs. A. Blumberg of the A. 
Blumberg Co., Room 645, Province Build- 
ing, wrote from Miami Beach during Janu- 
ary and reported that they were enjoying 
a one-month stay at that popular winter 
resort. On their return trip home, they 
were scheduled to visit New York City 
and also New Haven where their son, Fred, 
is attending Yale graduate school. 

q Myron Beylick, jeweler of 903 Jewelers 
Building, slipped on the ice in Belmont, 
Mass., on February 5 wrenching his back, 
and necessitating his absence from work 
for several days. 

q Miss Jane Barber, associated with her 
brother Philip Barber, 712 Washington 
Bldg., has been stringing pearls one-handed, 
since slipping on the ice in January and 
breaking her right arm. 

q George A. Kelley, with the Boston Post 
Office Department for 15 years, is now in 
charge of the shipping department of Hub 
Material Co., 408-11 Washington Blde. 

q Mr. and Mrs. Albert Hudon, jewelers of 
Berlin, N. H., spent several days in Bos- 
ion and vicinity in February. 

q Mathew “Matty” Brown, treasurer of 
Scott Jewelry Co., Lowell, Mass.. received 
a fine gift from fellow members of the 
“30 Club,” a group of 30 members of the 
jewelry industry, at a recent meeting at 
the New Boston Club in Boston, Mass. 

q Theophilus Ingham, jeweler of Green- 
field, Mass., moved recently from his old 
quarters to new and larger accommodations 
on the same street. 

q Frank Greene, jeweler of 610 Jewelers 
Building, missed his first Boston Jewelers 
Club banquet in years, being out ill for 
several days. 

q Joseph Mahoney, salesman in the New 
England territory for the M. S. Page Co.. 
908 Jewelers Building, set off for Florida 
in January with Mrs. Mahoney for an in- 
definite stay. 

q John Harding Baker, formerly New En- 
sland representative of Jacobson Brothers 
Diamond Corp., New York City, is spend- 
ing the winter in Orlando, Fla. 

q Capt. Herbert A. Guiness was discharged 
from the U. S. Air Force on February 28, 
and will rejoin the Louis F. Guiness, Inc.. 
firm, 711 Jewelers Building, after a brief 
vacation. Mr. and Mrs. Louis F. Guiness 
spent the month of February in Miami 
Beach, Fla. Edwin Guiness has returned 
from there, reporting the catching of a 
7'4” sail fish. 

q Mr. and Mrs. E. J. “Jockey” Johnston, 
of Caribou, Maine, spent the month of Feb- 
ruary golfing in Florida—with New En- 
sland salesmen threatening to take Mrs. 
Johnston’s clubs away unless her game 
improves. 

q Both Allen and Forrest Davidson, of 
Thomas Long Co., left for a month’s golf- 
ing in Sarasota, Fla., immediately after 
the Boston Jewelers Club banquet. George 
Moses, of the firm, is spending his winter 
at Palm Beach. Nate Davies, of the ship- 
ping room, is back from Germany. Two 
new brides are Barbara Dunn, now Mrs. 
McLaughlin, and Jean Andrews, now Mrs. 
Weiberg. The latter has left the store to 
live in Worcester, Mass. 
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References: Whitney National Bank, Morgan 
Branch, New Orleans, La.; National Jewelers 
Board of Trade; Dun and Bradstreet. 


ANTIN'S 
114 BARONNE STREET, NEW ORLEANS 12, LA. 





Established 1916 














ALBERT S. SMYTH CO. 


WHOLESALE 


DIAMONDS-WATCHES 
e JEWELRY ® 


5 HOPKINS PLACE, BALTIMORE, MD. 

















Florida's largest watch material house 
Serving the Nation by mail. 
Prompt mail service 
Write for Price List C 


DEAN COMPANY 
742 N. Atlantic Ave., Daytona Beach, Fla. 





WATCH MATERIALS 














204 





q One-hundred years ago this spring, Soren 
Kolstad came to this country from Oslo, 
Norway, and founded a jewelry firm in 
Palestine, Texas. His grandsons, Luckett 
and Drew Kolstad, are now co-owners of 
the firm, known as P. A. Kolstad, Jewelers. 
Previous owner of the firm was P. A. 
Kolstad, one of Soren’s sons. When estab- 
lished the firm was one of the first such 
west of the Mississippi River. The founder, 
an artisan in precious metals, went to 
Palestine with a colony of immigrants and 
established the jewelry business in the 
spring of 1853 when Palestine was a 
village. 

q Harry Vandegriff, prominent jeweler of 
Fort Walton, Fla., has been elected presi- 
dent of the newly-organized Fort Walton 
Retail Merchants Association. 





Baltimore-Washington News 


q Sigmund Katz, founder and chairman of 
the board of S. & N. Katz, Inc., Baltimore 
jewelry chain, was honored by employees 
and associates on the occasion of his 75th 
birthday on January 31. A _ parchment 
scroll signed by all employees was pre- 
sented to Mr. Katz. A cash contribution 
in his honor was made to John Hopkins 
Hospital cancer research program. He was 
also presented with a letter from Union 
Memorial Hospital acknowledging the gift 
of operating room lighting equipment in 
his name from employees and associates. 
q Jim Levi of Leon Levi, Inc., jewelers at 
316 W. Lexington St., Baltimore, vaca- 
tioned in South America recently with 
friends. 

q Jacob M. Paul, jeweler at 3310 Eastern 
Ave., and Max Richmond, of 101 N. Liberty 
St., were among the many Baltimore jewel- 
ers who vacationed recently in Florida. 

q Melvin J. Harris, formerly of J. Engel 
& Co., is now representing Gruen Watch 
Co. in Alabama, Mississippi and Louisiana. 
He will reside with his family in New 
Orleans. 

q The L. E. Kaiser Klock Co., 321 N. 
Charles St., Baltimore, celebrated its 104th 
anniversary in February. The firm makes 
a specialty of selling and servicing high 
grade domestic and imported clocks. 

q Jack Fetting, president of the Baltimore 
Jewelers Association, announced recently 
that final plans have been completed for 
the organization’s 25th annual dinner-dance 
which will be held at the Sheraton- 
Belvedere Hotel on Wednesday evening, 
March 18. Mrs. Elizabeth Justis and 
Robert W. Culp, co-chairmen of the com- 
mittee handling the affair, have arranged 
a full and entertaining evening. Sid 
Cowan’s orchestra will supply the music 
and a number of door prizes will be dis- 
tributed to the guests holding the lucky 
tickets. 

q The Engel-Pack Co. recently announced 
the appointment of two sales representa- 
tives. Irvin Hammen is covering Baltimore 
and other nearby vicinities while George 
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Schafer is handling Virginia and surround. 
ing territory. 

q Raymond B. Kibler of Kibler’s Jewelers, 
3222 Greenmount Ave., Baltimore, cele. 
brated his store’s 40th anniversary gp 
February 1. The establishment has hee, 
in its present location for 33 years, 

q Henry Brown, formerly associated with 
J. Engel & Co., is now covering the Balt. 
more area for the U. S. Jewelry Co, 

q Bernard A. Rosen has opened his own 
jewelry store under the trade name of 
The Bernell Co. at 1025 Light St., Balti. 
more. The store is equipped with new 
showcases and wall displays and will spe. 
cialize in diamonds, jewelry, cameras, lug. 
gage and silverware. Mr. Rosen was 
formerly connected with Berman’s Loan 
Office where he was manager for 10 years, 
q Teams representing the Greenan Watch 
Supply Co. and Arthur Markel, Inc., are 
tied for the lead in the Washington (D. C.,) 
Jewelers Bowling League. College Park 
Watch Shop is in third place, just one 
game behind. 

q Among Washingtonians visiting Florida 
recently were Gene Sobel of the Blustein 
Co., Inc., and Stan Levine of Scott Jewel- 
ers, Inc. 

q The nominating committee of the Greater 
Washington Retail Jewelers Association 
submitted the following slate of officers 
for the coming year: President, Mel Foer, 
Melart Jewelers; Vice President, Dave 
Mann, Pentagon Jewelers; Secretary, 
Donald Wolpe, Julius H. Wolpe & Co. 
College Park, Md., and Treasurer, David 
Tulkin, Fischer-Tulkin Co. 

q Hauss Jewelers, formerly of 912 G St, 
N.W., Washington, has moved to new and 
larger quarters. The new store, allowing 
for better display of merchandise, is located 
at 504 10th St., N.W. 





New Orleans Watchmakers 
Solicit March O° Dimes Funds 


Funds for the annual March O’ Dimes 
campaign, sponsored by the National Foun- 
dation for Infantile Paralysis, were solic- 
ited along Canal Street in New Orleans 
by the New Orleans Watchmaker Guild, 
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the Metairie Watchmaker Guild and its 
Ladies’ Auxiliary, and members of the 
local material houses. 

The response of watchmakers of greater 
New Orleans was so encouraging that the 
two guilds will participate each year in 
the March O’ Dimes drive. — 

Edward Volk and Marco Lukinovich 
were the respective drive chairmen for the 


New Orleans Guild and the Metairie Guild. 





Tri-State Jewelers Association 
Sets Dates for 39th Confab 


The Maryland-Delaware-District of Co- 
lumbia Jewelers Association has set Sun- 
day and Monday, May 3 and 4, for its 39th 
annual convention, according to William 
M. Wright, president of the organization. 
Site of the meeting will again be the 
Shoreham Hotel, Washington, D. C. 

It is expected that some 600 jewelers 
from all branches of the industry will at- 
tend and participate in the diversified 
program of business and entertainment. 

Abe C. Mayer, a charter member of the 
association, has been named as general 
chairman and banquet chairman for the 
affair by the organization’s board of di- 
rectors. The following were also named as 
committee chairmen: Program — Eugene 





and Harold Sobel; Registration — Horace 
Pack; Entertainment—Ben Blanken; Re- 
ception and Speakers—Bernard Burnstine; 
Finance—Frank Geraci; Publicity—Melvin 
Foer, and Ladies Reception— Mrs. L. 
Friedlander. 





Louisiana Horological Assn. 
Completes Convention Plans 


The Louisiana Horological Asseciation 
has completed plans for its 1953 conven- 
tion. This year it will be held May 9 to 
11 at the Heidelberg Hotel in Baton 
Rouge, the capital city of Louisiana. Ac- 
cording to association officers—J. P. Rou- 
main, president; Marco Lukinovich, vice 
president, and Clifford Brandt, secretary- 
treasurer—an excellent educational and 
informative program is in the ofling. 

Social highlights planned for the con- 
vention include a party on one evening 
and a banquet and dance on the closing 
night. 





Trust Company Names Shennan 


J. G. Shennan, president of Elgin Na- 
tional Watch Co., has been elected a mem- 
ber of the board of directors of Northern 
Trust Co. of Chicago, succeeding Edward 
L. Ryerson, board chairman of Inland 
Steel Co., who resigned. 
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Window displays, merchandising and general advertising plans for 1953 were presented at 
the 103rd spring sales conference of J. R. Wood & Sons, Inc., in New York. Company ex- 
ecutives and sales representatives are shown here at one session of the conference. 


W. Waters Schwab, president of J. R. 
Wood & Sons, Inc., announced that the 
company will sponsor a nation-wide Sun- 
day afternoon coast-to-coast radio program 
featuring singer Lanny Ross, over 554 
Mutual Broadcasting System stations. This 
statement highlighted the firm’s 103rd 
spring sales conference which was held on 
January 20-22 at the Hotel St. Moritz, 
New York. 

Following the presentation of a specially 
recorded J. R. Wood program featuring 
Ross, the singer briefly addressed the con- 
ference. Ross will be on from 1:15 to 1:30 
o'clock, Eastern Standard Time, commenc- 
ing March 1. 

The network program, which will run 
into May, is the first nation-wide radio 
show to be sponsored by a ring manu- 
facturer, Mr. Schwab said. Ross’ main 
aim will be at an audience of youth 
though many of his selections should ap- 
peal to both young and old. 

Comprehensive plans were also outlined 
for effective tie-in by Artcarved jewelers 
in 2500 communities. Artcarved literature 
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will be made available to the listening 
public through Artearved jewelers and 


also by J. R. Wood & Sons, Inc., head- 
quarters office. 





= 
Retiring from J. R. Wood & Sons after 31 
years of service, Warren G. Buckmaster 
(right), midwest sales representative, re- 
ceives tribute from President W. Waters 
Schwab. Sales representatives and execu- 
tives of the firm presented Buckmaster with 
gifts including golfing equipment which 
Buckmaster says he will put to good use 

in Florida this winter. 
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SWARTZ & CO. 


Established 1917 
10 South Wabash Avenue Chicago 3, Illinels 
This is Our Only Location 























SEE 


for yourself. It's guaranteed to con- 
tain a stem coverage of over 450 
watch models. And what a beauti- 
ful cabinet! All for just $6.75"' 
"What are we talking about?" 
"Why the NEWALL SWISS ASS'T. 
No. 625." 


THE NEWALL MFG. CO. 





CHICAGO 2 
ILLINOIS 

















WATCH DIALS 
REFINISHED 


4 DAYS SERVICE 


Complete Line Watch Cases and Dials 


MICHIGAN DIAL 
REFINISHING COMPANY 


603 Metropolitan Bidg., Detroit 26, Mich. 




















The only timing machine that 
dares say compare 


LET US PROVE! 
THE SUPERIORITY OF THE 
PAULSON 


TIME-O-GRAF 











MAIL THIS COUPON TODAY 


HENRY PAULSON and COMPANY 
131 So. WABASH AVE. ~- CHICAGO 3, ILL. 


Please send me full information covering the Jewelers 
Biggest Business Builder. the Paulson Time-O-Graf 


MAME 





ADDRESS 
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q More than 300 members, their wives, 
and guests attended the annual Golden 
Roosters Dinner-Dance and _ Valentine 
Party held on February 14 in the Gold 
Room of the Congress Hotel. An excel- 
lent dinner was followed by a fine pro- 
eram of professional entertainment and 
dancing. Each lady attending was pre- 
sented with a beautiful gold-mesh evening 
bag as a souvenir of the evening. In addi- 
tion a number of copper-lined plastic 
plaques in the form of a rooster, which 
could serve both as wall decorations and 
jello molds, were awarded as table prizes. 
q R. Dix Edwards of Edwards & Co., 
Kansas City, Mo., is back on the job after 
a six-week loafing spree in Fort Lauder- 
dale, Fla. 

q Members of the jewelry industry who 
are located in the Heyworth Building will 
be gratified to hear of a new service that 
has been inaugurated in that building. 
Charlotte Vollmer has opened offices in 
Room 1612 to provide efficient secretarial 
service, telephone answering, office space 
and desk rentals to the tenants. 

q Major and Mrs. John T. Montgomery 
(M. A. Mead & Co.) have returned from 
a very enjoyable vacation, having spent 
a week in the Virgin Islands and a month 
in Phoenix, Ariz. 

q As usual, Florida was the favorite va- 
cationing spot for members of the indus- 
try to recuperate after the strenuous 
Christmas buying season. Among the 
many who made the trek southward were 
Mr. & Mrs. Harry Pakula (Pakula & 
Co.) who have regretfully returned after 
a very pleasant month in Miami. 

q Richard Long. of the sales-service de- 
partment of Handy & Harman, Inc., has 
fully recovered from the heart attack he 
suffered in December and is now back on 
the job. 

q James Flack, a newcomer in the jewelry 
field, has been appointed Ohio representa- 
tive by Pakula & Co. 

q F. H. Noble & Co. had a number of 
their staff laid up with the flu and other 
various ailments during the past few 
months. However, all are recovered and 
hack at work. Among those sick was Jack 
Manning. who covers the midwest and 
Canada for the firm, who was on the sick 
list for two weeks. Jack is now on his 
feet again and covering his territory. 

q We are sorry to report that Irving Jen- 
sen (Jacoby-Bender, Inc.) has suffered a 
relapse and was moved from the convales- 
cent home to St. Lukes Hospital. Irv. as 
we reported several months ago, was struck 
by a bus and had been in a critical condi- 
tion for some time. He showed some im- 
provement for a while but recently took a 
turn for the worse and is hack on the 
critical list again. He ‘has managed _ to 
hold his own physically but has lost con- 
sciousness at times. All his many friends 
are hoping that Irv will make a complete 
recovery in time. 
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q Verne Schlexer is now acting as repre. 
sentative for the James H. Napier Co, He 
covers the smaller cities east of Chicago, 
in Indiana, Michigan and Ohio. 

q Early in January Robert Young, 71, g 
diamond broker, passed away in Gulfport, 
Fla., where he was on vacation. Mr. Young 
was associated with the Illinois Diamond 
& Jewelry Syndicate, 5 S. Wabash Ave. 
He is survived by his widow, a son and q 
daughter. 

q Mr. & Mrs. Frank Bershad (Gaines & 
Gaines, Inc.) have returned from a three 
week motor trip to Florida. 

q Mr. & Mrs. Fred M. Gottlieb, having 
recently returned from a three week visit 
in Miami, are now on their way to 
Europe. This is one of Fred’s recular }uy.- 
ing trips and he usually spends about 
eight weeks on the continent. During this 
trip, however, he and the Mrs. hope to 
squeeze in a week’s vacation in Italy. 

q Now that Mr. & Mrs. A. Braude (Emil 
Braude & Sons) are back after three pleas- 
ant weeks in Miami, Mr. & Mrs. Ben- 
jamin Braude have taken off on a cruise 


to South America and expect to be gone 
about four weeks. 
q The Williams Jewelry & Mfg. Co. re- 


ports that Paul Williams, former secretary 
of the company, is no longer connected 
with the firm. The company also announced 
that it is preparing an unusal catalogue 
for 1953 emphasizing new bowling trophies, 
medals and novelties in its line. 

q Nathan M. Leon, 64, watchmaker and 
a resident of Chicago 45 years, died last 
month in his home. Surviving are his 
widow, four brothers and two sisters. 

q Paul A. Williams of the “House of 
Williams” has opened his new showroom 
at 37 S. Wabash Ave. in the Chicago 
Loop. His display is featuring a full line 
of F. H. Noble trophies. Paul represents 
the third generation of his family in the 
jewelry business. For the past 16 years he 
had been associated with Williams Jewelry 


& Mfg. Co. 





Jewelers Club of Chicago 
Installs Officers for ‘53 


The Jewelers Club of Chicago installed 
its new officers for 1953 on February 17 
with the usual pomp and ceremony. To 
guide the destinies of the club for the 
coming year are John Montgomery (M. A. 
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Mead & Co.), president; Raymond Zelke 
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CENTRAL WATCH CO. 


ESTABLISHED [911 


WATCH REPAIRING 


to the trade 
EXPERT WORKMANSHIP 
AT REASONABLE PRICES 


ON AMERICAN AND SWISS WATCHES 
5 So. WABASH AVE., CHICAGO 3, ILL. 
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QUAKER SILVER CO. OPENS CHICAGO SHOWROOM 
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Murray H. Kordin (shown in inset above) has taken on the Quaker Silver Co. line with 

the opening of the firm's new Chicago showroom. The complete line of hollowware manu- 

factured by the company is on display at the new showroom, some of which is shown in 
the photo above right. 


James W. Jennings, president of the 
Quaker Silver Co., Inc., North Attleboro, 
Mass., announced recently the opening of 
a Chicago sample room in the Heyworth 
Building, 29 E. Madison St. The complete 
line of sterling hollowware manufactured 
by the company will be on display there. 
Original Quaker designs in both antique 
and modern expression will be available 
to midwest jewelers. 





Murray H. Kordin, who has taken on 
the Quaker Silver Co. line with the open- 
ing of the new display room, has been in 
the jewelry business for more than ten 
years. For the past two years he has rep- 
resented the Astorloid Mfg. Co. of New 
York, manufacturers of dresser sets, and 
the Chase Silver Co., producers of steak 
and carving sets. 











(National Jeweler), vice president; Ed- 
ward Rogers (J. Arthur Rogers & Son), 
treasurer, and Melvin L. Goldman, who 
was re-elected secretary. 

The club held the first of its regular 
luncheons for 1953 on February 19 at 
which time a full report was submitted by 
the committee on the annual banquet held 
in January. All members present were en- 
thused over the success of that affair. 

A highlight of the luncheon was an ad- 
dress by Tom Duggan, prominent Chicago 
radio and television sports announcer. 


Jewelry Training Service 
Names Axelrad as President 


Officers and directors of the Jewelry 
Training Service met on January 14 in 
the conference room of the Pittsfield 
Building. The meeting was presided over 
by Mead Montgomery, president, who read 
a comprehensive report on the activities 
of the school during the past year. 

One of the main subjects discussed at 
the meeting was the vital necessity of se- 
curing additional students. It was pointed 
out that Charles Goldstein, executive di- 
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Cah, Case Pipaning 


Our work costs no more 
than ordinary work e 


BECKER-HECKMAN COMPANY 
29 East Madison Street, Chicago 3, Illinois 
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rector of the Jewelry Training Service, has 
been able to arrange part-time work with 
jewelry firms in Chicago so that students 
may earn living expenses and tuition while 
learning skills which will assure them 
steady and profitable employment upon 
completion of their course. Every effort 
will be made during 1953 to step up en- 
rollment in the Jewelry Training Service 
which is so important to the industry. 

The nominating committee headed by 
George Engelhard, and composed of Frank 
Milhening and Charles Brown, proposed 
the following slate of officers, all of whom 
were unanimously elected: President, Mil- 
ton Axelrad, Pakula & Co.; Vice Presi- 
dent, Ira Marks, Marks Brothers: Trea- 
surer, Phil Martin, Martin Jewelers: Sec- 
retary, Jack Berg, Nathan & Berg, and 
Chairman of the Board, Frank Milhening, 
J. Milhening, Inc. 


Mead Montgomery, retiring president, 
was elected to the executive committee 


which consists of incumbent officers and 
two directors. Hyman Wein, Clinton Watch 
Co., is the sixth member of the executive 
committee. 

Al Wahlen, Goldsmith Brothers, 
elected to the board of directors, and all 
present members of the board were re- 
elected. 


was 





N. D. Jewelers Form Association 


Approximately 50 North Dakota jew- 
elers met in Fargo the last week in 
January and organized the North Dakota 
Jewelers and Watchmakers Association. 

Officers elected were: Kenneth Hel- 
mers, Lisbon, president; L. G. Neima, 
Fargo, vice president; A. L. Weiler and 
E. B. Warner both of Oakes, secretary 
and treasurer, respectively. 

The first official meeting of the new 
organization is tentatively scheduled for 
the first part of May. 








GRAFNER BROS. 


GENERAL LINE 


VALUE AND ASSORTMENT 


SPECIALIZING 
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Wristwatch & Carmen 
Expansion Bands 





M. MARTIN & CO. 


5 S. 


ALL TYPE 
Embraceables 
Repaired 
75¢ 


All Work Guaranteed 


Wabash Ave. Room 611 
CHICAGO 3, ILL. 

















WATCHWORK—STONE SETTING 


Dept. 
Students may enroll at any time of the year 


JEWELRY—ENGRAVING 


BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 
Cc Peoria, tll. 
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» Y A} No. 2 — beautifully embossed ; 
-ne KEYSTONE $4.50 


ans sizes: Small 6'4”- Medium 6 %4"-Large 7” 
Order through your wholesaler 
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RESILIENT STAINLESS STEEL 
CLASP-ON 


(DocZdtie WATCH BAND FOR MEN 


e No hidden springs 
e Conforms to the wrist 
most comfortable to wear 
e Fully Guaranteed 
Sewice Model” $3.95 
No. 1— Stainless Steel 
Plain Clips 


Stainless Steel Clips 


Le ibiclL Bie 
CHICAGO 2, ILL. 
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SCHIRA BROS. 
PLATINUMSMITHS—DIAMOND IMPORTERS 


Manufacturers of exclusive Jewelry 


LOOSE AND MOUNTED GOODS 
MEMORANDUMS GLADLY SUBMITTED 


530 WALNUT ST. CINCINNATI, O. 

















DIAMONDS 


LOOSE 
AND 
MOUNTED 


THE GERWE BROWN CoO. 
CINCINNATI . DALLAS 














) 2AHOUR SERVICE 


ON MAIL ORDERS OF NATIONALLY 
KNOWN MERCHANDISE: 

@ RONSON @ DELTAH 

@ FORSTNER @ SIMMONS 

@ SPEIDEL @ REVERE 

and many other famous names 


A.G.SCHWAB *:xc"" 









INC. 


229 East Sixth Street 


CINCINNATI 2, OHIO 


FAITAFULLY SERVING THE RETAIL JEWELER SINCE 1878 








Exclusive Distributor of 

“MISS VANITY” JEWELRY 

Our service is beyond 
compare 


We Also Distribute All Nationally 
Known Lines of Jewelry and Clocks. 


THE D. JACOBS SONS CO. 


WHOLESALE JEWELERS SINCE 1873 
811-813 RACE STREET, CINCINNATI 2, OHIO 

















You Can Buy With Confidence From 
The Wallenstein-Mayer Co. 


31 E. Fourth St., Cincinnati 2, O. 
Distributors of Nationally-Known 


DIAMONDS WATCHES 
JEWELRY SILVERWARE 
CLOCKS APPLIANCES 


50 years of SERVICE PLUS 


Write for our new 
1953 Catalogue 
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q In contrast to the trend during recent 
years, local manufacturers and wholesalers 
reported an unexpectedly large volume of 
business during the first two months of 
this year. This is attributed to a combina- 
tion of heavy holiday buying, which greatly 
depleted retailers’ stocks, and the present 
record employment at high wages, which 
is providing ample funds for continued 
jewelry purchases. Manufacturers also 
have been exceptionally busy filling large 
backlogs of special orders, and these are 
reported to be continuing in increasing 
volume. 

q After having been held in Columbus for 
many years, the annual convention of the 
Ohio Retail Jewelers Association will be 
staged at the Netherland Plaza Hotel in 
this city on September 7 and 8. Because 
this is the Labor Day weekend, a record 
attendance and an unusually large number 
of wholesalers’ and manufacturers’ displays 
are anticipated. 

q The Klein Brothers Co., wholesalers, 626 
Vine St., was represented at the Southern 
Jewelry Show in Atlanta on February 15-18 
by Ray C. Eibel, president, and Daniel W. 
Moor, salesman. The Flanagan-Kovac Co., 
wholesalers, Enquirer Building, will exhibit 
at the Cincinnati Gift Show on March 8-11, 
with Eben Barker, salesman, in charge, and 
the Victor Corp., Enquirer Building, will 
be represented at the Indianapolis Gift 
Show on March 15-18 by Victor Youkilis 
and Aaron Austin, salesman. 

q The S. Silverman Co., wholesalers, moved 
in mid-February from 113 W. Fourth St., 
to 809 Walnut St., where they have more 
than 8,000 square feet of floor space, or 
nearly three times the space formerly oc- 
cupied. Sam Silverman, president, said 
they now are able to provide adequate dis- 
plays of diamonds, jewelry, silverware, 
clocks, watches and luggage, and these 
were shown to good advantage in the at- 
tractive showroom during the “Open House” 
week of February 23. Organized 20 years 
ago, the firm was in the Keith Building 
for more than 13 years, and on West 
Fourth Street for six years. 

q During a recent annual sales meeting of 
the Gerwe Brown Co., wholesalers at 817 
Main St., the company salesmen were en- 
tertained with a buffet supper at the home 
of Mr. Gerwe, and a steak dinner at the 
Wheelman’s Restaurant. Those enjoying 
the affairs included Frank Duffey, William 
Burtke, Jack Gearding, Emmett Fitzpatrick, 
Jack Schmits, Cornelius Dillon, John Cole- 
man, William Owens, Joseph Acker, Julius 
Courtois, John Greer, Robert Moore, Robert 
Herbers and Charles Hummel. 

q New salesmen announced recently by 
local firms include Aaron Austin with the 
Victor Corp.: Larry Crouch with the Harry 
Greenwold Co., wholesalers, 18 W. Seventh 
St.: Larry Ascherman of Cleveland. O.. 
with the Wallenstein-Maver Co.. whole- 
salers, in the Ohio and Kentuckv terri- 


tories: and Chester B. Stroud and Peter 
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Andres with the D. Jacobs Sons Co., whole. 

salers, 811 Race St. Mr. Stroud js Cover. 

ing southern territory, replacing Jack 

Stephany, who resigned because of ill 

health. 

q Jacob Litwin of Litwin & Sons, Ine, 114 

W. Sixth St., was the subject of a laud. 

tory write-up by a local newspaper colum. 

nist for having weekly shipments of choice 

foods sent by a food store to his son, 

Robert, in Korea, where the delicacies also 

are enjoyed by other members of Robert's 

infantry company. Mr. Litwin has had 

standing order with the store for more 

than six months at a monthly cost of more 

than $200, the newspaper story recounted. 

q Business trips were made recently by 

Russell Johnson, owner of the Crest-Craft 

Co., manufacturers in suburban Deer Park, 
Q., to Paris, France, for several weeks 
during February; Mr. and Mrs. Charles E. 

Haberman of the Haberman Sales Co, 
wholesalers, 104 W. Fourth St.; Mark 
Herschede, president of the Frank Her. 
schede Co., retailers, to New York City, 
and Walter Miller, Miller Brothers Watch 
Strap Mfg. Co., to St. Louis, Mo. 

q Recent Florida vacationers included Ed- 
ward Rohs of Rohs & Miller, manufac- 
turers, 534 Elm St.; Albert Sauer of 
A. Sauer & Co., 329 E. Eighth St.; Russell 
Dyche of the Window Ticket Co., 1309 
Walnut St.; Harry Bell, Belmont Jewelry 
Co., Dayton, O.; Nathan Levy, Hart Jewelry 
Co., Lima, O., and George Hart, Hart 
Jewelry Co., Springfield, O. C. R. Heile- 
man, retailer at 415 Race St., and his wife 
and mother, left in late February for a 
two months Mediterranean cruise. 

q John Schira, senior partner of Schira 
Brothers, manufacturers, 530 Walnut St. 
and his wife, were forced to cancel the 
latter portion of their vacation in Arizona 
and California because the climate ad- 
versely affected Mr. Schira’s health. He 
returned home by plane, and his son, John, 
Jr., flew to Arizona to drive his father’s 
car back. 

4 Edward J. Herschede, Jr., retailer and 
director of the Cincinnati Gemological 
Laboratory in the Keith Building, has been 
elected a director of the Mentor Loan & 
Building Co. for his 16th term, and vice 
president for the second year. Mr. Her- 
schede recently completed the renovating 
and redecorating of his laboratory and 
salesroom. 

q While John Behr, city salesman for the 
Flanagan-Kovac Co., wholesalers, is fe 
cuperating from an operation, his territory 
is being covered by Eben Barker and 
Robert Rice, other company salesmen. 

4 George Warren, diamond buyer for Geo. 
H. Newstedt & Co., retailers, and treasurer 
of the Cincinnati Bridge Assoc ation, was 
chairman of the association’s Heart Fund 
bridge tournament on January 28 in the 
Hotel Netherland-Plaza. 

4 Tack Purnell, who has been in charge of 
plaver service and waiver records in the 
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au of the National Baseball 
League office here, has resigned to enter 
the jewelry business 1n Salisbury, Md. 

4 Robert A. Hainline, salesman in the 
Texas territory for Klein Brothers Co., 
wholesalers, escaped injury when his car 
was demolished in a trafhie accident in 
Memphis, Tenn. Mr. Hainline was en- 
e to Texas at the time. 

4 Virginia Goebel, daughter of Robert E. 
Goebel, wholesaler in the Provident Bank 
Building, and a senior at the University 
of Kentucky, spent a recent mid-semester 
vacation with her parents. 

4 Jack Laumann, son of Albert J. Lau- 
mann, local retailer, has joined the ofhice 
staff of the Gerwe Brown Co., wholesalers, 
and currently is working in the jewelry 


service bure 


rout 


department. 





Silverman Succeeds Knight as 
President of Jewelers’ Group 


Sam Silverman of the S. Silverman Co., 
Inc., was elected president of the Cincin- 
nati Wholesale & Manufacturing Jewelers 
Association at a meeting of directors on 
January 29 in the Hotel Alms. He suc- 
ceeds J. Paul Knight of the firm of J. P. 
Knight. 

Other new officers are: Vice President, 
Max Litwin, Litwin & Sons, Inc.; Secre- 
tary, Julius “Bud” Jacobs, Jr., D. Jacobs 
Sons Co., and Treasurer, James N. Held- 
man, A. G. Schwab & Sons, Inc. 

Mr. Jacobs succeeds Arthur Hirschfield 
of the same firm, who has been secretary 
for many years. The association will hold 
a dinner meeting in April for members 
and their employees, at which Mr. Hirsch- 
field will be the honored guest. 

Directors unanimously elected at the 
annual dinner meeting on January 15 in 











the Cincinnati Club are: Abe Braude, 
Gruen Watch Co.; Victor Youkilis, Vic- 
tor Corp.; Robert Stocker, Rosfelder 
Brothers & Co.; Walter Miller, Miller 
Brothers Watch Strap Mfg. Co.; Cher- 


rington L. Fisher, Harry Greenwold Co.; 
Eugene Swigart, E. & J. Swigart Co.; 
Jack Gerwe, the Gerwe Brown Co.; and 
Jacobs and 


Messrs. Silverman, Litwin, 


Heldman. 


SAM SILVERMAN 


New President | 
of Cincinnati = 
Wholesale & 
Manufacturing 
Jewelers ce 
Association eS 





Named to the advisory board were: 
Charles K. Stern, Wallenstein-Mayer Co.; 
George T. Gruen, Gruen Watch Co., and 
Mr. Knight. 

The nominating committee included 
Herbert G. Schwab, A. G. Schwab & Sons, 
Inc., chairman; Robert J. Seifert, Albert 
& Seifert Co., Mr. Stern and Mr. Litwin. 

Helmuth Schurgast, president of the 
Industry Export Service, the principal 
speaker, described some of his experiences 
while traveling in foreign countries, and 
of particular interest was his account of 
inspection trips through gold and diamond 
mines in South Africa. 

Others who spoke briefly included How- 
ard T. Evans of Urbana, and Clarence 
Moses of Cleveland, president and execu- 
tive secretary, respectively, of the Ohio 
Retail Jewelers Association, and Benjamin 
S. Katz, president of the Gruen Watch Co. 





MILLER BROS. INTRODUCE NEW LINE OF BILLFOLDS 
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(center), sales and promotion manager of Miller Bros. Mfg. Co., points out 
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features of the new billfolds to Louis Armer, Atlanta, Ga.; Joseph Gram, Los Angeles, 
George Barr, New York, and Morrey Feldman, Chicago. 


Highlighting the spring sales meeting of 
key representatives of Miller Bros. Mfg. 
Co., was the announcement by W. Miller, 
sales and promotion manager, that the Chic 
line would be expanded to introduce a 
new group of packaged leather billfolds 
and pocket secretaries. 


FOR MARCH, 1953 





As a result of a survey conducted among 
jewelry wholesalers and retailers, Miller 
Bros. have created this line of billfolds in 
a wide range of styles, handcrafted of fine 
leathers exclusively for the jewelry whole- 
saler. Items in the new line will retail at 


from $5.00 to $50.00. 
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These wonderful new 


grips outwear rubber— 
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can't scratch... muss hair. # 





Insure repeat sales. Order 





complete jewelry line of 
SPEC-BANDS, the fast- 


moving... low-price 








accessory. 
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Rhinestone, 
Cord, Leather, 
Plastic Bead, 
Spec-Chain, 
Simulated Pearl 








An Enclosure Card Service Is 
Good for Your Business! 

John Henry produces the FINEST 
Enclosure Cards ... in assortment 
- - . quality . . . design. 


All illustrated im Card-O-Log No. 51 














P. O. BOX LANSING, 
1410 MICHIGAN 

















WILL BUY 

SMALL TO MEDIUM- 

SIZE PLANT 
Equipped to make 
stainless steel 
table flatware 


lf you have such a plant for sale, give 


general location, name of company, 
and sufficient information about equip- 


ment, personnel, etc., to bring us 
together. We are successful manufac- 
turers of another line in the Mid-west. 
All replies strictly confidential. Will 
deal with principals only. 


Box D 1600, care 


Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17, N. Y. 
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WATCHMAKERS 
INSTRUMENT MAKERS 


JEWELERS ° 
ENGRAVERS e 


DON'T LOSE A SINGLE REPAIR ORDER 


especially for complicated and antique items! 


OUR TRADE REPAIR DEPARTMENT 
will handle ALL Watches, Clocks, Jew- 
elry, Pearl Necklaces, Special Order 
work in an EFFICIENT, FAST, and IN- 
EXPENSIVE Way.—Request Trade Price 
List and FREE Shipping Labels! 


We carry ALL WATCHES, CLOCKS, BRACELETS, 
TOOLS, MATERIALS, BOOKS in your field. 
Free catalog! 








MODERN TECHNICAL SUPPLY CO. 
Members of Jeweler’s Board of Trade 
Dept. 3-JCK, 55 West 42nd St., New York 36 














For EXTRA PROFITS— 


RELIGIOUS 
MEDALS 


and cuff links, money 
clips, car key-rings 
bearing medals, all 
sculptured by WESTON 
in Sterling, G.P. on 
Sterling, 14K Gold. Meet 
ecclesiastical requirements. Move quickly. 


Priced from $1.50 to $100, Keystone. 
Write today for free price list. 


The BROTHERS CO. 


2412 W. 7th St., Los Angeles 5, Calif. 
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\e. importers of 
¥ ENGLISH CHINA 
and 
EARTHENWARE 
Stock and Import 


ILLE &€ CO., INC. 
wn” York 10, N. Y. 
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WEDGWOOD 


Bene China Dinnerware, Queen's Ware 
Jasper and Black Basalt 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East 54th Street New York City 


the California Retail 
tion, 
board of directors of that organization 
at a meeting in Los Angeles on January 














EDWARD BOOTE, INC. 
35 & 37 W. 23rd St.. New York, N. Y. 
Tel. ORegon 5-1928 


ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE 




















MADDOCh & MILLER, INC. 


CROWN DUCAL Dinnerware FOLEY Bene China 
MASON’S Ironstone Ware IRISH BELLEEK 
COALPORT Bone China and Earthenware 
Royal CAULDON Bone China and Earthenware 
JOHN BESWICK, LTD. Ceramic Figures 


129 Fifth Avenue, New York 3, N. Y. 
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q Samuel H. Seavey, for several years 
manager of the watch repairing depart- 
ment at the Broadway Department Store’s 
Hollywood branch, recently purchased his 
own retail jewelry shop. Located at 5518 
Hollywood Blvd., the new store will be 
called Seavey’s Jewelers. 

q Leon Saccares, who studied the watch- 
making trade in Switzerland, has opened 
his own jewelry store at 204 S. Wheeler 
St., in Fontana, Calif. The new shop is 
called Patio Jewelers. Saccares’ back- 
ground includes 14 years with Nanco in 
Long Beach and 10 years with his own 
retail jewelry store in Riverside, Calif. 
q Dunn Jewelers, 16416 S. Vermont Ave., 
Gardena, Calif., was recently purchased 
by Enola Rapier and Jessie Holland, who 
have completely remodeled the store, in- 
cluding new fixtures throughout, and have 
changed the name to The Treasure Cove. 
Eugene W. Huckabey, formerly from Kan- 
sas City, will be their chief watchmaker. 


q Noel Jewelers is the new Los Angeles 


jewelry store at 8863 South Western Ave., 


owned and operated by Leon Kossoy, who 


has been connected with several Los An- 
geles jewelers in recent years. 


q The Simon-Green Co., a new Los Angeles 
wholesale firm, recently held a _ formal 
opening at 804 Metropolitan Building, 315 
W. Fifth St., Los Angeles. 
Charles Simon and Leo Green, have spent 
many years in the jewelry field. They both 
plan to travel for the company, while 
Alvin Zigman, just returned from a stint 
with the Army. will manage the office. 

q Tranel 
jewelers since 1919, have changed their 
name to Thomas & Co., according to Dell 
W. Thomas, president of the firm. Present 
plans include streamlining the line and 
increasing the range of sales coverage. 


Both partners, 


Seattle wholesale 


& Thomas. 





Exec. Secy. of California RJA 
Resigns to Form Trade Bureau 


William M. Erb, executive secretary of 
Jewelers Associa- 


submitted his resignation to the 


25. He had served as executive secretary 
of the California Retail Jewelers Associa- 
tion for the past eleven years, and under 
his management the association grew from 
a membership of 350 jewelers to become 
one of the largest state jewelers’ organ- 
izations in the United States. 


Mr. Erb is remaining in trade associa- 


tion work and is organizing the California 
Trade Association Bureau with offices at 
46 Kearny St., San Francisco. 
representing two national trade groups, 
the California Trade Association Bureau 
will combine under one management a 
number of 
well as western offices of national or- 
ganizations. 


Already 


state trade associations as 
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I. Widess of Los Angeles 
Marks 60th Year in Gem Trade 


In this age of declining monarchies 
there are few heads that hold as steady 
a crown as I. Widess of Los Angeles, Calif 
Known to his fellow-jewelers as “The 
Emerald King,” Widess is celebrating his 
60th anniversary in the gem trade. 

Reared and bred in Siberia, his climb. 
began with an apprenticeship in that coup. 
try at the age of 14. There, for 30 years, 
he bought and cut emeralds that eventually 
found their way into the crowns of kings 
and queens—and acquired a vast know. 
edge of emerald lore that enables him to. 
identify on sight in most cases the country 
of origin of an emerald. 


|. WIDESS 


Widess insists that his life was unevent- 
ful, despite an almost fictional escape from. 
pursuing Bolsheviks in sub-zero tempera- 
tures. He considers commonplace the 
settling of his young family in Japan, and 
the arrival, in 1921, in Los Angeles for 
his final destination. 

One of his most interesting experiences 
in this country during the past decades 
was the purchase, in its entirety, of the 
emerald collection of the nation of Colom- 
bia, South America. Exhibited at the 
Golden Gate International Exposition in 
1939 and purchased by Widess in 1940, 
this fabulous collection included, among. 
many other rare and precious stones, @ 
28-carat hexagonal cut emerald and a 
rectangular emerald of 13 carats. 





Holland Jewelry Company 
Observes 35th Anniversary 


In celebration of its 35th anniversary. 
the Holland Jewelry Co. of San Angelo, 
Texas, held a gala celebration on February 
26, 27 and 28 at the Goodwin Tavern. 

Highlight of the festivities was an ex: 
hibit of “Things Beautiful” at which more 
than 19 leading manufacturers of silver, 
china, crystal, watches and precious jewelry 
displayed their products. In addition, the 
Holland Jewelry Co. exhibited western 
jewelry which it has manufactured for the 
past 17 years. 

Large ads in a local newspaper an- 
nounced the event and drew an enthusiastic 
public response. 
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March 


]—Illinois Retail Jewelers Association, 
Annual Convention, Hotel Abraham Lin- 
coln, Springfield, IIl. 

]-3—Spokane Gilt, Stationery, Toy, 
Jewelry & Housewares Show, Davenport 
Hotel, Spokane, Wash. 

1-4Denver Gift and Jewelry Show, Ho- 
tel Albany, Denver, Colo. 

1-5—Detroit Gift Show, Hotels Statler 
and Sheraton-Cadillac, Detroit, Mich. 

9.5—California Retail Jewelers Associa- 
tion, 20th Annual Convention, Palace Ho- 
tel. San Francisco, Calif. 

8-11—Cincinnati Gift Show, Netherland 
Plaza Hotel, Cincinnati, Ohio. 

8-11—Omaha-Midwest Gift Show, Pax- 
ton Hotel, Omaha, Nebr. 

8.13—Parker House Gift Show, Parker 
House, Boston, Mass. 

9.13—Boston Gift Show, Statler Hotel, 
Boston, Mass. 

15-18—Indianapolis Gift 
Claypool, Indianapolis, Ind. 

18—Baltimore Jewelers Association, An- 
nual Dinner-Dance and Meeting, Sheraton- 
Belvedere Hotel, Baltimore, Md. 

18-19—Indiana Jewelers Association, An- 


Show, Hotel 
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EXTENSIVE CAMPAIGN PLANNED FOR ‘'TRU-FIT' RINGS 


nual Convention, Lincoln Hotel, Indian- 
apolis, Ind. 

21-23—Nebraska Retail Jewelers Asso- 
ciation, Annual Convention, Hotel Yancey, 


Grand Island, Nebr. 


21-23—Heart of America Glass, China | 


& Gift Show, Kansas City, Mo. 

21-23—-Carolina China, Glass & Gift 
Show, Charlotte Hotel, Charlotte, N. C. 

22-25—-St. Louis Gift Show, Statler Ho- 
tel, St. Louis, Mo. 

22-25—-Philadelphia Gift Show, Hotel 
jenjamin Franklin, Philadelphia, Pa. 

28-30—-Kansas Retail Jewelers Associa- 
tion, Annual Convention, Lassen Hotel, 
Wichita, Kan. 

29-3] 
nual Conclave, The 
Philadelphia, Pa. 


Bellevue-Stratford, 


April 

8-—Massachusetts-Rhode Island Retail 
Jewelers Association, Annual Convention, 
Parker House, Boston, Mass. 

12-14—Minnesota Retail Jewelers Asso- 
ciation, Annual Convention and Seventh 
Annual Northwest Jewelry Trade Show, 
Nicollet Hotel, Minneapolis, Minn. 

12-15—-Northwest Gift, Art & House- 
wares Show, Radisson Hotel, Minneapolis, 
Minn. 

19-20—Pennsylvania Retail Jewelers As- 
sociation, Annual Convention, Berkshire 
Hotel, Reading, Pa. 

19-22-Pittsburgh Gift Show, Hotel Wil- 
liam Penn, Pittsburgh, Pa. 

25—Diamond Peacock Club, 
Dinner-Dance, Hotel Somerset, 
Mass. 


Annual 








A comprehensive advertising and promotion campaign for Columbia "Tru-Fit'’ diamond 
rings was mapped at the recent sales meeting of Axel Bros. Shown here are company 
salesmen and executives at one session of the sales conference. 


Plans for an extensive advertising and 
promotion campaign for Columbia ‘“Tru- 
Fit” diamond rings were announced at 
the recent sales meeting of Axel Bros. 
Held at the company’s plant in Long Is- 
land City, N. Y., the meeting was at- 
tended by Axel Bros. sales representatives 
from all parts of the nation. 

According to C. Benjamin Axel, vice 
president of Axel Bros. sales of the 
Columbia “Tru-Fit” diamond ring have 
increased so substantially since the ring 
was first placed on the market two years 
ago, that the company has decided to 
go all out in 1953 with the largest pro- 
motional and advertising budget in its 
history. The campaign will feature Col- 
umbia’s full line of “Tru-Fit” rings, plus 
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an additional group designed in accord- 
ance with the preferences of ring buyers 
reported in a nation-wide survey. 

Advertising plans now being prepared 
include increased schedules in such _na- 
tional publications as Life and Modern 
Bride. The national advertising will be 
backed up by point-of-purchase material 
and displays for the retail store. A pow- 
erful, traffic-pulling in-store promotion will 
be provided for the jeweler. 

The entire advertising and promotion 
effort in 1953 is designed, according to 
Mr. Axel, to stress the “Tru-Fit” inven- 
tion. This patented feature consists of 
two gold spring units that adjust ring 
size to fit the changing size or contours 
of the human finger. 


American Gem Society, 18th An- | 





Boston, | 


| 





























Haviland 
China 





: t 4” 


@ carries these 





authentic 
trademarks 








.” a axe 
oF 4 


ai 


WHEN 
MADE IN 
AMERICA 


a2 eite 





eo a 


Oe 


aan ed 
¥ 


s 


MADE IN 
FRANCE 





She et a: 








Ve ok 


CHICAGO & 













ee oe 
Sf ae oe OE ae ee ce eee 
GR ena SR Le A aN 63 
tee ae ae eae ‘Be £ 
Sd TA Pe 





GEO. BORGFELDT 


CORPORATION 
44-60 E. 23rd St., New York 10, N. Y. 
Tel. GR 7-0400 
CHINA ¢ GLASS * TABLEWARE 
EARTHENWARE ° GIFT and ARTWARES 
Domestic and Foreign 














CRYSTAL by BRODEGAARD 


IMPORTS—from Sweden—Siemware, Vases, Bewls 
AMERICAN MADE—Stemware and Drinking Accessories 


Send for new illustrated catalog 


R. F. BRODEGAARD & CO.., Inc. 




















Booths 





225 FIFTH AVENUE NEW YORK 10, WN. Y. 
Hots FINE ENGLISH 
TABLEWARE 
Send for illustrated pamphlets 


MIDHURST IMPORTING CORP. 
129 FIFTH AVENUE, NEW YORK 3, N. Y. 














DECORATIVE 
RY RYAN ACCESSORIES 


FURNITURE 


GIFT AND ART 
NOWELTIES 


228 Fifth Avenue, New York 
at igesohlollt Mam (lame OL lia] | 


211 








Prous 







WHERE CAN | GET—? 





_2 
ant ® 

yg ME 

wat 





OIN JEWELRY—A customer has a U. S. gold coin 

with a hole drilled in it for a ring, one side planed 
off and engraved with a monogram. I understand that it 
is illegal to cut, drill, or solder a gold coin, but the hole is 
worn through at the edge and I wish to know if I’d be 
risking trouble if I’d fill the worn side of the hole with 
gold solder? (Question No. 6231) W. H. 


Answer—It is a criminal offense, under Federal 
statute, to alter or debase the weight of gold coin. How- 
ever, the piece of jewelry referred to with one side planed 
off entirely and engraved is in fact not now a coin as it 
couldn't be passed as such. Therefore there could be 
nothing illegal in your making the repairs described in 
your letter. Laws concerning making alterations on gold 
coins were of course aimed at the practice of “sweating”’ 
or removing inconspicuous portions of gold from coins 
that continued in circulation. 


ieee CLOCK—Can you give me the address 
of The Magnetic Clock Co., which I believe is some 
place in New York City. (Question No. 6232) E. H. 
Answer—The most recent address we have of the 
firm in question is as follows: Magnetic Clock Division, 
Landis & Gyr, Inc., 104 Fifth Avenue, New York City. 
This firm named is not listed in the 1952 Trade Direc- 
tories. It might be worthwhile however, to mail a letter 
to the address given above which would be delivered in 
case the firm left a note of their present address with the 
Post Office when they moved. 


OLISHING STEEL—What is used for laps and polish- 


ing materials, for polishing steel parts in watches? 
How can polishing be done so as to avoid scratches 


marring the work? (Question No. 6233) P. H. 


Answer—For a quick job of polishing steel, use 
Vienna lime dissolved in alcohol on a boxwood block 
or lap of whatever shape will suit the form of the work. 
A finer polish, which, of course, will take longer to 
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WORKSHOP 
QUESTIONS 

AND 
ANSWERS 











produce, is effected by use of diamontine or powdered 
rouge on metal blocks or laps—bell-metal (bronze), or 
block tin. 

Doing such work without scratches depends in either 
case upon scrupulous care to keep tools and materials 
clean, free from dust or grit either from the atmosphere 
or from contact with anything that may have grit on it. 
One little grain of grit of any kind, coarser than the 
grain of the polishing material, will ruin an entire job 
of steel polishing. Perfect results really call for “cranki- 
ness” as to cleanliness. 


 mmmepeqrendiions 4 is it so hard to regulate a move- 

ment to keep good time after the Breguet bend has 
been taken out and curved so it gives the strength more 
in a pulling position? I shall be glad if you will put this 
question in your own words and print it or otherwise 
just so I can get informed why it is so hard to regulate 
a watch after this has been done to the hairspring. (Ques. 


tion No. 6234) N. J. 


A nswer—lIf nothing more than one effect of a change 
in the curve of overcoil of a hairspring were involved, 
this question could be answered as it stands. Any change, 
however, in form of terminal curve of a balance spring 
produces effects in other directions, for example in the 
relation of pinning-points at stud and collet, etc., which 
have each a separate effect on position rates, so that 
your question cannot be given an answer simple enough 
to be stated in a letter. In other words, what you must 
have in order to safely make any changes in overcoil 
forms, is a general knowledge of adjustments of watches. 
This is not a mere matter of knowing some one thing lo 
do in a certain case but rather requires studies of prin- 
ciples combined with ample experience in applying these 
principles. The result of this would be your possession 
of judgment as to what to do—all the things to do—in 
connection with any particular watch, in adjusting. We 
believe the best books for such studies would be “Prac- 
tical Balance and Hairspring Work”; and “Rules and 
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Horological School sraduates, of course, 
for they have been instructed in the most 


progressive methods of watch repair, but... 
an analysis of WatchMaster sales discloses 
that the long-established old-timers are 
equally interested in Saving time, doing 
better work, making bigger prolits ... and, 
because so many say, “The WatchMaster 


quickly pays for itself,” they agree that it's — 


Better to Buy 
the Best 


Available on convenient terms. 





American Time Products, Inc., NAME — a 
580 Fifth Avenue, 
New York 36, N. Y. 


Gentlemen, 


COMPANY _— 


Please arrange a demonstration of the STREET 

WatchMaster at my bench where | can 

test for myself some of the watches | 

have repaired. No obligation, of course. CITY | STATE 


More WatchMasters are being sold than all other watch-timing 
machines combined. There must be a reason. There is! It’s the BEST. 
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Its new! ts GE! 





the new G-E 
STARTER 


7H-220L 


General Electric’s Dia- 
mond Jubilee Clock! 
Smart styling, easy-to- 
read numerals, Dyna- 
line design case, red 
sweep-second hand, and 
shatterproof crystal. 
Midnight-blue dial. 


























Terrific 
combination of 
style and low with 


price! Watch it spell non- 
TURNOVER for you! luminous Fm me j , : 





Here’s a brand-new General Electric Alarm that 
has everything—style, quality, and low price! No 
other electric or spring-wound alarm anywhere is 
so made-to-order for fast, volume selling. 


We’re going to tell America about this extraor- 
dinary clock value — again and again —in LIFE . * Manufacturer’s recommended retail or Fair Trade price. Plus applicable taxes. 
magazine. 


Yes, the new G-E Starter Alarm is going places, 
so start enjoying the profits now! Order today! 
General Electric Company, Small Appliance Divi- 
sion, Bridgeport 2, Connecticut. 








At no extra charge . . . Dealer ‘“‘Starter Kit.’’ A complete 
package of promotion aids that will keep your ‘‘Starter” 
sales moving fast! A 98¢ value free of extra charge. Ask 
your distributor while they last. 











— —— — your new G.-E Dou can fiul your canficlence (7 — 
arters today! Buy ‘em by the d : 
—but hurry! aan: shen fast! 5 a N F 4 A I @ a: C T R : C 
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Practice for Adjusting Watches,” by Walter J. Kleinlein, 
which may be obtained, postpaid, from our Book Depart- 
ment, for $3.50 each. 


ILING ESCAPEMENT — Where, in _ escapements. 
should oil be applied. Is oil proper on roller-table, 
and if not, why not? (Question No. 6235) M. O. 

Answer—tThe parts to be oiled are: the escape wheel 
teeth as they act on the pallet stones, the escape wheel 
pinion and pallet arbor pivots, and, considering the 
balance staff as part of the escapement, also the balance 
staff pivots. 

There should be no oil applied to any part of the fork 
and roller action. One of your questions asks: “Whether 
it is proper to oil the roller table, and if not, why not?” 
Probably you mean the roller jewel, instead of the roller 
table; neither of these should be oiled. The roller table 
has, or should have, no frictional action whatever, there- 
fore needs no oil. The roller jewel works in the fork slot 
with what is mainly rolling friction—the same type of 
friction as at the leaves and teeth of a train gearing— 
and it is the rule that where there is rolling friction any 
place in the watch, there should be no oil applied. 

At such places, if oiled, the oil would do no harm, but 
no particular good, when fresh; but after it becomes 
thicker from age, it would exert a very serious hindrance 
to the action, and would really introduce friction which 
would not exist in the absence of oil there. 


ATCH OIL—Another watchmaker here believes a 
foreign-made watch oil branded “Sine Dolo” is very 
good; but he will not tell me where he gets it. Please 
inform me on this. (Question No. 6236) N. C. L. 
Answer—Among leading importers of watchmakers’ 
supplies in this country are: Hammel, Riglander Com- 
pany, Inc., 395 Fourth Avenue, New York 16, N. Y.; 
M. J. Lampert & Sons, 37 Maiden Lane, New York 16, 
N. Y.; and Inter-Atlantic Trading Company, 512 Fifth 
Ave., New York 18, N. Y. 
Any of these firms would no doubt be able to supply 
European oil sold under the above-named brand. 


NEIDA WATCH—Please give us the date when an 
old watch was made, with “Oneida Watch Co.” on 
movement, and the silver case is stamped inside “Am. 


Watch Co., Waltham, Mass.” (Question No. 6237) L. V. 


Answer—The case marked Am. Watch Company, 
Waltham, Mass., is apparently one of the coin silver 
cases made for the early Waltham Watch Company by 
the firm Tracy Baker and Company, large stockholders 
in the early Waltham corporation. 

The name on the movement, however, “Oneida Watch 
Company” is an oddity. We do not believe that even 
any of the many short-lived small watch manufacturing 
enterprises turned out watches with that name on them. 
The best thing to do would be to send us a clear, sharp 
photograph of this movement and we will see whether 
some of its features might indicate by whom it was made. 
In many cases in early times, watch manufacturers would 
supply movements to merchandising dealers with the 
dealers name on the movements, and this may be one 
of those instances. 
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— PIVOT HOLE—I must completely bush a 

pivot-hole in an 18 size watch. How can I make 
sure of drilling the new pivot-hole exactly opposite the 
other hole? (Question No. 6238) N. P. H. 


A nswer—About how to correctly locate a pivot hole 
in a bushing job, we will say that with American type 
equipment this should be done with a universal face- 
plate in the lathe; or it may be done with the “uprighting 
tool” customarily included in the European type watch- 
maker’s outfit. The principle is the same; but as you 
more likely have American tools, we will explajn doing 
the work with these. Clamp the watch plate in the face- 
plate jaws; with the plugged or bushed hole toward the 
right-hand end of lathe. The pump-center of the face- 
plate is to be centered in the other pivot hole, opposite 
to the bushed one, before tightening the jaws. Center the 
bushing with a lozenge graver, and drill it with a pivot 
drill no larger than the pivot diameter, so the drilled hole 
will have to be enlarged slightly with a polishing broach 
to give the pivot the required side-shake. This is to 
provide a polished surface inside the hole. Since the 
axis of the new hole must coincide with the centering 
of the opposite hole, the pinion is sure to run upright, 
which assures correct engagement of the gear teeth, as 
when the watch was new. 


XIDIZING SILVER—What is the most convenient 

method for oxidizing chased silverware? Once I 
used a platinum choride solution, but am looking for a 
less expensive and less troublesome process. (Question 
No. 6239) B. H. 

Answer—The most convenient process is to rub the 
surface that is to be oxidized with a simple solution of 
potassium sulphide in water. The chemical named is 
popularly known as “liver of sulphur” and can be 
obtained of any drug store or chemist shop. A lump of 
it about the size of an ordinary marble, dissolved in a 
half pint of water, is an average proportion. A stronger 
solution will blacken the silver more quickly to a deeper 
color and vice versa. Usually silver work is desired to 
show the dark color at the bottom of the chased or other 
types of work in the design. So, after oxidizing, usually 
the high spots are restored to the silver color by buffing 
or rubbing with cloth or leather which is charged with 
abrasive powder of any sort. The oxidizing solution may 
be applied with a brush or by rubbing with a cloth wet 
with the solution, or by immersing the work in the 
solution. 

There are other chemical processes for oxidizing, but 
the one described above is the easiest to use; the material 


costs less than any. 


ICKLING SOLUTION—What is a good formula for 
a pickle solution for use after soldering jewelry? 
(Question No. 6240) F. J. 

Answer—The most-used general-purpose pickle solu- 
tion is a mixture of commercial sulpruric acid and water, 
in the proportion of about one part acid to ten parts 
water, the proportion varied depending upon the exact 
kind of work done. In mixing water and acid, add acid 
to water, not water to acid, to avoid the splashing out of 
acid by ebullition which may damage person or property. 
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J. R. Wood Sponsors 
National Radio Show 





W. Waters Schwab (left), president of 
J. R. Wood and Sons, Inc., listens to singer 
Lanny Ross during the 103rd spring sales 
conference of the firm at the Hotel St. 
Moritz, New York, where J. R. Wood sales- 
men from all sections of the country con- 
vened and discussed 1953 merchandising 
plans. 

The company will sponsor a nation-wide 
Sunday afternoon program featuring Lanny 
Ross over 554 Mutual Broadcasting System 
stations. Ross will be on from 1:15 to 1:30 
o'clock, Eastern Standard Time, commenc- 
ing March l. 


"Spring Time Savings’ Plan 
Announced by Elgin Watch 


A novel “Spring Time Savings” cam- 
paign, featuring three new groups of 17- 
jewel watches, two of them at introductory 
prices, is planned by Elgin National Watch 
Co. from March 2 through April 5. The 
promotion, backed by intensive advertising, 
is this year’s version of Elgin’s noted early 
spring campaign. A. L. Rowe, vice presi- 
dent in charge of sales, said the campaign 
follows the same general pattern as the 
highly successful “Banner Buys” promo- 
tions of 1951 and 1952 but with important 
new elements. 





Above, two of Elgin’s new “Bracelette” 
shockmaster series of ladies’ watches being 
unveiled at special prices during Elgin’s 
“Spring Time Savings” campaign. Round 
model at left retails at $50 during cam- 
paign and at $55 after April 5. Other 


model is $52.50 during campaign and 
$57.50 thereafter. 
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"53 Advertising Program 
Announced by Apex 


Apex Accessories Co., Inc., Greenwich, 
Conn., has announced through its newly 
appointed advertising agency, Frank Best 
& Co., advertising plans for 1953. Ads 
will appear in the “New York Times” 


magazine section, Vogue, Esquire and the 


New Yorker. This advertising will be 
supplemented by business paper space 
and by direct mail. 


"Reigning Beauty’ Backed 
By National Advertising 


“Reigning Beauty,” Heirloom Sterling’s 
new pattern, will have a powerful intro- 
ductory advertising campaign behind it 
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starting in Life, May 25 issue. The cam- 
paign will continue in other leading maga- 
zines, including Ladies Home Journal, 
House Beautiful, Glamour, Vogue, The 
American Home, Harper’s Bazaar, etc. 
“Reigning Beauty” can be purchased 
about May 1 at the retail price of $28.25 
for a six piece place setting, including tax. 


“Certified” Fire Protection 
Explained in New Booklet 


Vault doors that offer certified fire pro- 
tection to correspond to the rated resist- 
ance of existing vaults are the subject 
of an eight page folder released by 
Remington Rand Inc. The folder points 
out that inability to produce business 
records to substantiate reports made to 
federal, state and local authorities can 
mean not only inconvenience and em- 
barrassment, but legal difficulties and 
financial loss. 

For a free copy write Remington Rand 
Inc., 315 Fourth Ave., New York 10, 
N. Y., and ask for folder #SC-728. 











N ( W \ of Products --«+ Promotions ---+ Personne] 


Royal Hostess Chest 
Offered by A. Cohen & Sons 






The Royal Hostess Chest, designed ex. 
clusively for its dealers by A. Cohen & 
Sons Corp., is a new departure in pre. 
senting silverware. It is available only 
with Harmony and Happiness patterns 
in Wm. A. Rogers, re-inforced plate made 
by Oneida. 

The border and floral design of the 
top is accented by the sulpture-like em- 
bossing of the motif and the classic cameo 
centerpiece. The entire box is made of 
rich cream-colored plastic. Royal Hostess 
Chests are available through A. Cohen 
& Sons executive offices at 27 W. 23 St, 
New York; or at the branch offices at 
215 W. 5 St., Los Angeles or 321 Peach- 
tree St. NE, Atlanta, Georgia. 


“TV" Window Display 
Offered by Jacoby-Bender 


A window display in the form of a tele- 
vision set having a ten inch screen has 
been introduced by Jacoby-Bender, Inc. 
By means of an automatic flasher, this 
“TV” set spotlights three new J-B watch 
bands. 


° 
ree ere 


a aie . 
fAUTIFY YOUR WATCH.» %. 
> Sanannasnnnalliasc26-.. 28 


= 
—=— 
fs 
e <2 
e 3 
a a 
: 2 7 
4 = 





The set is made of natural finished wood 
and is supplied without charge in a pro- 
motion deal that includes the purchase of 
23 J-B watch bands. Three bands are in 
the set itself and the other 20 bands (10 
ladies’ and 10 men’s models) come in two 
plastic trays which are supplied at no 
charge. 
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“They Pay For Themselves By Precious Metal Recovery 
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SAY THE USERS OF LEIMAN POLISHER-GRINDER-DUST COLLECTORS 
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MODEL 47F. Needs only 18 x 29 inches floor space. Runs 
so quietly it can't be heard. Ideal for small shop, light 
work or restricted space. Has 1/3 H.P. polishing motor for 
wheels or buffs up to 6”. Also '/, H.P. interior motor, suc- 
tion fan and dust collector. Adjustable dust hoods have 
electric light sockets. Suction system may be used with 
your polishing motor. Plugs into standard 110 volt outlet. 


Leading jewelers everywhere report 
that the Leiman Polisher-Grinder-Dust 
Collectors pay them a profit in two 
ways: 


By efficiently handling all day- 
to-day production requirements 


By the extra dividend of pre- 

cious metal recovery that 
steadily pays back the original low 
purchase price. 


The Leiman Polisher-Grinder, with 
3-in-1 Dust Collector system, keeps 
your air free from harmful dusts— 
and keeps on doing it. Machines are 
sturdily built to run free of vibration. 
They need little or no attention, run- 
ning for 15 years or longer with just 
occasional oiling or belt-tightening. 


Write for free detailed bulletin showing 
various models and prices. No obligation. 


LEIMAN BROS. jw 


171 Christie Street, Newark 5, N. J. 
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MODEL A. Needs only 2 x 4 foot floor space. Top produc- 
tion machine for all classes ot jewelry and small silver 
work. Accommodates two wheels or buffs up to 8”. Dust 
hoods, with electric light sockets. Available either with 
VY, H.P. 110 volt motor or 1 H.P., 220 volt motor. Two 
dust collecting cabinets permit separate collection of gold, 
platinum or other valuable dust for recovery. 











REFINING 








WASTES 


By C. M. Hoke 


for the Jeweler 


$6.°° 


Postpaid 





PRECIOUS METAL 


GOLD-SILVER-PLATINUM 


A Valuable Handbook 
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100 East 42nd St. New 





School— 


Remittance with Order John J. Bowman, 





Director 


York 17, N. Y. 





GOOD NEWS 
BOWMAN TECHNICAL SCHOOL! 


The long waiting-list to enter B.T.S. is now 
past; and you can set any date you wish, to 
begin your course. 


A very fine new book of facts about B.T:S. 
and its work: Your Future and Our School, 
tells how you can benefit supremely by a 
B.T.S, course, and will be mailed you, free: 
write for it. 


B.T.S. graduates easily pass any State Board 
examinations, or the Certified Master Watch- 
maker tests of H.I. of A. 


Highest authorities say B.T.S. is the best 
school. Courses approved for Korean P.L. 550 
and P.L, 894 veterans. 


Write for free book! Your Future and Our 


to BOWMAN TECHNICAL SCHOOL 
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Lancaster, Pa. 
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1847 Rogers Bros. Announces New Silverplate Pattern 
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Supported by the heaviest concentration of national advertising, merchandising and 
publicity in its 106-year history, a new and richly ornate Victorian design, "Heritage," will 
be introduced in mid-April by the 1847 Rogers Bros. division of The International Silver Co. 
To aid dealers, the company is making available several display units, among which is a 
moving mannequin display (above) for window and eye-catching counter showing. 





Parker Pen Dealer Kit 
Available to Dealers 
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A comprehensive dealer kit featuring 
colorful promotional material designed to 
sustain present high retail sales of the 
“21” pen line was announced by the 
Parker Pen Co. Free to _ franchised 
dealers, the material has a circus motif 
and is built around the company’s ten- 
day trial promotion. 





Anson Participates 
In NBC Television Show 


In addition to advertising during Feb- 
ruary on the Dave Garroway NBC “Today” 
program, Anson has obtained important 
participation in the “Greatest Man ‘on 
Earth” show which is being currently pro- 
duced in New York by Spotlight Promo- 
tions. This company has produced the “Big 
Payoff,” “Strike it Rich” and many other 
audience participation programs. | 

Every week five sets of Anson gold filled 
jewelry are given away and Anson is ob- 
taining the equivalent of two 30-second 
spots on each program. 
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Nine Pages in Post Spark 
Westinghouse Appliances 


Nine straight pages of appliance adver- 
tising in the March 7 issue of Saturday 
Evening Post highlights public introduc- 
tion of the company’s 1953 major appli- 
ances, it was reported by J. R. Clemens, 
advertising manager of the electric appli- 
ance division. 

Featured in the full color ads are the 
companys new two-door freezer-refriger- 
ator, electric dishwasher, laundry equip- 
ment and two electric housewares. To help 
distributors and retailers merchandise the 
impact of this heavy advertising concentra- 
tion, reprints of the special section are 
being made available for use in_ local 
promotion. 


Counter Easel Display 
Shows Craftsman Billfolds 








This counter-top easeled display of wood 
construction features six Craftsman billfolds. 
It is available through Craftsman distrib- 
utors. |. Smallman and Sons Co., Paterson, 
N. J., manufacture Craftsman billfolds. 














Axel Bros. Holds Retail 
Clinic for Company Salesmen 


Now in its second year, the Retail Sales 
Clinic held by Axel Bros., Long Islanq 
City, N. Y., provides an opportunity for 
retailers from various sections of the na. 
tion to discuss their problems with the 
men who sell goods to them. These meet. 
ings have been successful in providing 
salesmen of Axel Bros., manufacturers 
of the Columbia “Tru-Fit” diamond ring, 
with a positive approach to the retailer’s 
problems. 

Judd Savelle, a jeweler from Albany, 
Ga., addressed the retail sales clinic held 
in conjunction with the recent annual 
sales meeting of the company. He pre. 
sented a graphic picture of the problems 
jewelers face in promoting and display- 
ing diamonds. 


Small Space Ad Service 
Offered by Feature Lock 


Henry Peterson, president of Feature 
Ring Co., Inc., manufacturers of Feature 
Lock engagement and wedding rings, an- 
nounced that a new small space mat service 
is being distributed to dealers. 

“This mat service,” Mr. Peterson said, 
“is the answer to so many requests from 
jewelers who seek ways and means of 
meeting the rising cost of newspaper space 
as well as those looking to increase the 
effectiveness of their diamond ring pro- 
motion.” 





Feature Lock dealers are urged to be 
sure to obtain their copies and to select, 
without cost, as many mats as they will 
utilize. 





Sheaffer Offers New 
Snorkel Pen Ad Mats 


A series of 17 newspaper advertising 
mats featuring the new Snorkel fountain 
pen is being offered to dealers by the 
Sheaffer Pen Co. Echoing Sheaffer’s na- 
tional advertising themes, the mats stress 
the messproof and clean writing char- 
acteristics of the “no-dunk, no wipe” 
Snorkel pen. 

They range from one to three columns 
in width and 50 to 125 lines in depth. 
They are available free to Sheaffer dealers. 
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General Electric Optimistic 
About Radio and TV Sales 


General Electric expects to increase its 
1953 radio and television receiver sales 
about 35 per cent over those of last year, 
W. H. Sahloff, general manager of the 
company’s receiver department in Syra- 
cuse, N. Y., stated recently. 

Manufacturing and marketing plans 
are being made for the largest sales 
year in the history of the department. 
TV production, Mr. Sahloff noted, will 
be virtually doubled and better than nine 
million dollars will be spent by the re- 
ceiver department and its distributors in 
radio, TV, magazine and newspaper ad- 


vertising. 


New Cuff Link Back Added 
To Niash Refining Co. Line 


Entirely new in design and action with 
a rounded top is the “Cuffmaster” by 
Niash Refining Co., Inc., New York. 
Among the outstanding features of this 
cuff link back are a longer stem for 
easier soldering and a _ non-corrosive 
spring. 

The Cuffmaster is available in gold, 
silver, gold-filled, brass and other metals 
and can be ordered with a variety of 
base attachments for hard soldering, soft 
soldering and swivel joints. 


Motion Display Promotes 
Keepsake Diamond Rings 





Keepsake diamond rings are being 
dramatically promoted by this new dis- 
play now featured in franchised dealers’ 
windows. The showpiece consists of a 
doll bride in white satin gazing upon a 
revolving turntable of interlocking hearts. 

This and other window displays are 
among the many exclusive dealer sales 
aids created by the A. H. Pond Co., Inc., 
in support of Keepsake’s national adver- 
tising campaign in Life, Look, Esquire, 
Seventeen, Charm, Glamour, Mademoiselle, 
etc, 


Plastic Accessories Added 
To Cory's Coffee Brewer 


Cory Corp., manufacturers of Cory, 
Fresh’nd-Aire and Nicro table appliances, 
has announced plans for adding standard 
Cory plastic accessory items to its Model 
EAB automatic coffee brewer. Previously 
this model had been shipped to the trade 
minus the plastic safety stand for upper 
bowl and plastic coffee measure. 
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‘53 Jewelers Promotion Calendar Design by Simons-Michelson 
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One of the most original advertising 
ideas in the jewelry business has been 
created and published by Simons-Michel- 
son Co., Detroit. It is a Jewelers Promo- 
tion Calendar sponsored by the Bulova 
Watch Co., 1847 Rogers Bros., Parker 
Pen Co., and Remington Rand, and 
mailed with their compliments to 6,777 
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jewelers throughout America. 


An _ attractive 12-page spiral bound 
booklet, it features under each month’s 
calendar page specific promotional ideas, 
advertising suggestions, window trimming 
design ideas and merchandising tips. 
There is a choice of themes and monthly 
tie-in events. 





Whitaker's Religious Catalog 
Ready for Distribution 


F. Whitaker Co.’s religious articles cata- 
log is off the press and jewelers are re- 
quested to send in their orders now. The 
catalog will be sent free of charge along 
with keystone price list and Whitaker’s 
booklet, “Dictionary of terms frequently 
used in the manufacture of religious ar- 
ticles in metal.” Send requests to: F. 
Whitaker Co., Dept. F, 50 Aleppo St., 
Providence 9, R. I. 


Benrus Sales Meeting 
Gets Tips from TV Star 





Sid Caesar, star of the Benrus sponsored 
television program, “Show of Shows,” dis- 
cusses demonstration techniques with Ben- 
jamin, Ralph and Oscar Lazrus, officers of 
the Benrus Watch Co. The occasion was 
the annual sales meeting of the watch com- 
pany, held this year at the Stork Club in 
New York. 





Florentine Dagger Lighter 
Cited for Design Versatility 





Max Hess, Jr., left, donor of the Hess 
Brothers Versatility in Design awards, pre- 
sents the Open Class Award to Milton 
Dammann, chairman of the board of Ameri- 
can Safety Razor Corp. The A.S.R. Ascot 
Florentine Dagger lighter, which was de- 
signed by George Treiss, has received wide 
acclaim during the past few months. 


G. E.'s Utica Plant 
To Be Modernized 


A $400,000 modernization program has 
been launched by the General Electric 
Co. at its Bleeker St. plant in Utica, 
N. Y., according to plant manager Frank 
Greene, Jr. The program will involve 
the installation of machinery to be used 
in the manufacture of Polystyrene cab- 
inets for clock radios and table model 
radios. 
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Speidel Announces 
Stock Control Plan 








As a result of coast-to-coast tests in 


which jewelers tripled their watchband 
sales with one-third the inventory, Speidel 
Corp. is offering jewelers a_ pre-tested 
Stock Control Plan. 

Speidel’s “Magic Box” is the key to this 
plan. It is a modern-design cabinet that 
takes up no more counter space than a 
business letterhead. Jewelers get the “Mag- 
ic Box” free when they purchase the 36 
assorted watchbands it contains. The unit 
has six sliding trays with six watchbands 
to each tray. 

Speidel has arranged three stock control 
plans to fit the needs of all jewelry stores 
—small, medium and large. 


Arvin Industries Opens 
New Demonstration Center 


The home economics department of Ar- 
vin Industries, Inc., is starting off the ‘new 
year with a new demonstration and work 
center, according to Gordon T. Ritter, di- 
rector of sales of the electric housewares 
division. Located on the ground floor ot 
Arvin’s administrative building in Colum- 
bus, Indiana, the new home economics cen- 
ter will be devoted to experimental and 
testing work and cooking and food prepara- 
tion demonstrations for visiting groups. 


"5-in-1° Window Display 
Shows Medana Watches 


The new Medana “5-in-1” deluxe window 
display introduces a special merchandising 
promotion planned by Louis Aisenstein & 
Bros., Inc., distributors. This permanent 
display unit is adaptable to five different 
month-by-month watch promotion inserts 
made to slide easily into center frame 
section of the display. 
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In addition, newspaper mats of the 
“5-in-1” window promotions also are avail- 
able to Medana dealers. 
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New Advertising Theme 
Adopted by Swank 


A new approach to the advertising and 
sales promotion themes used in the men’s 
jewelry industry was revealed recently at 
the semi-annual sales meeting of Swank, 
Inc., by Tom Press, vice president and 
general sales manager. 

Adopting the theme “Swank Makes the 
Difference,” Mr. Press said that “Swank 
will use the biggest spring advertising ap- 
propriation in its history to sell the impor- 
tant part Swank plays in helping a man 
to look his best.” 

An extensive, continuing national ad- 
vertising program will feature Swank 
jewelry and leather accessories in Life, 
Look. Saturday Evening Post, Esquire, and 
the New Yorker. 


New Type Adding Machine 
Introduced by N.C.R. 


A completely new adding machine, in 
which all the keys are electrified, was 
demonstrated recently by The National 
Cash Register Co. of Dayton, O. With 
each individual key acting as its own 
motor bar, the “Live Keyboard” machine 
eliminates automatically at least 25 per 
cent of the hand motions required of 
the operator on all adding machines now 
on the market. 





Drummond F. Gaines, head of the add- 
ing machine sales division, declared: 
“With the tremendous amount of paper 
work and records facing current day 
business operations, including banks and 
all commercial, industrial and _ govern- 
mental undertakings, we consider this 


new ‘Live Keyboard’ as one of the most 


significant improvements in adding ma- 


chines in the past 65 years.” 


Sheaffer Pen Company 
Declares Extra Dividend 


Directors of the W. A. Sheaffer Pen 
Co. recently declared a regular quarterly 
dividend of 30 cents on the common 


stock, and an extra dividend of 30 cents, 
payable Feb. 26 to stockholders of record 
Feb. 16. 











Dealer Display Program 
Discussed by Gruen Salesmen 





At a recent sales meeting in Cincinnati, 
Gruen saies representatives from the mid. 
west and southern states are shown above 
with Gruen advertising director Henry 
Dorff following his announcement of 
Gruen’s new, expanded dealer display 
program. 

Left to right, front row, Robert Herr. 
mann, Melvin Harris, Jules Reichgott and 
Henry Dorff; second row, I. William 
Plafson, Harry Schwettman, “Doc” Haerr 
and Pat Patterson. 


Plastic Jewelry Tray 
Introduced by Atlantic 


A crystal-clear plastic jewelry tray for 
displaying all types of jewelry has been 
introduced by the Atlantic Plastics Co. 
The #17 tray, made of clear, heavy duty 
plastic, features a removable inner pad in 
black, maroon, or gray velvet. The tray was 
created to help retailers display, merchan- 
dise, and sell all types of jewelry most 
effectively. 

Complete details of price, dimensions, 
shipping, etc., may be obtained by writing 
the Atlantic Plastics Co., 585 Boylston St. 
Boston 16, Mass. 





New Window Displays 
Brought Out by Dason 


Six new window displays, some holding 
two ring boxes and some three, all in gold 
color wrought metal complete with modern 
wood trim and fitted with multi-colored 
display cards, are being distributed to 
customers by Davidson & Sons Jewelry Co., 


Inc., N. Y. 




































“These are the most beautiful displays 
we’ve brought out yet,” said Henry David- 
son, president and founder of the 59-year 
old firm, “and they require an amazingly 
small amount of space.” 
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Gift Storage Chest Offered 
with Imperial Stainless 





Imperial Knife Associated Companies, 
Inc. announce a new gift item for “Stain- 
less by Imperial” tableware—an attractive, 
blond wood storage chest. Designed in a 
modern motif, the chest has an interior 
lining of deep royal blue and satiny egg 
shell color tones. It comes packed with 
50 or 75 pieces. 

Retail price for the 75-piece chest, 
$59.95; for the 50-piece chest, $49.95. For 
further information, write to Imperial 
Knife Associated Companies, Inc., 1776 
Broadway, New York 19, N. Y. 


—_—— ee ee 


Whiting Sales Meeting 
Held in Meriden, Conn. 


The 1953 sales meeting of the Frank 
M. Whiting and Co. and W. & S. 
Blackinton Co. convened recently in Mer- 
iden, Conn. President I. A. Lipman ex- 
pressed the thought and keynote of the 
meeting that in 1953 more attractive, 
dynamic and saleable merchandise is be- 
ing presented by the Frank M. Whiting 
Co. sales force than at any time in its 
history. 


Plastic Watchband Tray 
Introduced by Foster 


Foster Metal Products, Inc., Attleboro, 
Mass., is introducing a new plastic tray 
for either window display or counter mer- 
chandising purpose. The feature of the 
cream colored tray is the center panel, into 
which colorful inserts can be slipped in a 
matter of seconds. Seven inserts are pro- 
vided in an envelope attached to the back 
of each tray. 
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There is an insert for each of the big 
Promotional days during the year, plus 
special inserts that enable a retailer to 
feature either all men’s or all ladies’ bands, 
or both. 
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Cookbook Given Free 
With Each Osterizer 


A best-seller cookbook containing more 
than 500 recipes and written by one of 
the nation’s outstanding food editors will 
be given away, free of charge, with each 
purchase of an Osterizer liquefier-blender. 
“Mary Meade’s Magic Recipes for the 
Electric Blender,” written by Ruth Ellen 
Church, home economics editor of the 
Chicago Tribune, is the premium gift for 
Osterizer buyers. 

The book is published by Bobbs-Merrill 
Co., Inc., and is regularly sold at all book- 
stores for $3. 


Landers, Frary & Clark 
Announce ‘53 Program 


Stanley G. Fisher, sales manager of the 
electric housewares. division, Landers, 
Frary & Clark, outlined that division’s 
plans for 1953. Mr. Fisher stated, “Our 
merchandising program for the first part 
of 1953 is designed to accomplish two 
things: first to provide a way for dealers 
to restock their electric housewares shelves 
following the Christmas sell-out and second, 
to provide dealers with strong merchandis- 
ing ideas to help move these goods during 
the spring of the year.” 





Above, Universal’s “Hostess Display” 
merchandiser featured as an island or 
counter or window display. Designed as 
a tea wagon in a spring motif, it displays 
a fast moving assortment of Universal elec- 
tric housewares. 


Modern Chicago Plant 
Opened by Dormeyer 


A feature of the 1953 Housewares Show 
in Chicago was the official opening of 
Dormeyer’s new plant. Steadily increasing 
sales, plus the addition of new products 
to the Dormeyer line, made the move to 
new and larger quarters essential. The 
building was completely remodeled to 
Dormeyer’s specifications, and a_ large 
wing was added to accommodate ultra- 
modern shipping facilities. 

Dormeyer’s new quarters are the focal 
point of the company’s operations. Execu- 
tive offices, central service department, 
final assembly and shipping are now all 
under one roof. This new consolidation is 
expected to increase production and speed 
delivery to Dormeyer customers. 





Fostoria Display Designed 
For Coordinated Sales 





Designed for tie-in sales of silver, china 
and crystal, Fostoria is offering this dis- 
play unit to retailers. The display is a 
permanent fixture made of stainless steel 
wires mounted in hardwood. The cork 
platform has a base of tempered Masonite. 

The interest of this Fostoria display 
can be renewed by changing the patterns 
shown. The dealer’s cost is $3.75 each, 
three for $10. 


‘Butterfly’ Ribbon Ideal 
For Spring Gift-Wrapping 

Charmingly combining tinted butterflies 
and colored blossoms on vibrant  back- 
grounds of rich pink, blue, yellow, nile 
and white, Taffel Bros. has created an 
unusual ribbon in “Butterfly.” According 
to George A. Taffel, the new ribbon should 
be ideal for spring and summer gift- 
wrapping. 

“Butterfly” comes in 1144”, 2°%4” and 
4%" widths. Priced at $2.75, $5.25 and 
$7.50 respectively, per 50 yard bolt, it is 
available from Taffel Bros., Inc., 95 Madi- 
son Ave., New York 16, N. Y. 





Philippine U.N. Delegate 
Presented Cyma Watch 


Commemorating his service as permanent 
delegate to the United Nations and in 
recognition of his accomplishments as a 
soldier, Pulitzer Prize winning author and 
lecturer, Carlos P. Romulo, recently re- 
ceived the Cyma Watch Honor Award. 





Shown above, Jerome T. Agate, president 
of Cyma Watch Co., Carlos Romulo, and 
Jules Alberti, special representative of 
Cyma Watch Co. 
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News of Personnel 





— 








Fred S. Tuerk, sales manager for 
Hamilton Beach Co. Division Scovill Mfg. 
Co. for the past 23 years, retired Feb- 
ruary 1. He is succeeded by Ralph 
Zenner who has been with Hamilton 
Beach sales organization for 25 years. 





RALPH ZENNER 


Hamilton Beach 


PHILIP HULL 


Parker Pen 


Bruce M. Jeffris, president of the 
Parker Pen Co., announced the appoint- 
ment of Philip Hull to the post of di- 
rector of manufacturing. He _ succeeds 
Willis Rabbe, vice president in charge 
of manufacturing, who resigned effective 
in mid-March. 


Ronson Art Metal Works, Inc., has ex- 
panded the company’s sales force with 
the appointment of four new sales rep- 
resentatives, it was announced recently 
by John F. Des Reis, vice president of 
sales. They are: George W. Hill, field 
sales manager; James R. Boylan, rep- 
resentative for Oklahoma and Texas; Ray 
B. Williams, representative for Tennes- 
see, Alabama and portions of Georgia; 
and Jack J. Simons in upper New York 
State. Mr. Hill will have field supervi- 
sion of all Ronson sales operations. 


David Sarkin, Inc., New York City, 


announces the appointment of Alvin 
Goodman as its representative to cover 





LEONARD GREENHUT 
David Sarkin 


ALVIN GOODMAN 
David Sarkin 


the territory comprised of Virginia, North 
Carolina, South Carolina, Tennessee, Ken- 
tucky and West Virginia. In addition, 
Leonard Greenhut, formerly representa- 
tive in the Southeast, will cover Michigan, 
Indiana and western Ohio. 
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Ollendorff Watch Co.. Inc., manufac- 
urers of Gotham watches, has announced 
the appointment of Mel Cohen and 
Rudolph Linder to the sales department. 
Mr. Cohen is covering accounts in the 
sreater New York area and Mr. Linder 
is covering the New England states. 


-_ — 


Robert A. Koff has been named mid- 
western representative with offices in Chi- 
cago for Charles Rothman Co. Inc., and 
Goldstein-Poland Co., Providence, R. I. 
The companies also announced the ap- 
pointment of Leonard Meyers as South- 
ern and New York State representative. 


-_ 
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THOMAS FRAWLEY 
Remington Rand 


ROBERT KOFF 
Rothman Co. 


Thomas F. Frawley, Jr., has been 
named sales manager of the methods de- 
partment, for retail, wholesale and distri- 
butors, Remington Rand Inc., it has been 
announced by M. H. Simmonds, admin- 
istrative sales manager. 


———_— 


J. H. ROBERTS 





Waring 
J. P. MclIlhenny, vice president in 
charge of saies for Waring Products 


Corp., a subsidiary of Claude Neon, Inc., 
has announced the appointment of J. H. 
Roberts as regional sales manager for 
the Midwest area and Canada with head- 
quarters in Chicago, III. 





— 


Hugh C. Green of Webster Grove, 
Mo., has been appointed Southern district 
sales manager for the W. A. Sheaffer Pen 
Co. Mr. Green succeeds Clyde Everett 
who was recently made sales manager 
of the W. A. Shaeffer Pen Co. of Canada, 
Ltd. 




















| 
Jules Hochman, vice president in Charge 
of sales of the Flex-Let Corp., has ap. 
nounced the addition of S. Bud Schneider 
to the company’s sales force. Mr, 
Schneider will cover southern Illinois 
part of Missouri, and Arkansas, while 
maintaining headquarters in St. Louis. 
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S. BUD SCHNEIDER 
/ 





LEONARD NAURISON 


Flex-Let odiac 


Leonard S. Naurison has been ap. 
pointed advertising manager of the Zodiac 
Watch Agency, New York. Mr. Naurison, 
formerly account executive for Zodiac, 
has had long experience in advertising 
and public relations. 


The Gerwe Brown Co., Cincinnati, Ohio, 
has made additions to its sales staff. Jack 
Gearding, noted football player, will 
cover local accounts; Bill Bertke and 
Frank Duffey will cover the state of 
Ohio. 


—--— 


Malcolm A. Colton has been ap- 
pointed Pacific Coast representative for 
Tissot watches, according to Julian R. 
Holzer, president of the Holzer Watch 
Co.. Inc. Mr. Colton will represent Tissot 
in California, Oregon, Washington, Neva- 
da and Arizona. 





% 


MALCOLM COLTON 


Tissot 


ROBERT SHORT 
Remington Ran 


Robert D. Short, St. Louis branch 
sales manager for the electric shaver divi- 
sion of Remington Rand Inc., has been 
promoted to Eastern division sales mat 
ager with headquarters in New York, it 
has been announced by Al Barioni, Rem: 
ington Shaver sales manager. 
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Associate Jewelers Ratify 
New Union Contract 


Sixty-eight representatives of member 
rms attended the annual dinner-meeting 
of the Associate Jewelers, Inc., which was 
held on the evening of February 10 at 
the Gotham Hotel, New York. The as- 
sociation 1s composed of manufacturers 
of gold and platinum jewelry in the 
metropolitan New York area. 

Herman Ostrin, outgoing president, ren- 
dered his report on the activities of the 
association during 1952, including nego- 
tiations of a labor contract that became 
effective on February 1. Also touched 
upon in his report were the association’s 
activities for and on behalf of the in- 
dustry with governmental authorities and 
the adjustment of all labor disputes and 
controversies between members of the as- 
sociation and the union. 





Henry Peterson (right) presents a bronze 

plaque to Herman Ostrin, outgoing presi- 

dent of Associate Jewelers, as an expres- 

sion of appreciation for his distinguished 

services on behalf of the association during 
the past decade. 


Mr. Ostrin, as chairman of the labor 
committee, reported that the committee 
had completed negotiations for a new 
two-year contract to commence February 
1, 1953, which provided as follows: 


1. A general increase of ten cents per 
hour to all employees. 


2. Increase in minimum rates of 15 


cents per hour. 

3. Establishment of pension fund at the 
rate of three cents per hour to be paid by 
the employers. 

4. One additional holiday with pay. 


5». Increased vacation schedule. 


It was estimated that the entire pack- 
age would increase the manufacturer’s 
labor cost approximately 1714 cents per 
hour. Even though the contract re- 
sulted in substantial wage increases for 
the workers in the industry, it insured 
successful labor and management rela- 
tions for another two-year period. In 
addition to Mr. Ostrin, the labor com- 
mittee of the association consisted of 
Philip Skalet (Skalet Mfg. Co., Inc.) ; 
Henry Peterson (Feature Ring Co., Inc.) ; 
Jules Gerson (Goldstein-Gerson Co.) ; 
Jacques Japka (La France Jewelry 
Shop); Louis Flyer (Flyer Bros.), and 
Ben Ross (Ross Watch Case Corp.). 

The membership ratified the proposed 
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contract and authorized the president to 
sign it on behalf of the association. 

Philip Skalet, newly-elected president 
of the association, commended Tobias N. 
Berger, executive director, on his suc- 
cess in bringing all labor and manage- 
ment problems to an amicable conclu- 
sion. It was pointed out that throughout 
the entire year of 1952 although several 
controversies had arisen between labor 
and management, Mr. Berger had been 
successful in adjusting these disputes 
amicably and to the satisfaction of man- 
agement and labor. 

In addition to Mr. Skalet, other officers 
elected were: First Vice President, Jules 
Gerson (Goldstein-Gerson Co.), Second 
Vice President, Julian Baden (Baden & 
Foss, Inc.); Secretary, Ben Ross (Ross 
Watch Case Corp.); Treasurer, Louis 
Flyer (Flyer Bros.), and Executive Di- 
rector, Tobias N. Berger. 


~_—- —- 


NJA Directors Meet, 
Plan Program for 53 


When directors of the National Jew- 
elers Association met in New York on 
January 26, excise taxes, fair trade, and 
trade diversion in all its ramifications 
were considered with a view to finding 
ways to deal with these trade problems. 


It was agreed that excise-tax activities 
should be carried on by an independent 
movement representing all divisions of 
the jewelry industry, but the planning 
and the execution of a tax program should 
be under the direction of retailers. Three 














of the association’s past presidents—Leo 
Weisfield, Fred B. Dreifus and H. A. 
Goldberg—were selected to represent the 
NJA on a tax committee already in the 


process of formation. Alternates for the 
three regular representatives are Seymour 
Greenberg, H. M. Abelson and Jay C. 
Lighterman. 

Fair trade and trade diversion need 
constructive handling to avoid unneces- 
sary harm to the jewelry business, the 
directors agreed. The different elements 
of the trade—retailing, wholesaling and 
manufacturing — have their respective 
problems and existing unsatisfactory con- 
ditions, it is said, cannot be improved 
without greater understanding of the is- 
sues involved. 

The directors approved plans for the 
expansion of the NJA’s 1953 program of 
activities. The current statistical project, 
now in its sixth year, will be enlarged 
and streamlined. The aim will be to 
provide timely data on jewelry-store sales 
and operating expense to serve as yard- 
sticks for measuring individual store oper- 
ations. The F. B. Todd & Co. forecasts 
on jewelry business will be continued 
with changes that will make them even 
more useful to association members, es- 
pecially in showing business trends. 

The statistical project also will include 
a study of carrying charges. The survey 
will be made by Isaac Benwitt, certified 
public accountant and an authority on 
instalment business. It will present the 
advantages and disadvantages of making 
finance charges for instalment credit. It 
will be the first study of the kind ever 
undertaken for instalment jewelry busi- 
ness. 





JEWELERS COMPLETE JEWELRY MERCHANDISING COURSE 





The eighth group of jewelers who took the Joseph Bulova School of Watchmaking and the 
New York University School of Retailing course in jewelry store management and merchan- 
dising posed for this photograph following their graduation on January 30. 


Eighteen jewelers who have been at- 
tending the Joseph Bulova School of 
Watchmaking and the New York Univer- 
sity School of Retailing course in jewelry 
store management and_ merchandising 
graduated on January 30. 

The program consisted of 12 days’ in- 
tense and comprehensive instruction per- 
taining to the successful operation of the 
modern jewelry store. The course included 
detailed study of buying and merchan- 
dising, advertising and sales promotion, 
selling and merchandise information, op- 
erating systems and practices, credit man- 








agement and personnel, and establishing 
store policies and customer relations for 
the jewelry store. 

A special essay contest was offered to 
the students who attended the July, 1952, 
session of the jewelry store management 
and merchandising course. A large ma- 
jority of the group participated in the 
contest entitled, “The Meaning and Sig- 
nificance of the Term, ‘Luxury.’” A board 
of judges reviewed essays and awarded 
first prize of $500 to Karl E. Wagner of 
E. Wagner & Son, Cincinnati, Ohio, for 
his outstanding essay. 
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Special Notices 


“Situation Wanted”—Regular type only $1.50 
Grst 25 words; additional words, 10 cents per 
word. Heavy type $6.00; additional words 25 
cents per word. 

“Help Wanted”—*“Lines Wanted” and “Side 
Lines”’—regular type $3.00 first 25 words. Ad- 
ditional words 15 cents per word. Heavy type 
$6.00 first 25 words; additional words 25 cents 
per word. 

All other headings—regular type $6.00 first 
23 words; additional words 25 cents per word. 
Heavy type $10.00 first 25 words; additional 
words 30 cents per word. 

Name, address, initials and abbreviations 
eount as words and are charged for as part of 
the advertisement. If answers are to be for- 
warded, 20 cents extra to cover postage must 
be enclosed. Remittance with order. 


Not subject to agency commission. 

Advertising matter addressed to classified ad- 
vertisers will not be delivered. 

Special notice forms close 10th of the pre- 
eeding month. 

To avoid umnecessary correspondence men- 
tion your location in the advertisement. 

All answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 

In answering ads, do not enclose original 
letters of rec endati 





Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17 








Situations Wanted 








PACKAGING salesman. Address “V., 


1652,” care J C-K. 





PAWNBROKERW’ salesman; top flight. 
Address “D., 1531,” care J C-K. 





A-1 watchmaker and engraver, 30 years’ 
So Address “K., 1691,” care 
-IX. 





SUPERB salesman seeks lucrative con- 
nection with prominent credit jewelers. 
Address “T., 1651,” care J C-K. 





JEWELRY repairer and engraver, long 
experience; best references. Address 
“R., 1670,” care J C-K. 





WATCHMAKER, first class, wants posi- 
tion in Southern State; Florida pre- 
ferred. O. B. Freed, R. #1, Box 18, 
Clarksdale, Miss. 





YOUNG woman, matured, capable in any 
department, at present employed in 
Louisiana, would prefer work in Louisi- 
ana. Address “T., 1563,” care J C-K. 





WATCHMAKER, experienced in fine work, 
reliable, wishes position in New York 
City or vicinity: full or part time. Ad- 
dress “B., 1627,” care J C-K. 





A-1 jeweler and diamond setter, 30 years’ 
experience at the bench, desires perma- 
nent position in a first class retail store. 
Address “N., 1612,” care J C-K. 





STONE setter, 20 years’ experience, de- 
sires plant position on hammered-in, 
burnished-in and point; class rings pre- 
ferred. John McMullen, 287 Washing- 
ton Ave., Providence, R. I. 





BOOKKEEPER-expert, credits, collec- 
tions, correspondence, exceptionally ca- 
pable: top references. Address “K., 

351,” care J C-K. 





SALESMAN, available reputable store; 
enviable experience diamonds, watches, 
sterling, china, etc.; age 47; best refer- 
ence. Address “Y., 1483,” care J C-K. 


DESIGNER; bring your line up to date 
with new designs that sparkle; experi- 
enced, capable artist; designs for your 
particular need. Address “A., 1630,” 
care J C-K 





YOUNG man, salesman, 31, presently em- 
ployed New York retail, desires better 
opportunities; will consider outside 
selling; best references. Address “V., 
1679,” care J C-K. 





SALESMAN; seeks new position; family 
man; 10 years’ thorough experience in 
every phase of retail jewelry business ; 
guaranteed results. Address “K., 1607,” 
care J C-K. 





YOUNG woman, experienced with dia- 
mond ring manufacturers and jobbers; 
full charge, orders, repairs, gold office ; 
good at figures, etc. Address ‘“‘R., 1647,” 
care J C-K. 





SALESMAN; ambitious man, married ; 
wholesale - retail experience; desires 
permanent position; willing to travel; 
student of The Gemological Institute of 
America. Address “J., 1664,” care J C-K. 





SILVER merchandise man, 20 years’ ex- 
perience, seeking permanent connection 
as department manager, manufacturers’ 
representative, or salesman. Address 
“J., 1605,” care J C-K. 





WATCHMAKER, chronographs, clock and 
jewelry repairman, salesman, 20 years’ 
experience; B.T.S. graduate; honest, 
sober and reliable; permanent employ- 
ment. Address “C., 1620,’’ care J C-K. 





BUYER-MANAGER, thoroughly experi- 
enced in all phases of credit jewelry 
business; now employed by a chain or- 
ganization in the above capacity. Ad- 
dress “G., 1578,” care J C-K. 





WATCHMAKER, first class, seven years’ 
experience, fine work, close timing ; con- 
genial, prefers Mid-West location; full 
particulars upon request. George Wood- 
ward, 409 N. Buchanan St., Marion, Ill. 





WATCH and diamond salesman, for re- 
tail store, assist with watch repairs; 
middle age, neat and well qualified ; 
Denver or vicinity; details in first let- 
ter. Address ‘“G., 1582,” care J C-K. 





WATCHMAKER;; fine accurate workman, 
with 30 years of experience, who times 
closely, is seeking position with estab- 
are concern. Address “C., 1035,” care 





SALESMAN, 27, married; four and one- 
half years’ wholesale experience dia- 
monds and precious stones; presently 
employed; willing to travel; excellent 
ee Address “G., 1637,” care 





TOP retail salesman; a competent and 
thoroughly experienced diamond man to 
take complete charge of a fine diamond 
jewelry department, suitable for out- 
standing jeweler. Address “L., 1641,” 
care J C-K. 





MANUFACTURING jeweler, model maker, 
caster, creator of original designs of 
platinum and gold, over 30 years; ex- 
cellent reference furnished; Los An- 
wx only. Address “M., 1611,” care 





INSIDE man for diamond ring manufac- 
turer: eight years’ experience buying, 
assorting and mounting of all types 
ladies’ and gent’s rings; want something 
irs future. Address “D., 1659,” care 








SALESMAN, 39, ambitious, experience in 
all phases retail jewelry store opera- 
tion; can do windows and trimming; 
looking for good opportunity for future; 
New York or vicinity. Address “B., 
1658,” care J C-K. 








IXPERIENCED salesman, seeks Positi 
with aggressive retail jeweler Metro. 
politan area; thorough background in 
Selling, buying, window trimming, r 
pairs, credit; family man; executive 
ability. Address “H., 1663,” care J Gye 





Sr 


MANAGER-salesman, 25 years’ experj 
ence in installment jewelry business. 
thorough knowledge of credits, collec’ 
tions, display; good worker, top sales. 
man; locate anywhere. Address Wg 
1674,” care J C-K. ” 





a 


DIAMOND salesman, buyer, assorter, at 
present partner in selection fancy bysgj- 
ness, seeks position with loose goods 
house ; available March 1; single; com. 
petent; references furnished. Address 
“A., 1617,” care J C-K. 








LEADERSHIP; prolific sales executive: 
brilliant background independent, chain 
leased departments; seeks challenging 
offer top ambitious retail organization 
determined increase business; Califor. 
nia. Address “C., 1632,” care J C-K. 








MANAGER-salesman presently employed, 
available May 1; complete knowledge 
retail credit operations, including mer. 
chandising, advertising and promotions: 
salary and incentive; will relocate. Ad. 
dress “F., 1549,” care J C-K. 








PAWNBROKER-manager-buyer 20 years’ 
experience, 37 years old, college gradu- 
ate (night), seeking interesting propo- 
sition, preferably profit sharing; can 
set up new store. Address “C., 1536,” 
care J C-K. 








DESIGNER; quality background, experi- 
enced, desires permanent connection 
with real or costume firm; sample, fac- 
tory experience, know sources, also do 
seasonal lines. Contact, Miss Cyril, 2001 
University Ave., N. Y. 53. LU 3-6693, 








YOUNG, diamond assorter; excellent 
background and references; one year 
college ; valuable man for an active con- 
cern; intelligent, responsible, person- 
able; presently employed, desires change 
offering future. Address “E., 1660,” 
care J C-K. 





IF you need a retail jewelry salesman 
with productive ideas, energetic, a real 
sales builder, fine appearance and will 
pay $6500 annually, then I am your man 
and will prove it conclusively; Metro- 
politan New York or New Jersey. Ad- 
dress “W., 1653,” care J C-K. 





BOOKKEEPER, F. C., typist, taxes, ex- 
tensive experience in precious stone and 
diamond business; seven years last po- 
sition ; efficient, responsible, personable; 
A-1l references; prefer one or two girl 
office; salary $60. Address “C., 1592,” 
care J C-K. 





WATCHMAKER, single, German and 
Swiss trained, 10 years’ experience, also 
do jewelry repair and diamond setting, 
knowledge of photography business, 
presently employed, desirous of making 
a change; prefer Western States. Ad- 
dress “B., 1590,” care J C-K. 


BOOKKEEPING - accountant; extensive 
heavy experience in jewelry line, ac- 
customed to the handling of every phase 
of office routine, expert experience in 
production and costs; outstanding rec- 
ord: seeking responsible position. Ad- 
dress “A., 1656,’”’ care J C-K. 











HONEST, reliable watchmaker, 30 years’ 
experience with Swiss and American 
watches, wishes employment with es- 
tablished concern; New York, vicinity 
or anywhere. C. Lieberman, care Am- 
let Watch Co., 9th Floor, 116 Nassau 
St., New York, N. Y. 


—,, 








EXPERIENCED man, managers abil- 
ity, desires store position; seven 
years’ experience in credit operation, 
thoroughly trained in all phases; 
excellent salesman, gemology; age 
35; married; prefer South, Address 
“P., 1633,” care J C-K. 


—_ 
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SITUATIONS WANTED—Continued 





IBROKER, 25 years’ extensive ex- 
get tre in New York City ; full knowl- 
edge all phases ol pawnbroking, jew- 
elry, diamonds, furs, clothing, Cameras, 
etc.; experienced in taking complete 
charge of store and personnel; refer- 
ences of highest type. Address “S., 
1562," care J C-K. 








MANAGER, desires change, aggressive, 
under 40; over 21 years retail jewelry 
experience; presently employed execut- 
ive position New_York jewelry chain; 
complete knowledge buying, merchan- 
dising, promotion, credit; will re-locate 
if proposition meets with my approval. 
Address “P., 1669,” care J C-K. 








MANAGER, age 46, 25 years’ experience 
credit jewelry business, seeking per- 
manent connection with reliable firm 
who can use man with complete knowl- 
edge ot every phase of the credit busi- 
ness; presently employed; Southern 
California preferred. Address “H.,, 
1690,” care J C-K. 





———— 


MANUFACTURERS; over 30 years’ 
thorough experience as foreman, 
supervisor, model maker, caster, 
creator of original designs of plat- 
inum and gold jewelry; capable of 
handling numbers of men; excellent 
reference furnished; U. S. only. Ad- 
dress “L., 1610,” care J C-K. 








GENTLEMAN, veteran, desires retail 
store cash diamond jewelry selling, or 
similar position, where my 35 years of 
practical diamond cutting experience 
will prove valuable and where possi- 
bility exists for a lifetime connection ; 
salary or commission; open to any 
honorable proposition, anywhere in 
U.S.A. Address “K., 1689,’ care J C-K. 





WATCHMAKER, good producer, sales- 
man; long experience railroad and 
other watches, accurate timing; have 
Watchmaster, Marshall Material Sys- 
tems, BB crystals, etc., if needed; per- 
centage or concession; prefer Western 
Virginia or nearby location. Sterling 
er Box 1346, Reidsville, N. C. Phone 





TOPFLIGHT diamond buyer, many years 
experience in all phases of the industry, 
thorough knowledge of the diamond 
market, excellent connections, presently 
holding top position with major con- 
cern and personally handling tremen- 
dous volume, would be interested in a 
change; young, married, reliable, with 
excellent references. Address “V., 1677,” 
care J C-K 








CAPABLE, retail manager and salesman, 
presently employed; 35 years old, mar- 
ried, with family, seeking permanent 
position in jewelry field with future; 
G.I.A. graduate gemologist, graduate of 
salesmanship, advertising, retailing 
courses, experienced buying and selling 
diamonds; personable and_ willing; 
800d appearance; excellent references; 
Northern New Jersey or New York. 
Address “M., 1667,” care J C-K. 


(eee 





$10,000 to invest, plus services, by top 
manager, age 38, with enviable record 
in all phases of credit jewelry store op- 
eration; 20 years’ experience, 15 as 
manager; past 10 years outstandingly 
successful with one of the largest 
chains; have worked diligently and 
produced business and profits for em- 
ployers; will be even more productive 
with own investment; seeking as part- 
ner successful jeweler to assist with or- 
ganization and financing of new venture 
or to purchase all or part of going 
business; individual store owners with 
ideas of chain expansion, this is your 
opportunity to start; details about 
background and references on request. 
Address “J., 1692,” care J C-K. 











Lines Wanted 





WANTED, side line in jewelry boxes and 
cases, to be sold to West Coast retail 
jewelers, on commission basis. Address 
“A., 1682,” care J C-K. 





TOP grade diamond mountings, preferably 
die struck, also hy-grade Swiss watch 
line, $71.50 and up; Middle West terri- 
tory. Bb. W. Dukes, Huron, S. Dak. 





WANTED; religious medals in sterling, 
14K and marcasite, also sterling neck 
chains, on jobbing basis; have extensive 
outlets. Address “B., 1572,’’ care J C-K. 





EXPERIENCED salesman with following, 
Chicago and Midwest, wants manufac- 
turer’s line for wholesalers and large 
outlets. Address Circular 265, 1415 Hey- 
worth Bldg., Chicago 2. 





PUERTO RICO sales representative, ex- 
perienced, established in Puerto Rico, 
interested in first class lines on com- 
_—— basis. Apartado 1323, Ponce, 





SALESMAN, Texas resident, seeks to rep- 
resent major watch company; guaran- 
tee top results and thorough, consistent 
coverage Southwestern States. Address 
P. O. Box 2637, Dallas, Texas. 





WEST Coast wholesaler, seeks attractive 
lines or items that can be sold profitably 
to the better retail jewelry stores; can 
handle on jobber or commission basis. 
Address “W., 1681,” care J C-K. 





WEST Coast salesman, established over 
20 years, desires fine line of jewelry, 
genuine stones, or good ring line; com- 
mission basis; finest references. Ad- 
dress “W., 1435,” care J C-K. 





NEW ENGLAND manufacturer’s repre- 
sentative with strong following, carry- 
ing sterling hollowware line, desirous 
of two additional strong lines for jew- 
elry, gift and department stores. Ad- 
dress “‘K., 1613,” care J C-K 





TOP man desires unusual diamond 
line for the West Coast; best ref- 
erence, college graduate, with very 
presentable office; will be in New 
York in April. Address “F., 1601,” 
care J C-K. 





MANUFACTURER'S representative, with 
following, traveling Midwest territory, 
calling on jobbers, material and pre- 
mium houses, desires complete low 
priced Swiss watch and movement line, 
also pin lever line. Address Circular 260, 
Room 1415, Heyworth Bldg., Chicago 2. 





SALESMAN, ability unlimited: will serve 
five States, Midwest Area, from Kansas 
City, Mo. headquarters: seeks lines: 
willing to handle any items a jeweler 
can sell; no draw; commission basis 
only. Write, D. Craft, 121 Ward Park- 
way, Kansas City, Mo. 





MANUFACTURERS’ representatives, 
headquarters in Boston, can handle ad- 
ditional lines with complete coverage in 
New England; presently calling on jew- 
elry and department stores; what have 
you to offer? P. O. Box 117, Grove Hall 
Sta., Boston 21, Mass. 





MANUFACTURER’S representative, top 
contacts with New York watch im- 
porters, wholesalers, wants com- 
petitive rolled gold plate watch case, 
bracelet, or allied lines; complete 
coverage guaranteed. Address “E., 


1598,” care J C-K. 


WELL Known, experienced and reliable 
party, seeking top lines or factory rep- 
resentation; have strong following and 
solid contacts with chains, department 
stores and top jewelers in Philadelphia, 
Washington, Baltimore, Eastern Penn- 
Sylvania and South Jersey area. Ad- 
dress “‘H., 1638,” care J C-K. 





SALESMAN; wholesale jewelry, cover- 
ing Georgia, Florida, Alabama for 
one wholesaler for 40 years; present 
firm going out of business; know 
the wholesale jewelry business from 
A to Z; best of reference. Address 
“E., 1624,” care J C-K. 





WANTED; small novelty items; inter- 
ested in new and unusual gadgetry gift 
items on jobbing basis, both domestic 
and imports, to sell in conjunction with 
our own line of merchandise; have 11 
salesmen who cover entire country ex- 
clusively for us. Address “H., 2006,” 
care J C-K 





HAVE a nice following amongst the 
better retail jewelers and department 
stores in California; wish to represent 
reputable manufacturers on commission 
basis; interested in a fine line of cos- 
tume jewelry, good watch line, etc.; 
prefer short but strong line; fine bank 
and trade references available. Ad- 
dress “C., 1683,” care J C-K. 


Lam 


Side Lines 








SEMI-PRECIOUS stones and diamonds; 
we need a man with another non-con- 
flicting line to carry our line in New 
York and out of town. Address “J., 
1639,” care J C-K. 





SALESMEN, experienced, to _ retailers, 
complete line gold wedding rings; es- 
tablished manufacturer with large na- 
tional following; many territories open. 
Address “W., 1051,” care J C-K. 





ee: 


SCARAB jewelry; well known adver- 
tised top line for retail jewelers, for 
Chicago and Midwest, South and 
Southwest. Address “‘A., 1543,” care 
J C-K. 








JEWELRY salesman, with a non-conflict- 
ing line; strictly commission basis; a 
quick selling line; state territory you 
represent, line you now carry and give 
information in detail. Address “Q., 1595,” 
care J C-K. 





SALESMEN, wanted by well established 
leather wrist watch strap manufacturer, 
to call on wholesale jewelry and ma- 
terial houses; Southern and Midwestern 
territories open. Address “E., 1546,” 
care J C-K. 





SALESMEN wanted to represent manu- 
facturer of ladies’ and gent’s gold stone 
rings, mountings, wedding rings, 14K 
crosses, cuff links, to the jobbers, large 
chain stores; on commission basis; 
Pacific Coast, also man for Chicago. 
Address “H., 1458,” care J C-K. 





SALESMEN, with established retail fol- 
lowing, to sell popular priced dia- 
mond rings, plain and engraved 
wedding rings, as a side line; in- 
quiries treated with utmost confi- 
dence. Address “E., 1634,” care 
J C-K. 





(Contained on page 226) 
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SIDE LINES—Continued 











SALESMEN, experienced; sell desirable 
kinglish hollowware, cutlery, promotion- 
al items, instant silver cleaner, to jJew- 
elry, Specialty, department stores and 
jobbers; choice territories still avail- 
able; excellent commission; resident 
salesmen preferred. Box 1110, 1474 
Broadway, New York 36, N. Y. 





SALESMAN; Chicago, West; to handle 
one of America’s leading fraternal 
ring lines on side line basis; ref- 
erences will be in strictest confi- 
dence; state lines carried. Arts & 
Crafts Co., 106 Ann Si., Hartford, 


Conn, 





SALESMAN; side line; interesting com- 
mission basis; territory open, New 
England; Middle Atlantic States; New 
York City and surroundings; nationally 





advertised watch line consisting of 
watches in all price ranges; please state 
references, experience. Address “B., 
1586,’ care J C-K. 

RESIDENT sales’ representative; if 


your present lines are non-conflict- 
ing, we have large silver plated hol- 
lowware line, priced and styled to 
produce real income; give location, 
references and present association. 


Address “‘L., 1666,” care J C-K. 





well 
fol- 


SALESMAN; excellent opportunity : 
established firm desires man with 
lowing among better retail, chain, and 
department stores: outstanding and 
complete line of ladies’ and gent’s stone 
rings and gent’s diamond mountings; 
all territories open; drawing against 
commission; full details in first letter. 
Address “K., 1640,” care J C-K. 





JEWELRY salesmen; fast selling 
mounted diamond product offered 
by large New York cutters as side 
line to jewelry salesmen covering 
New England and other territories 
thoroughly; commission basis; when 
answering advise names of lines now 
carried. Address ‘“*M., 1680.” care 
J C-K. 








SALESMAN, experienced; nationally 
known silver plated hollowware man- 
ufacturers have splendid opportun- 
ity, plus established territories, for 
representatives whose future is im- 
portant; your reply treated confi- 
dentially. Address “K., 1665.” care 


J C-K. 





SALESMEN: an old established diamond 
and watch importing firm has territor- 
ies open for salesmen with good follow- 
ing, to cover the retail jewelry trade 
and premium house-to-house concerns 
with outstanding diamond watches and 
diamond ring sets, in conjunction with 
a regular competitive priced and nicely 
packaged watch line; on good commis- 
sion basis; replies confidential. Address 
“Y., 1920, care J C-K. 


ee — — - 
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SALESMEN, with following among 
wholesalers, catalogue and premium 
houses, to represent sole U. S. dis- 
tributors of world famous Lemaire 
binoculars and opera glasses, plus 
allied promotional items; need sales- 
men for Southern territory and West 
Coast; top opportunity for good 
men; write present connections and 
full particulars. Jake Levin & Son, 
12th & Walnut Bldg., Kansas City, 
Mo. 








Help Wanted 








WANTED: A-1 jeweler, who can repair 
and set stones. Address “V., 1461,’ care 
J C-K. 








WANTED, two A-1 watchmakers; per- 
centage basis only. Address “T., 1460,” 


eare J C-K. 





WATCHMAKER wanted, preferably one 
just out of school, but willing to work. 
Address “FE., 1575,” eare J C-K. 





WATCHMAKER, capable, and with own 
timing machine; best quality work re- 
quired. Brock’s Ine., P. O. Box 991, 
liome, Ga. 





JEWELER, capable of doing setting; a 
very fine city and a fine place to work; 
$2 per hour, plus bonus. Address ‘“‘J., 


1594,"’ eare J C-K. 





MANAGER, to operate aggressive credit 
operation, Southern town 30,000; liberal 








salary and percentage of gross. Ad- 
dress “V., 1565,” care J C-K. 
WANTED; a salesman to cover New 
england, either part time or full time, 
on a commission basis. Address “R., 
1561,” care J C-K. 
JEWELERS; permanent positions open 


for jewelry repairers in our retail store, 
and manutacturing jewelers in our shop. 
Meyer & Alexander, Marion, Ind. 





—_ 


following, to 
several ter- 
non-conflict- 
care J C-K. 


SALESMIEN wanted, with 
sell well known watch line: 
ritories open: may carry 
ing line. Address “‘C., 1697,’’ 





iXPIERIENCED, retail salesman for pro- 
gressive Ohio store: give age, experi- 
ence, compensation wanted, in your let- 
ter. Address “E., 1599,” care J C-K. 


SALIESMEN 
idents line 
on terms; 
dress “TE., 


wanted: wedding ring and 
to the small retail jewelers 
various territories open. Ad- 
192,” care J C-K. 








DIAMOND assistant, sorting, order 
picking, experienced; female pre- 
ferred: liberal salary. Judson 2- 


2566, New York. 





ISXCEPTIONAL opportunity; lucrative 


and permanent future with large, well 
established concern; reply in detail in 


strictest confidence. Address ‘“‘P., 1645,” 


care J C-K. 








TWO, engravers wanted: first class in 
lettering and monograms; good pay 
and steady work all year: please sub- 
mit samples of work. Address “C., 
1602.” care J C-K. 

SEMI-PRECIOUS stones; experienced 
salesman to carry our line, for New 


York City and out-of-town. Call Circle 
6-9431, for appointment; references re- 
quired. 











JISWELER and diamond setter, thoroughly 
experienced on high grade jewelry; per. 





manent position with established shop 
in Central New_York. Address “p 
1699,’ care J C-K. ‘’ 

rte iriaat 


CLERK, male or female, experienced pre. 
cious, semi-precious, synthetic stones. 
desirable position, long established stone 
house; call in person. Nathan Gem ¢ 
Pearl, 550 Fifth Ave., New York, 





$$$ $$$ 


YOUNG jeweler, who wants to learn finest 
special order work, including settings 
designing; have extraordinary oppor. 
tunity. Write, F. & G. Jewelers, Georgia 
Savings Bank Bldg., Atlanta 38, Ga. 








es, 


WATCHMAKER, first class and capable 
of running department; top Salary; ref. 
erence and salary expected in first let. 
ter. Billmeier, Jeweler, 112 8S. Jefferson, 
Saginaw, Mich. 











IiSXPERLENCED jewelers, polishers, drop 
hammer men; reterences, old estab- 
lished manufacturing concern. Weyhing 
Bros. Mfg. Co., 406 David Broderick 
Tower, Detroit 26, Mich. 


— -— = 





WANTED ; combination watchmaker, 
clock man and engraver; this is a 


steady position; must be sober and good 
health; references and salary expected, 
Will Tschumy, 405-21st St., Galveston, 
Texas. 


DIAMOND setter; A-1l all around, for 
well equipped shop, one of the finest in 
the Southeast; air-conditioned; _ per- 
manent position; good pay; write giv- 
ing details in first letter. Address “Y.,, 
1508," care J C-k. 





— — 





JEWELER, age about 30 to 40, with 
mechanical ability on platinum and gold 
und capable of making prices; a fine op- 
portunity for the right man; give in- 
formation in detail. Address ‘“T., 1606,” 
care J C-Ix. 





SALESMAN, for nationally known ex- 
tensive diamond and colored stone 
ring line, to cover Denver West, for 
New York concern; state past ex- 
perience in confidence, Address “N., 


1668,”’ care J C-K. 





IVERTISING ; man or woman, experi- 
enced all phases of advertising and pro- 
motional work in jewelry field; write 
complete details of experience and sal- 
ary expected; position in Boston. Ad- 
dress “H., 1552,’ care J C-K. 


Al 





SALESMAN-manager; top-flight position 
for excellent salesman and good mer- 
chandiser, in Middlewest; earn between 
$10,000 and $15,000 yearly; pleasant 
surroundings; replies kept confidential. 
Address “N., 1644,” care J C-K. 


ee 





SALESMAN, with strong’ wholesale 
following, to handle non-conflicting 
line of ladies’ and gent’s colored 
stone rings to represent the Pacific 
Coast. Aeme Ring Mfg. Co., Ine. 
445 S. 10th St., Newark, N. J. 





SALESMAN, with extensive following, to 
earry established manufacturer’s line 0 
10K initial and stone rings, in Southern 
territory; reply full particulars regard- 
ing experience and States covered. Ad- 
dress “K., 1555,” care J C-K. 








COMBINATION jeweler-engraver-stone 
setter, for fine old established retail 
store: splendid working conditions; at- 
tractive city and climate; satisfactory 


salary. Carpenter-Matthew, Asheville, 
N. C 
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“D., 1622,” care J C-K 





_ 
HELP WANTED—Continued 











° . 
vVATCHMAKER, experienced; five day 
" eek; ideal working conditions — in 
N ’ Qhio city; permanent job; 

ro > “4 sri Ee Si lary expected 
tate age, experience, sa xp , 
sy arst letter. Address “R., 2165," care 
J C-K. 





_ 


WARL manufacturer and costume jewel- 
- og domestic boxed line , superb quality ; 
en with jewelry store follow- 


requires ™ h Js 
ae 15% commission. Triumph Mfg. 
Co, P. UO. Box 360, Church St. Sta., 
New York 8. 


eae 





EXPERIENCED salesman, with retail 
jewelry store following, wanted by 
manufacturer of an exclusive and 
varied line of ladies’ 14K diamond 
set rings; liberal drawing. Address 


“p,, 1388,” care J C-K. 





—_——— 


REPAIR jeweler; A-1 all around, who 
could do light special orders, for well 
equipped shop, one of the finest in the 
Southeast; air-conditioned; permanent 
position; good pay ; write giving details 
in first letter. Address “A., 1569,” care 
J C-K. 








SALESMEN with following, by long es- 
tablished wholesale jewelers and watch 
importers selling popular priced mer- 
chandise, nationally advertised brands ; 
residing in vicinity; travel by car, 
drawing against commissions; refer- 
ences. Address “R., 2622,” care J C-K. 





— $e ee ee SE — 





SALESMEN for unusual, moderately 
priced, platinum and 14K diamond 
watch and watch attachment line, 
also gold novelties, for entire South 
and Midwest; references in first let- 
ter to, Edward Dominik, 220 W. 
Fifth St., Los Angeles 13, Calif. 





known diamond ring 
territories open for 
active salesmen with established fol- 
lowing; very liberal drawing against 
commission; all information kept in 
strict confidence: our salesmen know 
of this ad. Address “B., 1619,” care 


A NATIONALLY 
house has several 





EXPERIENCED salesman, with retail 
jewelry store following, wanted by 
well established wholesale house, 
carrying nationally advertised lines: 
to cover upper New York and North- 
ern Pennsylvania. Address “G., 


1550,” care J C-K. 


a 











WANTED; young man, one who is thor- 
oughly conversant with the cash and 
credit jewelry business, capable of tak- 
Ing care of windows and assisting in 
advertising ; this position offers an ex- 

cellent chance for capable man: apply 





in own hand writing. Address “'L.., 
1556,” care J C-K. 
JEWELER, experienced repairman, 


age 35-60, with some special order 
ability; pleasant year around posi- 
tion in retail store with reputation 
for fine quality work: will pay well 
for right man; references required. 


Address “M., 1642.” care J C-K. 








EXPERIENCED jewelry salesman; rep- 
resent established manufacturer of gold, 
platinum diamond jewelry: complete 
line of mountings, watch cases and at- 
tachments; liberal commission; estab- 
lished territory in Southwest open: 
State background, experience. Address 





FOR MARCH, 1953 




















SALESMAN, for manufacturers’ exten- 
sive line of platinum diamond 
jewelry, outstanding and popular 
priced; must have following among 
retail stores in Middle West and 
Coast; drawing and commission. Ad- 
dress “*A,, 1540,” care J C-K. 





JISWELRY salesman; excellent opportu- 
nity tor above average retail salesman 
to join progressive and long established 
credit jewelry firm; thorough knowledge 
of retail credit jewelry business ab- 
solutely essential; applications held 
strictly confidential. Robert R. Savitt, 
107 Church St., New Haven, Conn. 





SALESMEN wanted, to represent estab- 
lished nianufacturer of gent’s genuine 
stone rings and culf links, ladies’ genu- 
ine stone and cultured pearl rings and 
jewelry, all 14K, for better retail jewel- 
ry and department stores; commission 
basis only; all territories open. Address 
“C., 1588,” care J C-K. 





WATCHMAKER, experienced and cap- 
able; permanent position with 33 
year old firm; tri-city community of 
27,000; please give qualifications, 
experience, references, and salary 
expected in first letter. C. A. Jen- 
sen, Jewelers, 709 First St.. La Salle, 
Hil. 








WANTED; general and timer salesmen ; 
no ceiling on earnings, unlimited income ; 
if you are ambitious, energetic, some 
experience in selling watch material, 
perhaps a knowledge of our line, here 
is an opportunity of a lifetime. Henry 
Paulson & Co., 131 S. Wabash Ave., 
Chicago 3, Ill. 





SALESMAN; with following among re- 
tail jewelers, for West Coast and 
Middle West; manufacturer of ladies’ 
and gents’ stone rings, diamond mount- 
ings and wedding rings, in 10K and 
14K, also 14K cuff links and crosses; 
delivery line one grip: commission 
basis. Address “R., 1430,” care J C-K. 





ALL around jeweler, who can do spe- 
cial order work, fine alteration work, 
also good jeweler and diamond set- 
ter; can offer year around position 
to good mechanics; state hourly pay 
and references in reply. Orkin Jewel- 
ry Mfg. Co., Fidelity Bldg., Dallas. 


Vexas. 





NEW ENGLAND and West Coast terri- 
tories available; representative wanted 
for nationally known and advertised 
flatware and hollowware line; may 
carry non-conflicting line: experienced 
men only familiar with better jewelry 
stores. Write, Tuttle Silver Co., North 
Attleboro, Mass. 





BOOKKEEPER -office manager; full 


charge and fully experienced: jewelry 
background preferred; excellent’ op- 
portunity in a progressive and well 


established retail store in Washington, 

C.; state qualifications and salary: 
age over 40 will be fully considered: re- 
Plies confidential. Address “M., 1557,” 
care J C-K. 


COSTUME jewelry salesman, acquainted 
with department, jewelry and better 
specialty store buyers, wanted for West 
North Central territory, to sell original 
stimulating rhinestone line, nationally 
advertised; protected territory; 12% 
commission basis; give full particulars 
first letter. Agnini and Singer, 656 N 

Western Ave., Chicago 12, Il. 





| 
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SALESMAN, experienced, ambitious 
with itollowing, diamond and gold 
jewelry, nas opportunity to buy old 
established business New York City; 
owner w.shes to retire; will help 
with experience, capital, until estab- 
lished; some capital required; reply 
confidential, Address ““D., 1574,” 
care J C-K, 





SALESMAN wanted; large manufacturer 
of popular priced line of silver plated 
hollowware is open for good represen- 
tation, for the States of Virginia, North 
Carolina, South Carolina, Georgia and 
klorida; only those who have a fol- 
lowing and can produce results need 


apply ; commission basis; no objection 
to one or two side lines. Address ‘M., 
1428,”" care J C-K. 





SALESMEN, with established territory, 
covering department stores, jewelers, 
gift, specialty shoppes, for outstand- 
ing costume jewelry line retailing 
$1 to $5; 15% commission; long 
established manufacturer of spotless 
reputation, seeks salesmen with like 
qualifications. Orber Mfg. Co., Dun- 
nell Lane, Pawtucket, R. I. 





DIAMOND ring salesman for well estab- 
lished, expertly merchandised line that 
you will immediately recognize as 
superior, style-wise and price-wise; ac- 
customed to earning minimum of $10,- 
000; territories: New York State, 
Metropolitan New York City, or Mid- 
west or Southwest; must carry no other 
lines; good earning opportunity with 
future if you have established following 
and know diamonds; drawing account 
against commission. Address “‘L., 1614,” 
care J C-K. 


ee | —— 


THE Wakmann Watch Company has 
several territories open in the Mid- 
dle West and South; in case you 
should have following among jewel- 
ers, be accustomed to a higher in- 
come bracket and be interested in 
selling on a straight commission 
basis, Wakmann Ineabloec watches, 
carrying the one year repair policy 
and lifelong balance staff guaran- 
tee, please contact our Mid-West 
office at 22 West Madison Street, 
Chicago 2, Illinois and give detailed 
information about past and present 
experience and references. 





COSTUME jewelry salesmen; long estab- 
lished manufacturer, wholesaler, has 
several territories available for qualified 
men: must have strong following among 
jewelry, specialty, department stores: 
must travel by car for intensive cover- 
age in large and small cities: we feature 
fashion jewelry of outstanding design, 
workmanship, retailing from $1 to $15; 
protected territory, drawing to right 
men working our line exclusively; write 
in confidence, full experience, avalifica- 
tion. age. Address “J... 1555,” 
J C-K. 


care 





— 


SILVERWARE salesmen wanted for ex- 
clusive, highly promotional line of ster- 
ling silver cutlery and serving pieces, 
exquisitely styled and priced for big 
volume: choice territories now open 
except New York City, Philadelphia, 
Boston: excellent opportunity for men 
with following among gift, jewelry, de- 
partment stores and jobbing trade; 
liberal drawing account to qualified 
salesmen: will consider side line men; 
state full particulars and _ territory 
covered. Ambassador Cutlery Mfg. Co., 
398 South St. (Dept. JK), Newark 5, 
N. J. 





(Continued on page 228) 
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HELP WANTED—Continued 








SALES openings; a foremost manufac- 
turer of sterling silver hollowware 
has openings in several territories 
for top-notch salesmen with strong 
following, selling department stores, 
jewelers and better gift shops; this 
is not just another hollowware line 
but a highly styled specialty one; 
other non-competitive line permit- 
ted; commission basis; open terri- 
tories in South, Southwest, Midwest, 
Far West and Northwest; all com- 
munications confidential. Address 


“F., 1576,” care J C-K. 





WE need immediately, well experienced 
superintendent to take full charge 
of production of a modern, progres- 
sive emblematical, class ring, and 
fine novelty manufacturing depart- 
ment; plant is located in rapidly 
growing Southwest and has been in 
operation approximately six years; 
this position offered only because of 
limited experience of personnel now 
employed; essential qualifications as 
follows: must have at least five years 
actual experience in production in- 
cluding technical knowledge of 
stamping, assembly, enameling and 
plating; must have excellent per- 
sonal characteristics including leader- 
ship; salary open, plus bonus, based 
on yearly profits. Write complete de- 


tails to, “A., 1585,” care J C-K. 


For Sale 


Stores, Stocks and Businesses 











OLD established, profitable jewelry store, 
for sale, $50,000: good business town. 
Gilmore Jewelry Co., Pensacola, Fla. 





JEWELER and optical business, estab- 
lished 50 years in East Baltimore; will 
sell at inventory: wish to retire. Ad- 
dress “A., 1589,” care J C-K. 





PAWNSHOP, Jacksonville, Florida: ex- 
cellent location, nice volume, well es- 
tablished. finest renutation: want to go 
North. Address “H., 1603,” care J C-K. 





JEWELRY store: cash, credit: 20 miles 
New York: established 21 years: loca- 
tion good: clean operation: other inter- 
ests. Address “T., 1676,” care J C-K. 





JEWELRY store, long established, in San 
Francisco: excellent for watchmaker: 
with or without stock: low rent: real 

opportunity. Address “C., 1570,” care 





CREDIT jewelrv store in steady, indus- 
trial town (West Virginia) of 50,000 
population; excellent opportunity; will 
adjust size of stock; no brokers. Ad- 
dress “B., 1695,” care J C-K. 





JEWELRY and photograph store estab- 
lished 30 years; good location; good 
lease; reasonable rent; doing over 
$50,000 per year. Address “A., 1700,” 
care J C-K. 





JEWELRY store, established 40 years; 
county seat, southwest Missouri Ozarks ; 
stock, fixtures, material invoice $8,300; 
liberal discount if sold soon. Address 
“B., 1631,” care J C-K. 





SMALL, modern jewelry store in South- 
ern Montana; Milwaukee watch inspec- 


tion; good volume; sell because o 
health; $15,000. Address “B., 1535,” 
care J C-K. 





IF your are a good watch and clockmaker, 
I have just the place for you; I am 
quitting and have a good deal for you 
in Southern California; 25 years in the 
same location. Address “Y., 1654,” care 
J C-K. 





WELL established, modern jewelry store; 
remodeled, including new front, in 1949; 
in Eastern Iowa’s richest farm com- 
munity ; can be purchased with or with- 
out aa Address “D., 1596,” care 
J C- 





ESTABLISHED, 100% location, pros- 
perous New Jersey city; clean stock, 
leading watch and sterling lines; good 
repair income; partnership dissolution ; 
$10,000 for everything; no auctioneers. 
Address “E., 1687,” care J C-K. 





JEWELRY = store: excellent location; 
buses and street cars stop in front; 
exceptionally good opportunity for 
watch repairing: reduce to suit buyer. 
Address Circular 266, Room 1415, Hey- 
worth Bldg., Chicago 2. 





JEWELRY and repair business for sale, 
living quarters, $75 monthly: good 
lease; cash business, gross $15,000; 
nearest competitor 74 miles; in Nevada; 
hunting and fishing. Address “D., 1545,” 
care J C-K. 





FOR SALE: modern cash jewelry store, 
excellent location, fine stock and fix- 
tures: established over 50 years: can be 
bought right: reason for selling, im- 
pared health: city of about 40,000, in 
Ohio. Address “B., 1544,” care J C-K. 





FOR SALE; complete jewelry shop and 
offices, perfect location, off Fifth 
Ave., Midtown, New York City; rea- 
sonable rent; all North light; fine 
building: moving South. Address 
“C., 1688.” care J C-K. 





MODERN jewelry store: central Illinois; 
5500 population: growing business, 
$28.000 gross: opportunities unlimited ; 
selling price: inventory, plus equipment, 
fixtures: owner entering partnership, 
fgg citv. Address “F., 1636,” care 





LEADING eash jewelry’ store: Long 
Tsland town of 20,009: sales can be 
doubled with credit: more repairs than 
can he handled: good prices: com- 
pletely remodeled: new fixtures: mod- 
erate rent: good lease: $39,000 cash. 
Address “M., 1463,” care J C-K. 








JEWELRY store in Western health re- 


sort and tourist town: nearby oil and 
livestock : permanent patronage: estab- 
lished 35 vears, main street, county 
seat: good repair department, top fran- 
chises: good lease: excellent fixtures; 
clean stock: inventory $19,000 at cost; 
retiring. Address “E., 1635,” care J C-K. 











FOR SALE; jewelry store, , 
three years in the heart of the ished 
Rio Grande Valley of Texas, 100¢, 
street location; $12,500 stock anda 
tures; excellent opportunity; meet 
sold because of two stores in diffe be 
towns, can handle only one, Adare 
“R., 1560,” care J C-K. rea 





——————__ 


MODERN jewelry store, with complete} 
equipped workshop for manufacturin. 
jewelry and watch repairing, ip tas 
growing city on Florida’s East Coa . 
no rent, own building, air-conditione 
building, fixtures, complete workshor 
and material for, $35,000; stocK oD 
tional, below cost. Address “N,, 15;¢ 
care J C-K , ’ 





————____ 


OLD established jewelry store, moder 
air conditioned, cash-credit ; 100% loca: 
tion, all department and chain Stores, 
Metropolitan area; fine clientele; na: 
tionally advertised lines; tremendous 
potential for progressive individual o, 
chain ; requires $40,000 minimum; prin. 
cipals only; please send evidence of 
financial responsibility as this is Op. 
portunity of lifetime; I wish to retire 
Address “D., 1686," care J C-K. 








BEAUTIFUL modern credit store, 50 miles 
New York City, established over 5) 
years; finest lines including Hamilton 
Longines, Gorham, Lunt, Reed & Barton 
Wallace Heirloom, Franciscan china 
and pottery and many others; this is a 
money maker and wonderful opportv. 
nity for growing chain or live wire jn. 
dividual; owner has other interests: 
will deal with principals only. Address 
“W., 1567,’ care J C-K. 








FOR SALE, in one of Colorado’s largest 
cities, newly established jewelry store, 
brand new fixtures and safe, beautifully 
decorated; located in rapidly develop. 
ing downtown section of city; good re. 
pair trade and tourist business; $4,500 
will handle cost of remodeling and fix. 
tures, plus as much of our inventory 
as desired; immediate action desired 
as owner is leaving State. Address “D, 
1593,’ care J C-K. 





MR. CITY Watchmaker, if you are tired 
of the noise and traffic of the city, here 
is the store you have been looking for; 
located in Northeastern Michigan in the 
heart of the hunting and fishing coun- 
try, doing nice business; exceptionally 
low overhead; must sell stock, fixtures, 
and tools; inventory around $12,500 
complete; must be cash; complete de- 
scription and photographs on request; 
do not answer unless definitely inter- 
ested. Address “H., 1584,” care J C-K. 





MODERN jewelry store for sale, in 
central Kentucky; been in business 
for 27 years and in same location; 
will sell for one half cash, balance in 
five years; railroad watch inspection, 
takes two watchmakers to keep re 
pair work up; long lease, best loca: 
tion in town; all nationally adver- 
tised merchandise; seven miles from 
big lake where over 200.000 people 
visited last vear; one factory em: 
ploys 400 women; one opened up 
last year, another one just started 
to build that will emplov 500 men: 
big business to start with. Address 
*“B.. 1706.” care J C-K. 


SES NEA NMEA AAI TIRRERE ET HN SS MOOS 


For Sale 


Tools, Equipments 





sl 
——— 








USED tools, benches, lathes, cleaning ma- 
chines, staking tools, etc. R. P. Gallien, 
220 W. Fifth St., Los Angeles 13, Calif. 
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FOR SALE—Continued 





2IFUGAL casting system, complete 

~ to use, including built-in tables; 

pargain. Morris Kaysen Co., 740 San- 
som St., Philadelphia 6, Pa. 





EE 
w 12 ligne Roskopf complete bal- 
oy wheels good tor watchmaker 
school; sample on request; very reason- 
able. Roland Descombes, 43 Allen St, 
Hillside Heights, N. Y 








atchmaster, also L. & R. Master 

USED ing machine and Good-All electric 
soldering machine, each in good operat- 
ing condition. Crownover, Mt. Union, 


Pa. 


—— 
LATHE, motor, rheostat, chucks, Dazor 
lamp, demagnetizer, truing and poising 
tools, staking set, some movements and 
materials, small tools; line condition, 
$125. Irving Levine, 875-43d St., Brook- 


lyn 32, N. 





PLE Sa a 
Business Opportunities 








ee 


EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade references. Announce- 
ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 
Keystone. 








AUCTIONS; successfully and ethically 
conducted anywhere in the country. 
Write or wire, Maynard G. Levy, 
5200 Blackstone Avenue, Chicago 
15. 





M. C. MAXWELL, exclusive jewelers’ 
auctioneer; guaranteed profits; all 
correspondence strictly confidential. 
Phone 5-2920. Res. 4-7231, 1429 
Boardwalk, Atlantic City, N. J. 





AMERICA’S foremost jewelry auction- 
eer; an auction service for jewelers 
who care; over three million in 
actual cash results for 24 jewelers. 
Thomas J. Faussett, Howell, Mich. 





COLMES BROS., cash buyers and 
liquidators of jewelry stores; inter- 
view arranged at our expense; best 
bank and trade references. Write, 
Max Colmes, Room 333, 18 Tre- 


mont St., Boston, Mass. 


———— 


AUCTIONS of which to be proud, 
ethically and profitably conducted 
anywhere in the country; all in- 
quiries promptly acknowledged. 
Write or wire, Samuel I, Levy, 125 
Wadsworth, Santa Monica, Calif. 


——— 








GORDON BROTHERS, oldest and 
largest cash buyers of complete 
jewelry stores and surplus stocks in 
the country; established in 1903; for 
details see our advertisement on 
page 33. 








GOOD opportunity for a live wire man ; 
partnership offered, or buy outright, 
gold jewelry manufacturing company ; 
established and respected in the trade: 
mited cash required to come into a 
Fone concern. Address “C., 1629,” care 





AUCTIONEER; 10 successful sales 
conducted in 1952; firm names fur- 
nished on request; all correspon- 
dence strictly confidential. Anthony 
J. Gregory, 6748 N. Ashland Ave., 
Chicago 26, Briargate 4-7303. 





ATTENTION Mr. Jeweler; want to sell 
out, reduce stock, raise cash, removal, 
remodel. Robert E. Jones Sales Co., 
Auctioneers, flat sale conductors; we 
buy, we conduct sale for you. Phone 
KE 1-8683, Cleveland, Ohio. 25 years’ 
experience in over 500 stores. 





SAMUEL GANSBERG will buy your sur- 
plus or entire stock and fixtures or 
estates for cash; my direct outlet en- 
ables me to pay you higher prices; bank 
and trade references of the highest 
character. Write, 15-17 Maiden Lane, 
New York. Telephone Rector 2-5928. 





WILL pay cash to any established 
jeweler, dollar for dollar, for stock 
and fixtures, or will conduct auction 
sale for you and finance any neces- 
sary funds needed for a successful 
sale; our long record in conducting 
auction sales is well-known in the 
trade. Louis Colmes, 637 Scranton 
Ave., Lynbrook, N. Y. Tel.: Lyn- 
brook 3-8044. 





WE have done it before and we can do 
it again; if you operate a jewelry store 
in a resort town, this Summer we can 
reduce unwanted stock, gain new Cus- 
tomers and make substantial profits for 
you, by conducting an ethical auction 
sale; if you prefer, we will buy your 
store complete; highest references. 
Write, Alvin Freemount, 4750 York 
Road, Philadelphia 41, Penna. 





WANT to sell out, raise cash, reduce 
stock, etc.; we will conduct flat sale 
or auction; or buy your entire stock 
and fixtures, for cash; have more 
than 500 letters on file from jewel- 
ers endorsing our methods of op- 
eration; highest bank and _ trade 
references; for immediate action 
write, wire, telephone, Earl Wilson, 
of Wilson Sales System, 424 Madi- 
son Ave., New York. Telephones 
Plaza 8-2110-2111. 








I AM ready to pay you cash, dollar 
for dollar, for your stock, providing 
you have been an established cash 
jeweler for a period of years and en- 
joy a good reputation; I will take 
stock over as a going, or going-out 
of business; not interested in any 
credit stores; I have bought and sold 
over 100 stores in my 40 years of 
business; all correspondence held in 
strict confidence. Herman Kimmel, 
48 W. 48th Street, Room 1309, New 
York, N. Y. 





DO you need cash; examine our 
guarantee sales method of obtain- 
ing at least 10% above $ for $ for 
your surplus stock, after all sales 
expenses; we have accomplished this 
amazing result for over 200 jewelers 
in the last two years alone; their 
thankful letters are in our files for 
your inspection. Wire, write or tele- 
phone, Manny Silverman, of Silver- 
man Sales Enterprises, 580 Fifth 
Ave., New York 19, N. Y. Telephone 
Pl. 7-4693. 


LOUIS LENHOFTF, auctioneer, has con- 
ducted successful jewelry auctions 
all over America and Canada; you 
may have for reference list of firms 
I have conducted auctions for re- 
cently without obligation on your 
part; will go anywhere at any ex- 
pense; if overstocked sell your sur- 
plus, if going out of business, or 
moving, will sell you out to bare 
walls; will guarantee you 100 cents 
on the dollar or more. Write, wire, 
phone. Louis Lenhoff, 3010 W. Chi- 
cago Blvd., Detroit 6, Mich. Phone 
Tyler 6-0439. 





WANT to raise cash; want to sell ‘out; 
reduce your inventory; don’t gamble; 
play safe; we have the “know how” 
to conduct a flat sale or auction for 
you, without hurting the prestige of 
your store; our methods of opera- 
tion are guaranteed to obtain much 
more money for your stock than its 
original cost, after all sales ex- 
penses; all inquiries are confidential 
and we will advise you on your par- 
ticular problem without any obliga- 
tion. Harry Schecter Sales Service, 
2 W. 47th St., New York 19, N. Y. 
Tel, Lux 2-0513. 





JEWELERS; tired of working your 
business; have you been thinking 
of retiring and just haven’t done 
anything about it; if you are in- 
terested in selling your store out- 
right for cash, or we will conduct 
a flat sale or auction for you; if 
interested give information in your 
first letter; location of business, 
type of inventory, how long estab- 
lished, price, etc.; highest bank and 
trade references; all correspondence 
will be treated in strictest confidence; 
35 years of jewelry experience, 
Hyman Freedman & M. William 
Snyder, Associates, Stephentown, N. 


Y. Phone 4-4633. 








AUCTIONEER V. C. Kelley; do you want 
to sell $10,000 or $100,000 worth of 
jewelry for spot cash; this is not an 
exaggeration, it is a fact; I am doing 
just that for other jewelers right along, 
and your store is no different than 
these listed; five Loftis stores Pitts- 
burgh, Omaha, Chicago, $250,000; two 
Shaw stores, Lima, Ohio, Knoxville, 
Tenn., $70,000; Sterling Jewelry, Cin- 
cinnati, Ohio, $60,000; Roberts Jewelry, 
Springfield, Ohio, $40,000; Rogers 
Jewelry Co., Peoria, [Ill $30,000; 


Brackin’s Jewelry, Pensacola, Fila., 
$100,000; Stewart’s Jewelry, Little 
Rock, Ark., $30,000; Dame & Wilson, 


Richmond, Ind., $60,000; Chandler’s 
Jewelry, Athens, Ga., $20,000; Scott & 
Bousquet Jewelers, Montreal, Canada, 
$150,000; over a period of 25 years 
Kelley Auctions have gained a reputa- 
tion of such uniform success that today 
we maintain unrivaled leadership in 
our line of endeavor; all sales are 
conducted under my personal super- 
vision and with the aid of an able 
associate, giving you the highest de- 
velopment of modern auctioneering and 
a mastery of salesmanship under which 
a misfit sale is impossible; now, why 
wouldn’t you be interested in a clean 
business transaction of this kind; 
should you engage my service, I will 
get you top dollar and pledge you a 
most successful sale; write or wire 
today. V. C. Kelley, 7322 N. Ridge Ave., 
Chicago 45, Ill. 





(Continued on page 230) 
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Wanted to Purchase 








BUSINESS wanted; earring manufac- 
turer 14K-10K gold, will pay cash for 
suitable going concern. Box 974, 1474 
Broadway, New York 36, N. Y. 








JEWELRY store wanted by watchmaker- 
jeweler, $10,000-$20,000; must be able 
to work in store for a while before pur- 
chase. Address “G., 1661,’ care J C-K. 





CASH for used watchmakers’ and jewel- 
ers’ tools, lathes, cleaning machines, 
staking tools, ete. R. P. Gallien, 220 
W. Fifth St., Los Angeles 13, Calif. 





——  —-—C— 


WISH to purchase jewelry store of good 
reputation, in Eastern or Central Penn- 
sylvania, one carrying good top quality 
lines and well established. Address “‘A., 
1537,” care J C-K. 





CASH for watches, movements, solid gold 
cases, watchmakers lathes, motors, 
cleaning machines, timing machines, 
staking tools, etc. T. D. Sweazey, 2018 
W. North Ave., Chicago 47, IIl. 





WE will buy one or more stores in Vir- 
ginia, North Carolina, South Caro- 
lina, Georgia, Florida, Alabama or 
Tennessee; we will take over your 
lease and pay you top cash price. 


Address “A., 1412,” care J C-K. 





DIAMONDS; jobber wishes to buy 10 
to 20 carats of loose diamonds in 
melanged sizes 15/100 to one carat; 
I am listed well with the Jewelers 
Board of Trade; this will be a new 
line with us and wish only perfect, 
capes and V.V.S. For further infor- 
mation address, “J.S., 1615,” care 
J C-K. 





WATCHES wanted; all brands, any 
quantity; highest market spot cash 
prices paid; we buy surplus jewelry. 
rings, diamonds, etc., correspon- 
dence invited; references; Houston 
National Bank, Houston, Texas, 
Dun & Bradstreet, Inc. Diamond 
Jewelry Co., 6th floor M&M Bldg., 
Houston 2, Texas. 








CASH in; send us your watch move- 


ments, watches, diamonds, old spec- 
tacle frames, gold filled scrap, sil- 
ver, gold and any other precious 
metals and jewels for highest prices; 
we send you a check at once and 
hold shipment intact for your ap- 
proval; references; National Bank 
of Commerce, Memphis, Tenn.; 
Jewelers’ Board of Trade. Dun & 
Bradstreet. Weinman’s Dept. K, 
108 Beale Ave., Memphis, Tenn. 





WE’LL buy it; lock, stock and barrel, 
or part, if you wish, providing, of 
course, that it’s jewelry and belongs 
in a jewelry store; what’s more, 
well pay cash for it without hem- 
ming and hawing; wire or write your 
proposition or call. Ref.; Jeweler’s 
Board of Trade, Dun & Bradstreet, 
Manufacturers Trust Co., N. Y. 
Frank Pollak & Sons, since 1905, 
72 Bowery, New York, N. Y. Phone 
Canal 6-2854. 








Watch Work, etc., for 
the Trade 








SINCE 1921 reliable watch repairing for 


the trade; efficient, dependable mail 
service. Standard Watch Service, 949 
Broadway, New York 10, N. Y. 





FINIC repairing on all types of watches 
including chronographs and automatics; 
all repairs electronically timed; price 
list on request. G. Greenfield, 68 Nassau 
St., New York. 





BOSTON, Mass.; expert and guaranteed 
watch repairing ; prompt service; prices 
on request; mail orders invited: David 
Migdal & Co., 109-B Summer St., Tel. 
Hu 2-9547. 





COMPLICATED and plain watch repair- 
ing; chronograph cleaning, $8; watches 
timed on Watchmaster, one week’s ser- 
vice. Felder’s, 1173 52nd St., Brooklyn 
19, N. Y. Gedney 6-5300. 





SPECIALIZING in repairing chrono- 
graphs and all types of watches; all 
watches timed by the Watchmaster; 
guaranteed service; I. Altay, 22 W. 
48th St., New York 19, N. Y. 





KNOW your vibrator; quality, speed, 
dependability; vibrating, staffing, 
jeweling; mail direct; same day ser- 
vice. Hairspring Vibrating Co., 406 
32nd St., Union City, N. J. 





RELIABLE watch repairing within one 
week; Watchmaster accuracy guaran- 
teed ; pearl restringing within two days; 
good fast service for out-of-town ac- 
counts. Fred Lowey, 48 W. 48th St., 
New York 19, N. Y. 





SINCE 1928, a superior watch repair 
service to prominent jewelers; 
Holmes protected vaults; attractive 
prices; speedy service; all work 
guaranteed; position tested on our 
Watchmaster. Cooper Watch Repair 
Co., 48 W. 48th St., New York 36, 
N. Y. 





TWENTY-FIVE years’ experience in 
fine watch repairing; repair on 
chronographs, and all types of com- 
plicated watches; free case polish- 
ing; Watchmaster machine assures 
accurate timing; work guaranteed; 
delivery three to six days; price list 
upon request. H. Spielman Co., 9 
Maiden Lane, New York 7, N. Y. 
Worth 4-3377. 

















| a 
Special Order Work and 
Repairs for the Trade 


esac e SS 
ALL style beads restrung, plain 0 
knotted; prompt service; reasonable 
prices. Mrs. Helen E. Stump, 202 State 
St., Shillington, Pa. ' 

















_ iat 


PHOTOGRAPHY, on gold, silver, or plat. 
num; book locket miniatures our gpg. 
cialty. Carman Art Co., 15139 Glastop. 
bury Blvd., Detroit 23, Mich. 








an = Se ra 


EASY profits; ring stone replacements: 
send the ring we will furnish the stone 
and have it set; also Titania and Opa} 
loose or mounted. Ace Lapidary (Co 
Jamaica, N. Y. . 








PEARLS and beads restrung, knotted, 
woven; rosaries repaired, refinished: 
right prices, prompt service, monthly 
billing; we specialize on mail orders; 
our business is nation-wide. Woodman’s, 
55 B. Eddy St., Providence, R. I. 








COMPLETE jewelery service, diamond 
setting, sizing, special orders, re. 
pairs, polishing and rhodiuming ac. 
complished with speed and guaran. 
teed workmanship. Evans & Co., 36 
W. 47th St., New York 36, N. Y. 





STONE encrusting, engraving and 
drilling; precious and semi-precious 
stones furnished and cut to fit your 
rings; lodge emblems encrusted and 
engraved; coats of arms; mono- 
grams and initials; military insig- 
nias fraternal emblems; _ stone 
cameos up to 50 mm size; onyx 
crosses, special jobs invited. Braun- 
feld & Mehlman, 108 Fulton St. 
New York City. 








To Let 











LAPIDARY shop available; also desirable 
space for jeweler or allied line. 8th 
Floor, 550 Fifth Ave., N. Y 


> 





SPACE for rent; opportunity for watch 
maker and diamond setter. Bernstein & 
Sons, 80 Nassau St., New York, N. Y. 


—_— 





CASTING room, with full equipment; also 
suitable space for engraver or setter; 
eo York. Address “A., 1694,” care 





Miscellaneous 














WATCHMAKERS’ JOURNAL; contains 
valuable information for watchmakers 
and students; $1 year; sample copy 





20¢. Dean Co., 7% N. Atlantic Ave, 
Daytona Beach, Fla. 
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Clad Uae Barelucions:. 


AN ANACHRONISM—OR AN OPPORTUNITY 


Be cynical if you wish. Be sophisticated as you want. 
Be prejudiced if you desire. But, don’t be so naive that 
you overlook the promotional opportunities of the 
Coronation on June 2, and the supplementary ceremonies 
which will be conducted during the remainder of the year. 

The emotional impact of this “story-book” event has, 
and will continue to reach deep into the subconscious 
yearnings of every woman. A manifestation of this 
romantic stirring within the hearts and minds of women 
everywhere will be their increased interest in pieces of 
personal—and home—adornment. Through this interest 
each woman will take to herself, some of the romance, 
beauty and dignity inherent to the pomp and ceremony 
of Coronation year events. 

During the coming months we will see Miss and Mrs. 
America lingering just a bit longer than usual over dis- 
plays of jewels and jewelry, for such pieces are figuring 
conspicuously in the colorful and romantic ceremonies 
attending the Queen’s some 100 scheduled appearances 
during this year. 

As a consequence, how natural it will be for American 
ladies, young and old, to think in terms of more attractive 
surroundings, more “correctness” in table service, more 
quality in their china, glass and particularly in their 
silverware. 

Seldom is there given the jeweler, such a natural cus- 
tom-made opportunity to direct the attention of the people 
in his community, to the romantic and beautiful, the 
cultural and soul-satisfying qualities of his wares. 

In this issue is presented a display of thought-provok- 
ing articles designed to point-up the value of capitalizing 
on this non-recurring opportunity—and the manner in 
which the jeweler can do it. 

Specific applications depend upon the type of store and 
clientele; also on the ingenuity of management in devising 
appropriate activities. 

In any event, every jeweler should shape his promo- 
tional plans on the Coronation, now. For, this event 
should not be looked upon as an anachronism, a medieval 
ceremony in the twentieth century; but as the jeweler’s 
merchandising opportunity for the spring and summer of 
1953. 

Believing this, we feel that on June 2 individual jewel- 
ers will either be sorry that they didn’t plan a tie-in or 
happy that they did. 

Which will it be for you? 





ON A BROMIDE 


Practically every adult American has long since under- 
stood and accepted the principle that advertising doesn’t 
“cost,” it “pays.” It profits everyone interested in the 
advertised product—manufacturer, distributor and con- 
sumer. It does this by increasing the unit sales of the 


232 


product, thus permitting economies through mass pro. 
duction and distribution, which enable the product to be 
sold at a lower price. 

Because we believed this economic fact was widely 
understood we did not go into interrupting detail in our 
December editorial wherein we said that “today manu. 
facturers of jewelry store items are spending 3 to 10% 
of their gross in advertising.” 

One of our correspondents, however, fearful lest our 
statement be misinterpreted as a suggestion that adver. 
tised products carry a burden of 3 to 10%, recommended 
our publishing a clarification. 

So there you have it. Good advertising, carefully 
planned, consistently scheduled and intelligently placed 
is invariably a profitable investment. 

Leaving off the subject appropriately but in a lighter 
vein, we recall our favorite quickie regarding Cyrus 
Curtis, publisher of The Saturday Evening Post. A 
friend of his asked him one day “Does advertising really 
pay?” 

Curtis cocked his head to one side and replied with 
undeniable truth, “It pays me.” 





WHAT MAKES BUSINESS BETTER 


Recently we heard a story about a stock broker 
with a large number of accounts outside of the country. 
At the request of these foreign clients, and in the interest 
of cable economy the broker developed a code word for 
“What’s wrong with” . .. (any particular issue). An 
insight into human nature is furnished by the fact that 
there never was any demand for a code word to cover 
a query as to why a stock was strong. 

It seems that people are only inquisitive about the 
reasons for the failure of something they have put their 
faith in. Successes they take as confirming evidence of 
their sagacity. 

This is rather odd when common sense suggests that 
economic swings are inevitable, if for no other reason 
than that over-enthusiasm is as inevitable as over-pes- 
simism. 

Therefore, though many jewelers have just finished a 
year that was tops in their history, it still might be smart 
business for them to find out “What made it strong.” 

Particularly as all indications are that 1953 will offer 
a good climate for increasing business—to those who 
know how to go after it. 


Editor 


THE JEWELERS’ CIRCULAR-KEYSTONE 











First and only silverplate with 





S47 ROGERS BROS. INTRODUCE 








rich, elegant design 


that surveys prove most women want! 


Exclusive Pattern! 


Never before, a silverplate pattern so 
ornate, so luxurious, so much like the 
solid silver patterns that sell fastest for 
you!* 

Heritage fills a very special demand 
for such a pattern among your cus- 
tomers. You can exploit this fact to 
develop new interest in silverplate! 


*k ° ; 
Based or special consumer studies. 


Largest Color Advertising! 


Heritage will be introduced during 
April and May with the largest, most 
impressive advertising ever seen in the 
industry! 9 widely read women’s maga- 
zines will carry big color ads! Plus— 
local radio announcements everywhere! 
See your 1847 Rogers Bros. Repre- 
sentative or approved Silverware 
Distributor. 
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America’s Finest Silverplate 


Product of The International Sulver Company 














CANNOUNCING THE EXQUISITE NEW PATTERN f 
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Here’s good silver news! 


This striking advertisement in full color will tell the story 
of new, gorgeous Reigning Beauty in your sales area. 
What a sales campaign! 13 leading National Magazines 
including LIFE ... a readership of over 66 million... . 
cover positions in 10 of the 13 Magazines. There’s the 
blast that will open the most powerful, introductory, 
nation-wide campaign for Heirloom Sterling. 

Your customers will read about it... will know about it! 

Crystallize this Reigning Beauty interest into Reigning 
Beauty sales for you. Your Heirloom Sterling Salesman 
will tell you how. 


Delivery in early May—Ask your Heirloom Salesman or 
write direct to: Sterling Division, Oneida Ltd., Oneida, N. Y. 
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Introducing a completely new mood in sterling! 


B 


Aristocratic new Reigning Beauty* by Heirloom* 
Sterling, a magnificent blend of clean-swept 
modern lines With-rich traditional detail. Created 


of solid silver—to live proudly in the house of today — 


and tomorrow. A 6-piece place-setting of new 
Reigriing Beauty . . . $28.25, including tax. 


Be 
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